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CHAPTERR I: INTRODUCTION 

Computer-Mediatedd Communication (CMC) has undoubtedly become an integral part of 

everydayy life for many people. In the organizational sphere, the intranet and its extensions to 

Internett are vital for knowledge sharing (Davenport & McKim, 1995), applications such as 

GroupGroup Ware (which allows the sharing of applications), Group Decision Support Systems and 

ComputerComputer Supported Co-operative Work (to support collaboration on shared tasks) have 

obtainedd a central position in the functioning of many organizations (cf. Fulk & Collins-

Jarvis,, 2001; Rice & Gattiker, 2001). Efforts are undertaken to stimulate teleworking, and 

virtuall  teams (and even organizations) are an increasingly common part of people's normal 

workingg experience (Jarvenpaa & Tractinsky, 1999; Maznevski & Chudoba, 2000). 

Alsoo in our private lives, more and more of our personal interactions are conducted by 

meanss of CMC. We may participate in chat rooms, contribute to bulletin boards and 

newsgroups,newsgroups, adopt instant messaging, play a part in MUDs (Multi-User Dungeons), MOOs 

(MUD,, Object Oriented), and other multi-user games, or take part in online consumption 

activitiess through auctions, online shopping, etcetera. If these activities are too cutting edge 

thenn even the least technologically up to date person wil l have experienced e-mail, and it is 

tellingg that the volume of e-mail traffic has kept pace with the growing rate of data exchange 

off  the Internet: Over 98% of the Americans who used Internet in 2002 sent or receive e-mail 

forr work purposes (Pew Internet Report, 2002), and a survey on Internet usage in the United 

Kingdomm showed that sending or receiving e-mail was by far the most used purpose of the 

Internett (Which?Online, 2003). 

Ass CMC is becoming a more and more common means of communication, there is a 

growingg interest in whether this sort of interaction is "neutral", in the sense that it leaves 

communicationss and social relations unaffected (Postmes & Spears, 1998; Spears, Postmes, & 

Lea,, 2002; Walther, Anderson, & Park, 1994). Indeed research has suggested that CMC is not 

neutral:: it can cause many changes in the way people communicate with one another, and it 

cann influence communication patterns and social networks (e.g., Fulk & Collins-Jarvis, 2001; 
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Fulkk & DeSanctis, 1995; Hiltz & Turoff, 1978; Lucas & Baroudi, 1994; Sproull & Kiesler, 

1991).. Researchers have also noted the unpredictability of some of these changes, and the 

variabilityy of CMC's social effects (Fulk & Collins-Jarvis, 2001; Rice, 1993). 

Thee question of why CMC has these social effects has been a long-standing concern in 

sociall  sciences. In search of an answer it has been observed that CMC distinguishes itself 

fromm face-to-face (FtF) communication on multiple dimensions (Rice & Gattiker, 2001). For 

example,, some forms of CMC limit the level of synchronicity of interaction, which may cause 

aa reduction of interactivity. CMC also has the potential to overcome space- and time-

dependenciess by which communicators are freer to send and receive messages wherever and 

wheneverr they want, thereby technically enabling a multitude of communication practices. 

Thesee functions, combined with the global scale of this technology and the fast pace of 

innovation,, are the means by which CMC provides the opportunity to overcome physical 

barrierss and has the potential to break down boundaries of nationality, race, language, and 

ideologyy (e.g., Hiltz & Turoff, 1978; Postmes, Spears, & Lea, 1998). 

However,, the bulk of research has focused on the reduced capacity of CMC to convey 

sociall  cues as the major cause of a wide variety of social effects (e.g., Bordia, 1997 for 

overview).. In search of an answer to the precise effect of this capacity to convey social cues, 

muchh of the prior research tends to compare CMC and FtF with each other (see Bordia, 1997; 

Hancockk & Dunham, 2001). While this comparison undoubtedly speaks to the question of 

whetherr differences between these media exist, it is much less suited to examining the causal 

explanationss for media effects. This is especially problematic if CMC-FtF comparisons lead 

too specific conclusions about what has caused the difference between the two. It should be 

appreciatedd that CMC differs from FtF communication on many dimensions (Rice & Gattiker, 

2001),, and to confuse matters even more CMC is not just one thing but describes a range of 

practices.. Therefore, I propose a more systematic approach, in which the effects of cues can 

bee isolated, and examined on their own. In an attempt to do this, this thesis wil l present a 

seriess of (mostly experimental) studies that will hopefully provide us with more detailed 

insightt in the working of the cues that are held responsible for so many social effects (both 

positivee and negative). 

Centrall  throughout this thesis will be a focus on the role that social cues play in 

personperson perception (i.e., the processes by which people get to know and to think about other 

persons),, and the subsequent effects this has on collaboration related aspects such as 

evaluationss of the person, the interaction, and the medium. Evidence wil l be presented that 
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evenn the most minimal cues have varying effects depending on how they are used by the 

peoplee involved. 

Beforee going into detail in outlining the goal and content of this thesis, I want to give a 

brieff  overview of perspectives that are commonly used to explain or predict media effects 

(andd CMC in particular). This overview is by no means a complete review, but provides a 

globalglobal overview of the thinking about media and its effects, and gives us the necessary 

theoreticall  background that is most relevant for this thesis. 

ClassicalClassical Perspectives on CMC 

Thee first theoretical statements about the social impact of mediated communication originate 

fromm the mid 1970's when audio-conferencing became available. Short, Williams, and 

Christiee conducted a series of experiments which led to the formation of their Social Presence 

TheoryTheory (Short, Williams, & Christie, 1976). This pioneering approach to mediated 

communicationn has laid the groundwork for the subsequent development of many later 

theoriess about medium effects. Central to the theory is the idea that a medium's social effects 

aree principally caused by the degree of social presence which it affords its users. The term 

sociall  presence essentially refers to a communicator's sense of awareness of the presence of 

ann interaction partner. Social presence is conveyed by features that are deemed important in 

interpersonall  communication, such as nonverbal signals (including facial expression, 

directionn of gaze, posture, dress, physical distance), proximity and orientation (physical 

distancee between and relative positions of communicators), and the physical appearance 

(Shortt et al., 1976). According to Short et al. social presence is important for it is closely 

relatedd to person perception, i.e., the processes by which man comes to know and to think 

aboutt other persons, their characteristics, qualities and inner states (Tagiuri, as cited in Short 

ett al., 1976, p. 113). So, increased presence leads to a "better" (richer, less ambiguous) person 

perception.. Thereby, social presence can be conceived as the degree of interpersonal contact a 

mediumm allows, closely related to notions of "intimacy" and "immediacy" (cf. Spears & Lea, 

1992).. Short et al. conducted a series of rating studies in which different media were ordered 

accordingg to their social presence by using dimensions such as unsociable-sociable, 

insensitive-sensitive,, cold-warm, and impersonal-personal. Based on this, different media 

typess were ranked in which formal written messages were rated as least socially present, and 

face-too face communication as most socially present. Needless to say that CMC-applications 

weree not evaluated in the original studies (mid '70s), but because of their text-based form they 
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wouldd undoubtedly hold a relatively low position (Spears, Postmes et al., 2002), and would be 

typifiedd as relatively unsociable, insensitive, cold, and impersonal. 

InformationInformation Richness Theory, developed in 1984, is largely similar to Social Presence Theory 

inn many regards, but emphasized the more instrumental consequences of the ideas expressed 

byy Short et al. By this, the approach was less concerned with interpersonal relations, and more 

withh the transmission and comprehension of messages in an organizational context. Daft and 

Lengell  (1984; 1986) argued that the key to understanding the capacities of a medium is its 

richness,richness, which they defined as the potential information-carrying capacity (Daft & Lengel, 

1984,, p. 196). This capacity of a medium is largely based on the number of communication 

channelss utilized by a medium, called the bandwidth, which determines the maximum amount 

off  cues that can be conveyed simultaneously. FtF communication is also from this perspective 

seenn as the richest medium for it allows the transmission of multiple cues such as body 

language,, voice tone, and inflection to convey interpretation, the use of natural language to 

conveyy subtleties, etc., all of which are believed to be important when it comes to successfully 

deliverr equivocal messages and express feelings or emotions (Daft & Lengel, 1984; Trevino, 

Daft,, & Lengel, 1990). Technological mediation (like CMC) is inherently more restricted, and 

thereforee less suited to accomplish socially complex or equivocal tasks (cf. Fulk & Collins-

Jarvis,, 2001; Rice & Gattiker, 2001). 

Similarly,, the Cuelessness Model emphasizes the relevance of social cues for a communicat-

ionn medium's social effects (Rutter, 1987; Rutter & Stephenson, 1979). Largely based on 

Sociall  Presence Theory, it assumes that an absence of cues results in particular communicat-

ionn styles and outcomes: "Cuelessness leads to psychological distance, psychological distance 

leadss to task-oriented and depersonalized content, and task-oriented depersonalized content 

leadss in turn to a deliberate, unspontaneous style and particular types of outcomes" (Rutter, 

1987,, p. 74). Again, FtF interaction is seen as more personalized and therefore more socially 

rich,, compared to (computer-) mediated forms of communication. CMC would therefore be 

lesss social, and characterized by a strong task-orientation. Especially so because mediated 

communicationss miss out on cues that shape the interaction. For instance, non-verbal visual 

cuess like gazing, averting the eyes, nodding, hand gestures, and so on are seen as important 

forr they may regulate "rum-taking", prevent communicators speaking at the same moment 

andd so on. Obviously, all these cues are most often unavailable in online interactions, and 

thereforee this medium has severe limitations for its users. In general, the cuelessness makes 
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thee interaction less personal and makes it almost impossible to convey subtleties of self-

presentationn (Rutter, 1987). 

Inn the early 1980s the very influential Reduced Social Cues Approach was developed in a 

programm of research at Carnegie Mellon University that was more directly concerned with 

CMCC and its social influence (Kiesler, 1986; Kiesler, Siegel, & McGuire, 1984; Sproull & 

Kiesler,, 1986; Sproull & Kiesler, 1991). In line with the approaches described already, the 

Reducedd Social Cues Approach links the restricted ability to convey cues to a diminished 

attentivenesss to the people involved in the interaction (similar suggestions were made by Hiltz 

&&  Turoff, 1978, but without the theoretical framework and subsequent empirical 

investigations).. Theoretically, the reduction of cues is believed to lead to a state of decreased 

awarenesss of the self and of others, which results in disinhibited and anti-normative behavior, 

andd a variety of other outcomes such as greater equality. 

TheThe absence of social context cues makes it hard for people to perceive 

andand adapt to the social order, social structures, and roles, and situational 

norms....norms.... When social context cues are weak, people feel distant from 

othersothers and somewhat anonymous. These feelings tend to produce self-

centeredcentered and unregulated behavior. People become somewhat less 

concernedconcerned about making a good appearance " (Kiesler & Sproull, 1992). 

Centrall  assumption of the Reduced Social Cues approach is that the absence of social cues 

workss deindividuating (see Postmes & Spears, 1998, for a review). Deindividuation is a state 

inn which people lose their individuality because "group members do not feel they stand out as 

individuals""  and individuals act as if they are "submerged in the group" (Festinger, Pepitone, 

&&  Newcomb, 1952, p. 382). By this, social and normative influences are believed to be 

undermined,, and behavior is believed to become deregulated and anti-social. So, also the 

Reducedd Social Cues approach ascribes relatively littl e social power to computer-mediated 

relationships:: again, cues that enable the communicators to perceive one another as indiv-

idualss are relatively absent, which diminishes the awareness of the self and the other, thereby 

deregulatess social behavior (see Spears & Lea, 1992 for extensive review of this theory and 

itss assumptions). 

Accordingg to the approaches described thus far, the extent to which people perceive each 

otherr as "real individuals" is to a great extent determined by static characteristics of the 
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mediumm that either do or do not allow the transmission of social cues. In all these approaches 

itt is assumed that the absence of social cues impairs the accuracy of personalized perceptions 

ass they are formed during the interaction. One of the critiques of this has been that this does 

nott take into account the creativity of users to respond more inventively to media constraints 

(Walther,, 1992, 1996). Partly due to this, these theories essentially reduce the study of media 

effectss to the study of capacity. Although the study of capacity is undoubtedly important {for 

examplee in understanding the immediate effects of such factors on person perception, as 

arguedd in this thesis) it is equally important to recognize that the usage of technology in all its 

richnesss should not be reduced to being just about the "richness" of the medium {Dijk , 1994; 

Fuikk & Collins-Jarvis, 2001). On these grounds, many have argued that the social effects of 

technologyy should not be understood as being determined by media characteristics 

{technologicall  determinism), but as products of social and technological influences. 

Inn this vein, various theoretical perspectives have emerged that take a more construct-

ionistt approach in stating that the effects of ICT are not determined by its characteristics, but 

inn ongoing interaction between the technology and the social context (Fulk, 1993). In a 

similarr vein, Adaptive Structuration Theory {AST) argues that social context and technology 

mutuallyy influence the "structuration" of technology (Contractor & Seibold, 1993; DeSanctis 

&&  Poole, 1994; Orlikowski, Yates, Okamura, & Fujimoto, 1995). These theories have had a 

bigg influence in thinking about human-computer interactions, principally as a counterpoint to 

thee reductionism inherent in technological determinism, by arguing that technology ultimately 

hass social effects because it is an instrument in social praxis. 

Nonetheless,, these theories have been criticized on the grounds that they replace 

technologicall  determinism with social determinism, by undertheorizing the extent to which 

mediaa characteristics have any (predictable) influence at all (see Spears, Postmes, Wolber, 

Lea,, & Rogers, 2000). Thus, Button (1993) characterizes the social studies approach to study-

ingg the social usage of technology as "a curious case of vanishing technology." The ultimate 

critique,, then is that in these approaches "technology" remains unspecified or "black-boxed" 

(Lea,, O'Shea, & Fung, 1995). Despite the value of these alternative approaches to the wider 

sociall  effects of communication technology, this effectively sidesteps the issue whether 

mediumm characteristics can have more immediate effects on proximate outcomes such as 

personn perception. Although it is important not to reduce the "social effects " of technology to 

thesee more proximate effects, it is nonetheless a valid question what those immediate effects 

wouldd be, if any. Sadly, neither constructionist approaches nor AST lend themselves to 

makingg any concrete predictions about this. 
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Differentt approaches have been more explicitly concerned with presenting interactionist 

thesess which lend themselves to making more specific predictions about the interaction 

betweenn technology and social context. One successful attempt to do this was made by 

Waltherr and colleagues who state in their Social Information Processing Theory (SIP, 

Walther,, 1992; Walther et al., 1994) that social presence does not necessarily disappear as a 

resultt of a reduced media capacity. SIP asserts that communicators using any medium experi-

encee the similar needs for uncertainty reduction and affinity, and assumes that communicators 

inn CMC, like communicators in general, want to develop a meaningful personal relationship. 

Whatt is markedly different in this approach to earlier (determinist) theories is that users are 

theoreticallyy "empowered", having agency in their social use of the technology and in shaping 

itss outcomes (at least to a certain extent). SIP argues that to the extent that people strive to 

developp meaningful interpersonal relations, CMC-encounters are no different from FtF-

encounters.. To meet these needs, and thus in attempt to overcome these limitations, users of 

CMCC will adapt their linguistic and textual behaviors in such a way that the presentation of 

sociallyy revealing, relational signals that may normally be conveyed through a variety of 

channelss wil l now be communicated via text only. Thereby, all media are able to convey these 

sociall  cues, and the difference between FtF and CMC from this perspective is a matter of rate, 

notnot capability, implying that computer-mediated interactions can be as personal as face-to-

facee interactions (Walther et al., 1994, p. 465).' Although this model has received empirical 

supportt (Walther, 1996, for a review), more recently the perspective has incorporated 

additionall  contextual factors, such as anticipation of future interaction (which proved to be a 

betterr predictor of relational communication than the used channel) and group salience (an 

importantt factor in this thesis, as wil l be elaborated in the next part). 

Anotherr perspective that is not so much "capacity-focused" and states that CMC is not per 

definitionn "socially impoverished" is the Social Identity model of Deindividuation Effects, or 

SIDEE for short (Reicher, Spears, & Postmes, 1995; Spears & Lea, 1994). SIDE builds on 

Sociall  Identity Theory (Tajfel, 1978; Tajfel & Turner, 1986), and Self-Categorization Theory 

(Turner,, 1982; Turner, Hogg, Oakes, Reicher, & Wetherell, 1987), in making a distinction 

'' Walther continues by proposing that the relative "anonymity" in CMC may even cause the interaction to 

becomee hvperpersonal, by which CMC becomes more socially desirable than usually experienced in face-to-face 

interactionss (see for detailed discussion: Walther, 1996, p. 17). 
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betweenn personal identity and social identity. This distinction is based on a theory of the self, 

whichh proposes that a person is not just an individual with idiosyncratic personality 

characteristics,, but derives certain identities (social identities) from various groups to which 

hee or she belongs (Tajfel, 1978). In brief, SIDE proposes that under conditions of relative 

anonymityy (i.e., when social cues are absent) a shift in focus may occur from individual to 

sociall  identity. Before explaining the rationale behind this, it is useful to first provide some 

backgroundd information about the underlying theoretical assumptions. 

Ass mentioned above, SIDE revolves around the notion of social identity. The 

consequencess of seeing the self and others in terms of social identity has been a central point 

off  investigation that started with the so-called minimal group studies, performed in the early 

1970ss by Tajfel and colleagues.2 These studies showed that under conditions where people 

perceivee themselves as a member of a group, in-group favoritism was demonstrated, even 

thoughh group differences were objectively minute. In other words, these studies showed that 

thee mere knowledge of being in a group with others was sufficient to produce group-based 

behavior,, distinguishing between "us" and "them". 

Thesee findings formed the basis of the development of the Social Identity Theory 

(SIT,, Tajfel, 1978; Tajfel & Turner, 1986), and its extension Self-Categorization Theory 

(SCT,, Turner, 1982; Turner et al., 1987). Central in the SIT/SCT perspectives is the notion of 

socialsocial identity which is defined as "the individuals' knowledge that her [or she] belongs to 

certainn groups together with some emotional and value significance to him [or her] of the 

groupp membership" (Tajfel, as cited in: Haslam, 2001). This social identity can be distin-

guishedd from a personal identity, which refers to the individual's unique attributes such as 

idiosyncraticc personality traits, physical appearances, etc. 

SITT and SCT suggest that in a context in which people recognize themselves and 

otherss as belonging to a same (social) group, group members wil l seek to achieve positive 

self-esteemm by differentiating their ingroup from a comparison outgroup on a dimension that 

Probablyy the most famous of these studies are the experiments in which boys from a south-western school 

inn Great Britain were asked to look at paintings form two artists (Klee and Kandinski) and to judge them. The 

boyss were then told that they would be divided in two groups, based on their preference for one of the artists. In 

realityy the groups were formed completely randomly. Subsequently, the boys were asked to allocate points to 

anonymouss members of the ingroup and to the outgroup, and results showed that even under these minimal 

conditions,, ingroup favoritism was demonstrated by which more points were allocated to people that belonged to 

thee ingroup (Tajfel, Flament, Billig , & Bundy, 1971). 
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iss important in the light of the interaction (Haslam, 2001; Turner et al., 1987; Turner, Oakes, 

Haslam,, & McGarty, 1994). So, when people's notion of who they are is defined more in 

termss of "we" instead of "I" , the ingroup ("we") is wanted to be seen as different, and 

preferablyy better, than the outgroup ("they") (Haslam, 2001, p. 31). Thus, group members' 

sociall  identity wil l be accentuated, and by doing so, stereotypical characteristics wil l be 

attributedd to its members. This process applies both to perceptions of the ingroup and to 

perceptionss of the outgroup. Thus, the ingroup is likely to be seen in ingroup stereotypic 

termss and the outgroup in the stereotypic terms that are considered "appropriate" for them. 

Whetherr or not specific cues wil l be used to categorize or to individuate depends on the 

situationn at hand: 

".... categorizing is inherently comparative and hence is intrinsically 

variable,variable, fluid, and relative to a frame of reference. It is always context 

dependent.dependent. Self-categories do not represent fixed, absolute properties of 

thethe perceiver but relative, varying context-dependent properties " (Turner 

etat.,, 1994, p. 456). 

Thiss is an essential argument, for it suggests that group behavior is associated with a change 

inn self-categorization, but that the basis on which specific categorizations are made, is 

context-- or situation- specific (see the introduction of Chapter IV for more elaborate 

discussionn of categorization and identity salience as a product of category accessibility and 

fit).fit). Consequently, when people perceive themselves and others in terms of the appropriate 

sociall  identity, social behavior wil l be partly determined on the basis of these identities and 

thee stereotypes that accompany them (Turner, 1982). 

Thiss attribution of characteristics based on the group to which one belongs implies 

thatt perceptions can be formed without the need for people being visible or otherwise socially 

present.. On the contrary: SIDE proposes that in conditions where people are relatively 

anonymouss and relevant social identities are known and salient in the context of the 

interaction,, group characteristics wil l automatically be attributed to the individuals (Reicher et 

al.,, 1995). The decreased attention to individual characteristics provides a context in which 

interpersonall  distinctions within the group are more difficult and less likely to be made. 

Turnerr et al. (1987) refer to this as "depersonalization" of social perceptions of others and the 

self.. Provided that it is clear what the relevant social group is, and provided that the group's 

attributess are known or can be inferred, the lack of personal information can thereby 
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accentuatee the unity of the group and cause persons to be perceived as group members and 

perceptionss wil l be formed in terms of this group membership. 

Thiss reasoning has some important implications for the possible effects of CMC. It 

impliess that a medium's capacity to convey cues is not the only factor that should be taken 

intoo account when examining its effects. According to SIDE (Reicher et al., 1995; Spears & 

Lea,, 1994), factors that have traditionally been identified as limiting individuation in groups, 

suchh as anonymity and group immersion (Zimbardo, 1969), caused by the limited capacity of 

computerr networks (Hiltz, Turoff, & Johnson, 1989; Jessup, Connolly, & Tansik, 1990; 

Kieslerr et al., 1984) do not necessarily preclude that strong and consistent social behavior 

mayy occur (Postmes & Spears, 1998). According to SIDE, media effects are produced by the 

interactionn of the characteristics of a communication medium (such as capacity) with 

characteristicss of the social context (such as the salience of social identities), and capacity is 

certainlyy not the only determinant of the social effects of a medium (Lea & Giordano, 1997; 

Postmess & Spears, 1998). In other words, SIDE argues that a medium which leaves its user 

"cueless""  does not mean the user wil l be "clueless" (Spears, Lea, & Postmes, 2001). 

Inn sum, SIDE proposes that the presence of cues may accentuate the inter-personal 

dimensionn (I and you) of an interaction. Thus, within this, there is an assumption that social 

cuess in one form or another help to individuate a target other. In this limited sense, SIDE 

makess an assumption that is quite compatible with that of other theories in this domain. 

However,, the important addition of SIDE is that it differentiates the effects that such social 

cuess have in the interpersonal sphere (i.e., impression formation or individuation of 

individuals)) from effects of cues on the dimension of social aspects of identity (by which it is 

assumedd that the absence of cues that individuate, may increase the attention of one's social 

identity).. In SIDE research it is assumed that individuation is more likely when social cues are 

communicatedd through direct visual contact, close proximity, portrait pictures or any other 

means—thee emphasis here seems to be on social cues as signals which lend themselves from 

formingg differentiated impressions of a person as distinct from others in the same group. 

UnravelingUnraveling "Social Cues" 

Att this point, the different perspectives leave us with some contradictions with respect to the 

functionn or value of social cues. On the one hand, the more deterministic "capacity-focused" 

approachess such as Social Presence Theory, Information Richness Approach, Cuelessness 

Model,Model, Reduced Social Cues Approach, and to a lesser extent the Social Information 

ProcessingProcessing Theory all ascribe an important role to cues in making the interaction more 
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"social":: These perspectives propose, implicitly or explicitly, that the presence of these cues is 

thee critical determinant of a medium's social effects. Thus, superficially, all the theories 

mentionedd above would appear to agree that social cues are of vital importance for social 

interactionss one way or the other. 

Onn the other hand, the SIDE-model asserts that this does not have to be the case, and 

thee number of cues that increase the social presence (or the capacity of a medium to convey 

them)) is not the only determining factor of a medium's effect. SIDE concludes that social 

interactionss may even benefit from an absence of personalizing cues. So, these approaches do 

notnot sit comfortably with one another to say the least, in that they vary in the amount of 

significancee that is given to social cues. However, upon closer examination, the term "social 

cue""  is not a very good description of the precise content of the signals that are believed to be 

off  importance in each different perspective. The notion of social cues refers to different 

conceptss in the various theories, and moreover, the different perspectives' emphasis on the 

keyy functions and consequences of ostensibly similar cues is also quite diverse, as is 

summarizedd in Table 1. 

Forr example, the Information Richness approach associates social cues with message 

content,, in which the richness of the communication serves to communicate a particular piece 

off  information more or less ambiguously (Daft & Lengel, 1984, 1986). By this, the 

"informational""  value of these cues is stressed, in which cues are seen as vital for the 

successfull  delivering of equivocal messages, especially when it comes to message 

comprehensionn related to expressing feelings or emotions (Daft & Lengel, 1986), 

Short,, et al. define social presence as the degree of salience of the other person in the 

interactionn (1976, p. 65). By this, "social" seems to be equated with "interpersonal", in which 

cuess are believed to be vital for they make the individuals more present (Short et al., 1976) 

andd immediate (cf. Spears & Lea, 1992). This is perceived as important for guiding the 

interactionn process, and making interactions more personal and spontaneous, and "less 

mechanical""  (Rutter, 1987). Rutter continues by stating that the absence of social cues leads 

too the perception of the other being "not there" (1987, p. 137), and, when these cues are 

absent,, the interaction will become less personal, unspontaneous, and task orientated (Rutter, 

1987).. Therefore, social cues are beneficial, if not necessary for interpersonal relations and 

thee inability to convey these might maybe not prevent, but at least retard the development of 

highlyy personal, social relationships (Walther, 1992, 1996). 

Againn others mention social cues in their role in preventing deindividuation, by which 

peoplee become less aware of others, but also less aware of the self, which is beiieved to 
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influencee social behavior in a variety of predominantly negative ways {Kiesler, 1986; Kiesler 

ett al., 1984; Reicher et al., 1995; Spears & Lea, 1992). The Reduced Social Cues Approach 

{Kiesler,, 1986; Sproull & Kiesler, 1986) states that the absence of all person-related cues 

impairss social behavior, for people become less aware of the self and others, which is believed 

too deregulate social conventions. Even though this model has received some support, empiri-

call  evidence has also cast some doubt on the validity of these predictions (Spears, Lea, 

Corneliussen,, Postmes, & Ter Haar, 2002). For example, research has suggested that 

increasedd task focus might itself increase the awareness of others involved (cf. Matheson, 

1992,, for disconfirmatory evidence of RSC assumptions). 

Thee SIDE-model, finally, stresses that the absence of social cues might have the 

oppositee effect of strengthening social influence, by which social effects are primarily group-

relatedrelated outcomes instead of interpersonal ones. 

So,, in theorizing, the reference to "social cues" comprises a range of different 

elements,, as can be seen in Table 1. Such an indiscriminate usage of the concept of social 

cuess is perhaps not as surprising as it seems: implicitly the term social cues refers to the 

multitudee of signals which are being communicated in FtF interaction. When comparing FtF 

interactionss with all different sorts of mediated interactions it is difficult, if not impossible to 

disentanglee these closely knit concepts, for in FtF interactions, one inherently comes with the 

other.. For example, facial expressions do not only emphasize the presence of the individuals, 

theyy also may clarify, or give meaning to the message (such as exaltation, disbelief, sarcasm, 

etc.),, may provide information regarding the identity of the individual (looking 

condescendinglyy may be an indicator of one's status) and may give away clues to (social) 

groupp membership (such as gender, age, or culture). However valuable this is for relating 

mediaa use to message complexity or message comprehension, it provides us littl e or no 

understandingg of the underlying socio-psychological processes that are linked to social cues in 

moree detail, and provides us with no insight in the different functions these cues might fulfill . 

Althoughh superficially the variation between theories seems to be primarily between 

thee consequences that they discuss and that they presume social cues would have (with the 

biggestt distinction being between prediction of SIDE and RSC), on closer inspection these 

theoriess do seem to be discussing different types of cues with different theoretical 

consequencess to a much greater extent than is traditionally highlighted in reviews or 

theoreticall  discussions in this field (Postmes et al., 1998; Rice & Gattiker, 2001; Spears & 

Lea,, 1992; Walther et al., 1994). 
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Tablee 1. Conceptions of Social Cues and Social Effects in Different Theoretical Frameworks 

andd their Purposes in Interactions 

Theory y 

Informationn Richness 

Cues s 

bodyy language 

voicee tone and inflection 

naturall  language 

Intendedd effects 

disambiguationn of message 

content t 

Cuelessnesss visual contact personalizing individuals 

bodyy language regulating interaction 

psychologicall  proximity 

spontaneouss interaction 

SocialSocial Presence 

Sociall  Information 

Processing g 

non-verball  communication 

proximityy and orientation 

physicall  appearance 

visuall  contact 

linguisticc behavior 

non-verball  communication 

personn perception 

intimacyy / immediacy 

interpersonall  relations 

relationshipp formation 

interpersonall  relations 

Reducedd Social Cues non-verbal communication normative behavior 

visuall  contact social influence 

statuss cues person awareness 

positionn cues 

SIDEE individuating cues social influence 

sociall  categorizing cues 

Therefore,, it would appear theoretically beneficial to systematically compare and contrast the 

perspectivess in their theoretical dealing with social cues and their presumed effects. 

Too some extent, this kind of exercise would benefit and clarify all the theoretical 

perspectivess discussed here, as they share a slight confusion over what aspects of 

communicationn (content, non-verbal signals, or for example cues to group membership) are 

particularlyy influential for the varying functions they are believed to serve (keeping in mind 

thatt for instance non-verbal communication is believed to disambiguate message content, but 

alsoo to improve interpersonal relations). Thus, we need to also unravel the indiscriminate 

sociall  effects that different theories purport to describe and explain. 
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UnravelingUnraveling "Social Effects" 

Basedd on the overview of perspectives, and the attempt to distill the various functions they 

ascribee to the term "social cues", it becomes clear that the concept of social cues is ill-defined, 

and,, more importantly, the broad definitions seem to be untenable when trying to theoretically 

explainn or predict their varying effects. After all, to the extent that non-verbal communication 

assistss message comprehension, such social cues would in their function appear to be 

indistinguishablee from other forms of content, at least in their effects upon receivers. For 

instance,, to represent the shape of an object by non-verbal signals such as hand gestures 

wouldd serve a similar function as a pictorial representation of the object. 

AA similar kind of objection can be raised for all the kinds of cues that the various 

theoriess have focused on. For example, the non-verbal thumbs-up signal can function as a 

gesturee of approval of message content, but also be interpreted as a reinforcement of an 

interpersonall  relation. 

Thee key problem is that "receivers" can use any kind of cue, such as non-verbal 

communication,, physical orientation, or even message content, for a wide variety of purposes, 

rangingg from message comprehension to social categorization. Therefore, it appears to be not 

sensible,, or even possible to make a clear-cut distinction between different kinds of cues on 

thee basis of the signals they provide, but rather more useful to make a distinction on the basis 

off  how signals are used by the receivers. Another way of saying this is that although a variety 

off  cues may be discerned as social signals, at the end of the day it is down to the receivers to 

interprett those signals and thereby to give meaning to the cues (i.e., ultimately deciding 

whetherr nonverbal cues are used for relational purposes, message comprehension, individu-

ation,, or even social categorization). This is a vital step that has to be taken in order to be able 

too disentangle what these theoretical perspectives say about the value and effects of cues, and 

mightt provide us with some important insights into the differences and seeming 

contradictionss between different perspectives. 

Usingg this approach, a first distinction that would appear to be helpful is the distinc-

tionn between cues to identity and cues to meaning. This distinction broadly refers to the dual 

purposee on the part of the receiver of extracting information about the source, and of under-

standingg its content at the same time. Of course, it should be clear that there is a mutual 

interactionn between these two, such that knowing a source's identity influences meaning and 

comprehension,, and vice versa (cf. Mackie & Cooper, 1984), but this is notwithstanding the 

moree clinical observation that within a particular communication context certain signals or 
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sociall  cues are likely to be used to infer meaning, whereas other signals may primarily be 

usedd to infer identity. 

Lookingg at the range of theories in Table 1 through this lens, it becomes clear that 

mostt of the theories mentioned there (with the possible exception of Information Richness 

Theory)) are primarily concerned with the effects of social cues in their usage as cues to 

identity.. In other words, the predominant emphasis is on effects of factors such as non-verbal 

cuess on the interpersonal, relational, and social consequences, and not on message 

comprehension?comprehension? This is perhaps not surprising given the fact that mediation is not so much an 

obstaclee to the communication of meanings, but does present obstacles for the communication 

off  identity (or, if one likes, liberates the communication of identity, cf. Turkle, 1995). This 

conveyss that, within the context of CMC, it is likely that the text of a message provides the 

receiverr with relatively more cues to meaning, whereas visual representations and biograph-

icall  details of the author are more likely to be used as cues to identity. It should however be 

stressedd that these different forms of information exchange do not exclusively function as one 

orr the other: In (text based) conversation, many cues can and wil l be conveyed that may 

functionn as a cue to identity. For example, it is well possible that the content of a (text-based) 

messagee can provide information that reveals that the sender is a professional manager (e.g. 

throughh the use of specific wording), thereby providing information about his/her identity. It 

iss also possible that the message conveys cues indicating that the other is friendly or affection-

ate,, by which the cue may contribute to the meaning of the message ("he likes me"). The 

oppositee is also possible, by which visual or biographical information not only functions as a 

cuee to identity, but also provides information that can be used to give meaning to the message. 

Forr instance, knowing that someone is a police officer is a cue to the identity, but also may 

givee meaning to his/her remark about the consequences of jaywalking. 

Thus,, by taking the subjective perspective of the receiver of a communication, the 

multitudee of communication signals that are central to the theories discussed above (i.e., 

33 Information Richness Theory is the one possible exception to this, but also in this theory it should be 

notedd that the emphasis is not exclusively on message comprehension. After all. Information Richness Theory is 

basedd on the assumption that the main goal of communication is to resolve ambiguity and reduce uncertainty 

{Daftt & Lengel, 1984, 1986). In this, the source of ambiguity and uncertainty is predominantly social (i.e., 

rootedd in inter-personal and organizational dynamics), and the purpose of communication is social, too (namely 

ass a vehicle for the transmission of information, which is believed to reduce uncertainty and disambiguate). In 

thatt sense, then, Information Richness Theory considers only message comprehension as a function of media 

characteristicss because it takes the social effects for granted. 
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Columnn 2 of Table 1) all serve a similar function as cues to identity. The consequences of 

knowingg more or less about the identity of the source, however, are many and far between. 

Thiss is illustrated in the third Column of Table 1. As can be seen there, cues to identity 

performm various functions which are not easily condensed. Upon closer inspection, presumed 

effectss of cues all revolve around immediate consequences for the perception of the other. In 

thiss thesis (and on the basis of some of the empirical results obtained over the course of this 

research),, I would like to argue that it is beneficial to differentiate three inter-related aspects 

off  person perception. The first two of these are generally considered most central to person 

perception:: They are the impression formed about a person per se (i.e., knowing things about 

aa person as an idiosyncratic individual), and the interpersonal relation that is implied in this 

impressionn (i.e., an affective dimension of liking this person more or less). However, there is 

aa third (and equally basic and primary) evaluation that needs to be taken into account: the 

social-categoricall  perception that is implied in an initial impression that one can form (i.e., 

seeingg this person in terms of the same "higher" order social group as one's own, or a 

differentt one). In sum, three distinct aspects of person perception are related to ambiguity, 

inter-personall  attraction, and social categorization. 

Thee theoretical assumptions of all the models in Table 1 (again with the possible 

exceptionn of Information Richness Theory) all revolve around assumptions about the effect of 

cuess to identity on these three facets of person perception. From the presumed effects stem the 

multitudee of other social effects which these theories have elaborated on. Rather 

unfortunately,, the subsequent programs of empirical research on CMC have tended to ignore 

personn perception by and large, and focused much more on more distal social effects. For 

example,, although in the theorizing of Short et al. (1976), the emphasis was very much on the 

processs of person perception and "immediacy", in the empirical research within that program 

theyy examined group outcomes such as negotiations and group decision making—hardly a 

directt match of outcome examined to the process variable implicated. Similarly, in research 

onn the Reduced Social Cues model the emphasis has been squarely on describing effects of 

CMCC on group polarization, equalization, anti-normative behavior, and other groupy social 

effects,, but there has hardly been any examination of the presumed underlying proximate 

effectss on person perception or perception of the self (see Matheson & Zanna, 1989, for an 

exception).. This is disturbing for it shows that many conclusions about the effects of cues to 

identityy are drawn from research examining their more distal effects (in terms of decision 

making,, social influence, anti-normative behavior, etc.). This is especially problematic in light 
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off  the different predictions of these models that could have arisen because of a relative neglect 

andd lack of understanding of the more proximate effect of cues on person perception. 

Off  course, there are a few exceptions to this general pattern. In recent research there 

hass been some attention to studying the effects of cues on proximate outcomes. For example, 

thee research on SIP has examined effects of cues on interpersonal attraction, especially 

focusingg on the effects of cues on longer-term relationship development. However, this work 

wass somewhat selective in its emphasis in some regards. For example, it has taken for granted 

thee immediate effects that cues to identity may have on impression formation (assuming that 

havingg cues would be beneficial). Only recently, Tidwell and Walther (2002) sought to 

determinee how impression development takes place in a CMC setting, but again inseparably 

linkedd this variable to its benefit for interpersonal relationships (p. 342), and the assumption 

thatt people wil l most often actively seek to accomplish such a relation. Likewise, research on 

thee SIDE model has occasionally examined proximate effects of cues on variables such as 

sociall  identification and attraction (cf. Lea, Spears, & de Groot, 2001; Postmes, Spears, 

Sakhei,, & De Groot, 2001), but has failed to provide a more comprehensive analysis of 

effectss of cues on person perception and interpersonal relationships. Moreover, by far the 

mostt research on SIDE has focused on social influence, group attraction, or other social 

effects,, bypassing the proximate effects on person perception. More recent research in this 

traditionn has suggested that cues can exert independent (contradictory, even) effects on 

variabless such as interpersonal attraction and attraction to the group (Sassenberg & Postmes, 

2002;; Utz, in press). In sum, there has not been a systematic program of research to date 

examiningg the assumption that cues would have specific effects on different aspects of person 

perception. . 

SummingSumming Up: What is Central to this Thesis 

Inn the above I have sought to establish that the many theories dealing with social effects of 

CMCC have a surface similarity in that they all ascribe a central role to the availability of 

"sociall  cues". However, upon closer inspection it became clear that these theories refer to a 

varietyy of different signals when talking about these cues, and in addition, they consider a 

heterogeneouss range of social effects. It was implicit in the discussion that a tension exists 

betweenn the macro-social implications of these theories (e.g., individualization and harsh-

eningg of society), the meso-social outcomes they describe (for example online relations, group 

decisions,, and social influence), and the micro-social processes that are presumed to be 

underlyingg all these effects. Much of the theorizing has focused on the macro- or meso-social 
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effectss of CMC, but without giving much attention to the proximate or micro- social 

processess that underlie them. It are exactly these proximate processes that form the pivot of 

thiss thesis, and, in my opinion, should not be taken for granted in understanding or predicting 

thee more distal outcomes. 

Mostt of the perspectives ascribe a central role to the receiver using communicative 

signalss as cues to identity, and I have argued that the impact of these cues on person 

perceptionperception is deemed responsible for the subsequent social effects, by which person 

perceptionn can be further subdivided into three aspects: impression formation of an individual, 

ann affective response towards the individual, and the social-categorical perception of that 

individual.. How cues to identity affect these three facets of person perception has not been 

systematicallyy examined (if at all). It is this lacuna which I seek to fill  in this thesis, and 

whichh provides the central question of this thesis: How can cues to identity influence person 

perception,, and what subsequent effects does this have for CMC interactions? 

CuesCues to Identity in CMC: Their Usage for Person Perception and Subsequent Effects 

Thee distinction between meso-social and micro-social processes is also of importance in the 

questt for the most relevant context in which research on these processes is to take place. More 

concretely,, a lot of research on CMC and mediated communication that has been conducted 

fromm the perspectives described above has examined experimental groups in a laboratory 

setting,, online communities such as newsgroups, or other large groups (such as organiza-

tions).. It is however, questionable whether such a research context does provide the setting in 

whichh the proximate effects of cues to identity on person perception can be isolated 

successfully. . 

Whatt I mean is that the multitude of communications and social processes invoked by 

complexx interaction settings such as group discussions or other multi-person involving 

activitiess would risk contaminating the pure effects of cues to identity on the immediate 

perceptuall  responses. After all, in groups people have to cope with a barrage of social signals 

thatt characterizes communication in groups (such as status differences, majority influence, 

leadershipp behavior, the complexities and demands of the task at hand, etcetera), and the 

principall  problem could be that such a confounding of a wide variety of social inputs makes it 

hard,, if not impossible to distil the immediate effects of cues to identity on person perception. 

Therefore,, these processes are best studied in a setting that enables the isolation of these 

immediatee effects of cues to identity, which in my opinion would be the dyad. 
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Fromm a theoretical perspective, such a setting would be especially useful for expanding 

ourr knowledge on possible effects of individuation (or the lack thereof) as predicted by SIDE: 

SIDEE conclusions are mostly based on examining groups that consist of more than two 

people.. In explaining the effects, it tends to use assumptions derived from effects of 

anonymityy in groups (e.g., Reicher, 1984), which are then projected on a CMC situation. 

However,, this carries with it a risk of omitting the discontinuity that exists between how 

groupss behave and what happens on the Internet, where people most often communicate one-

to-onee in a relatively anonymous setting. So, however beneficial this approach is for studying 

onlinee communities or groups that use CMC, it is questionable whether its predictions are all 

thatt relevant to inter-personal communications (such as e-mail or instant messaging), where 

thee social influence of the group might be less present. Therefore, a setting like this puts SIDE 

too the test, and dyads form the most conservative check of SIDE expectations. This could be a 

disadvantagee of this setting, but then again, it would be much more powerful if effects of 

sociall  identity can be found in such a context. 

Inn addition to this operational necessity and theoretical value of studying dyads instead 

off  larger groups, the examination of dyads also has great ecological validity for the usage of 

thee Internet and other forms of computer-mediated communication in general. Although CMC 

applicationss are used (and effective) for interactions between large numbers of individuals 

(forr instance chatrooms, bulletin boards, MUDs and MOOs, or Group-Decision Support 

Systems),, dyadic interactions, is a form of communication that is most common online: The 

bulkk of communication over the Internet is via (interpersonal) e-mail. Therefore, dyads best 

representt the social grouping that dominates the everyday communication practice of the 

Internet,, and it is the archetype of CMC as a result. Studying how cues to identity affect the 

differentt facets of person perception could therefore best use the dyad as the most ecological 

contextt in an attempt to link theory to practice. 

Overview:Overview: Variables under Investigation 

Ass is mentioned in the beginning of this introduction, CMC is widely used as a means of 

communication,, both privately as well as professionally. As has become clear from the 

overvieww of theoretical perspectives, the capacity of a medium to convey cues (and especially 

cuess to identity) has been held responsible for many of its uses and effects. In this thesis a 

seriess of studies wil l be presented that provide us with more insight in the use of cues to 

identityy in online collaborations, and more specifically, investigate their function on aspects 

thatt are related to the interaction process itself. As can be seen in Table 2, the variables under 
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Tablee 2. Variables Under Investigation 

Cuess Proximate effects of cues Distal effects of cues 

Cuess to identity Person perception Interpersonal evaluations 

-- individuation - ambiguity reduction b'c- e* f'' 

-- relationship formation - positivity of impression b'c'e' ' 

sociall  categorization - trusth 

Interactionn evaluations 

collaborationn preference f ë'h* 

workk satisfaction e'' 

subjectivee performance d"e'' 

Mediumm evaluations 

perceivedd usability a 

mediumm satisfaction c"d'e 

Note.Note. Superscript indicated study in which variable is investigated; a: 2.1, b: 2.2, c: 3.1, d: 3.2, 

e:3.3,, f: 4.1, g: 4.2, h: 4.3, i: 5.1 

**  In study 4.3, the dependent variable not collaboration preference but invested trust. Because 

off  the alikeness of the concepts, it is grouped under collaboration preference. 

investigationn can be roughly divided in three categories (interpersonal evaluations, interaction 

evaluations,, and medium evaluations), in which the effects of cues to identity are examined. 

Byy doing so, a central role will be given to the various uses these cues can have for person 

perception,, and it wil l be shown that their effects largely depend on exactly these roles. 

Inn four empirical chapters, I wil l present a series of studies that examines how cues to 

identityy affect these distinct but closely related facets of computer-mediated interactions. 

Chapterr II consists of two studies that examine the effect of cues to identity on anticipated 

valuee for online interactions, and how these cues affect interpersonal evaluations. The first of 

thee two studies shows that, when given the choice, people prefer to interact with a person of 

whomm cues to identity are present, especially when the communication activity is believed to 

bee socio-emotionally complex. The results of the second study show that (even relatively 

minimal)) cues to identity affect the subjective quality of interpersonal evaluations: cues to 

identityy contribute to less ambiguous and more positive person impressions. So, conclusions 

aree drawn that presenting cues to identity has seemingly straightforward effects on how 
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peoplee anticipate their comfort in interactions, which seems to be based on the confirmed 

assumptionn that these cues to identity contribute to more positive interpersonal evaluations 

However,, Chapter III shows that with respect to assessments of collaborations, the 

effectt of cues to identity is less straightforward, and seems even contradictory. Overall, 

evidencee was found that under specific conditions, participants that interacted without the 

presencee of the cues to identity indicated higher work satisfaction, better subjective perfor-

mance,, and higher medium satisfaction compared to participants that interacted with cues to 

identityy present, and indicated to feel more certain when collaborating without these cues 

present. . 

Inn the subsequent Chapters 4 and 5 an explanation is sought for these seemingly 

contradictoryy findings. This explanation is found in the acknowledgement of the different 

usagee of cues to identity by the receivers. In these chapters, a distinction is made between two 

possiblee uses of cues to identity by differentiating cues to personal identity (in which they 

servee to form impressions, and enables people to individually differentiate people from each 

other)) from cues to social identity (in which cues are used for social categorization on the 

basiss of relevant group membership). The studies show that ingroup favoritism may occur 

whenn decisions have to be based on cues to social identity only, but that this effect can be 

overthrownn by cues to personal identity. In various studies, the interplay of these distinct uses 

off  cues to identity is shown to affect collaboration preferences (Study 4.1 and 4.2), trusting 

behaviorr (Study 4.3), and interaction evaluations such as work satisfaction and objective 

performancee (Study 5.1). 
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CHAPTERR II : COMMUNICATING PRESENCE 

Thiss chapter reports two studies that investigate the effects of cues to identity. As was con-

cludedd in the previous chapter, cues to identity are widely assumed to have a variety of effects 

onn (computer-mediated) interactions—the general assumption being that more cues make 

interactionn more "personal". However, there are two problems with this. First, there is not 

actuallyy a lot of research that directly tests these claims by examining impressions people 

formm about each other. Second, research that has investigated effects of so-called social cues 

usuallyy confounds cues that relate to the meaning with cues that relate only to the persons 

involvedd in the interaction—the so called cues to identity. In the following studies, the focus 

wil ll  be on the effect of cues to identity only, and, more specifically, on how they influence 

anticipationss about future media-use and interactions. 

Inn paragraph 2.1, a questionnaire study is reported that examined the impact of cues to 

identityy on anticipated interaction for a diversity of communication activities. Respondents 

weree asked to envision a situation in which they were to perform various communication 

activitiess by means of electronic mail with a person unknown to them. The communication 

activitiess varied in (a) informational complexity, i.e., the amount of information that has to be 

exchangedd in order to complete the activity successfully, and (b) social-emotional complexity, 

i.e.,, the degree of personal or social communication required to perform the communication-

activityy successfully. Respondents were asked to indicate how comfortable they would be 

withh performing these activities with and without the availability of cues to identity in the 

formm of a portrait picture. Overall, respondents anticipated feeling less comfortable with 

performingg activities via electronic mail that are complex compared with more simple 

activities.. The availability of cues in the form of portrait pictures did not affect the expected 

comfortt for the more simple tasks. However, for more complex tasks, the presence of these 

cuess to identity was highly valued. These effects were especially brought about by the socio-

emotionalemotional complexity of the tasks, and to a much lesser extent by their informational 

complexity. . 



26 26 CuesCues to Identity in CMC 

Thee assumption that even relatively minimal cues to identity have impacts on person 

perceptionss is tested in Study 2.2. This study investigates the effect of cues to identity in the 

formm of portrait pictures and basic biographical information on impression formation. The 

resultss show that even these basic cues to identity have considerable effects on impression 

formationn in that they reduce ambiguity and lead to more positive impressions. The 

assumptionn that this effect would vary with the group membership (ingroup or outgroup) of 

thee partner was not confirmed. Implications with respect to the possible effects of cues to 

identityy are discussed in the final paragraph of this chapter. 
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STUDYY 2.1: ANTICIPATED EFFECTS OF CUES TO IDENTITY: LAY THEORIES OF 

CMC C 

Ass is described in Chapter I, cues to identity potentially influence how persons are perceived, 

andd may affect the nature of interactions that people have with each other. They are believed 

too reduce ambiguity, convey a sense of "social presence" of communication partners (Short et 

al.,, 1976) and thereby increase the "intimacy" and "immediacy" of interaction (cf. Spears & 

Lea,, 1992). Similarly, "cuelessness" (Rutter & Stephenson, 1979) is assumed to foster 

psychologicall  distance, which is associated with a task-oriented style, and depersonalized 

content,, and more cues make the interaction more convivial. 

Inn order to test these ideas, the first study presented in this chapter examines more 

closelyy how cues to identity affect anticipated comfort with performing a variety of 

communicationn activities. This study only examines the effect of cues to identity with the 

intentionn of controlling for the (possible) confounding effect of message-related cues, or cues 

toto meaning (see previous chapter). Expectations were that with regard to anticipated 

situations,, traditional theories of media effects would be supported. In other words, the study 

wass simply designed to assess people's "lay theories" about the beneficial effects of social 

cues.. I predicted that cues to identity would be especially valued by future communicators 

whenn the situation was uncertain or equivocal—the idea being that more cues to identity 

reducee uncertainty and restore unequivocality (Daft & Lengel, 1984; McGrath & 

Hollingshead,, 1993). In addition, highly interpersonally involving tasks, i.e., tasks that are 

sociallyy complex were believed to be less adequately managed by media that are restricted in 

theirr ability to convey (person-related) cues (Fulk & Collins-Jarvis, 2001; Short et al., 1976). 

Therefore,, an additional prediction was that the more socio-emotionally complex communic-

ationn would be, the more cues to identity would be valued. In order to examine the effect of 

cuess to identity on these two factors, participants were presented with hypothetical 

communicationn activities on two dimensions. The first dimension involved the informational 

complexitycomplexity of the communication: the amount of information that would have to be exchanged 

inn order to complete the activity. The second dimension was the socio-emotional complexity 
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off  communication: the degree of personal or social communication required to perform the 

communicationn activity successfully. 

Respondentss were asked to give their opinion on how comfortable they would be 

whenn having to perform each of these activities via e-mail with a person unknown to them. 

Thee prediction was that because of the relative restricted capacity of e-mail, participants 

wouldd anticipate being less comfortable when performing informationally or socio-

emotionallyy complex activities. However, when having to perform such tasks, people would 

valuee the presence of cues to identity, since this would enable uncertainty and ambiguity 

reduction.. Therefore, the prediction was that cues to identity would especially be valued for 

complexx tasks. 

Furthermore,, I expected to find an effect for the degree of previous experience with 

CMCC (and e-mail in specific). This was based on the assumption that, over time, experience 

withh a medium is believed to develop better understanding of the purposes and uses of a 

medium.. Individuals with high experience with CMC-applications would be able to make 

betterr judgments of their richness and may therefore be more willin g to use them for a variety 

off  activities (King & Xia, 1997; Schmitz & Fulk, 1991). Expectations were that people who 

aree more experienced with online interaction (and thereby know better what to expect) would 

(a)) be more comfortable performing the tasks, and would (b) value personal information less, 

comparedd with less experienced users. 

PilotPilot study 

AA pilot study was conducted to rank 10 communication activities (adapted from Hooff, 1997; 

Ricee & Case, 1983) on the two dimensions of informational and socio-emotional complexity. 

AA total of 25 participants (6 males, average age = 27) were asked to order the 10 activities on 

thee degree of informational complexity, in other words the amount of information that has to 

bee exchanged in order to complete the activity. After ordering, the participants graded the 

activitiess with marks from 1 to 10, where the least complex activity was graded 1, and the 

mostt complex activity graded 10. This procedure was repeated for the degree of social-

emotionalemotional complexity of the task. Table 3 shows the relative rankings of the activities on the 

44 The distinction made here, between informational and socio-emotional complexity, is in some sense 

similarr to the distinction made in Bales' (1950) Interaction Process Analysis, describing the different content of 

communicationss in groups. 
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informationall  and socio-emotional complexity, as well as the means (on a 10-point scale) and 

standardd deviations. 

Tablee 3. Rankings of Communication Activities on Socio-Emotional Complexity and 

Informationall  Complexity 

Socio-emotionall  Informational 

complexityy complexity 

Askingg non-personal questions 

Exch.. non-confidential information 

Generatingg ideas 

Exchangingg opinions 

Negotiating g 

Decisionn making 

Askingg personal questions 

Solvingg conflicts 

Exch.. confidential information 

Gettingg to know someone 

Rank k 

1 1 

2 2 

3 3 

4 4 

5 5 

6 6 

7 7 

8 8 

9 9 

10 0 

Mean n 

1.96 6 

2.72 2 

4.12 2 

5.36 6 

6.04 4 

6.36 6 

6.52 2 

7.12 2 

7.16 6 

7.64 4 

SD D 

1.67 7 

1.62 2 

2.30 0 

1.89 9 

2.09 9 

2.36 6 

2.37 7 

2.22 2 

2.08 8 

3.35 5 

Rank k 

1 1 

2 2 

4 4 

3 3 

8 8 

9 9 

5 5 

10 0 

6 6 

7 7 

Mean n 

2.16 6 

3.20 0 

4.52 2 

4.36 6 

7.24 4 

7.96 6 

4.60 0 

9.12 2 

5.72 2 

6.12 2 

SD D 

1.57 7 

1.85 5 

2.35 5 

1.93 3 

1.30 0 

1.79 9 

2.33 3 

1.13 3 

2.44 2.44 

3.06 6 

Ass can be seen in the table, the complexities of the communication activities strongly 

co-vary.. Analysis of the orderings using Pearson's r indicated that tasks that are perceived as 

informationallyy complex also score high on socio-emotional complexity and vice versa, r(df= 

8,, comparing 10 tasks) = .77, p < .01. 

Thee tasks and the coders' ratings of the tasks were used in the main study as input and 

stimuluss material respectively. I designed this study to investigate what effect cues to identity 

wouldd have on the anticipated comfort of performing various communication tasks. 

Method Method 

RespondentRespondent and Procedures 

Dataa were collected as part of a class assignment. Each student was asked to deliver a number 

off  pen-and-paper questionnaires to people in their social environment. In order to prevent bias 

onn the basis of expertise (the students took a course in communication science), the students 
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weree asked not to complete the surveys themselves. A total of 150 surveys were given to 

studentss and 107 questionnaires were returned (response rate = 71.33%). Of these 

respondents,, 54.2 % was male (aged 28 on average). The objective of the questionnaire was 

statedd in the introduction. Respondents were told that the purpose of the research was to gain 

informationn about people's perceptions on the usability of "new" media. More precisely, 

respondentss were told that one of the dimensions in which computer-mediated communic-

ationn differs from for instance face-to-face communication is the degree to which it is possible 

too convey personal information of each other. The main stated purpose of the questionnaire 

wass to examine to what extent people would find it comfortable to have persona! information 

inn the form of a portrait picture of one another when communicating via new media forms (for 

instancee e-mail). Respondents were guaranteed that questionnaire answers were completely 

anonymous. . 

Measures Measures 

Thee respondents were asked to respond to a number of demographic questions (age, sex, and 

levell  of education). Then, they were asked to indicate how often they used electronic mail in 

theirr private as well as their working life (on a scale of 1 to 4, response categories were 

"never",, "monthly", "weekly", and "daily"). 

Followingg this, respondents were asked to imagine a situation in which they were to 

communicatee with a complete stranger. They were then asked to indicate how comfortable 

theyy anticipated to be when performing each of the listed communication activities with this 

personn without the presence of personal information in the form of a portrait picture. 

Responsess ranged from 1 (not comfortable) to 7 (comfortable). Subsequently, respondents 

weree asked to indicate their anticipated comfort performing the same activities with an 

unknownn person, but now with the availability of personal information in the form of a 

portraitt picture.5 

""  The same questions were asked for activities with a known person (an acquaintance or a friend). Although 

thee variability of responses on these questions was somewhat greater, the pattern was more or less comparable to 

thatt of the "strangers", with minor variations. In order not to complicate the following, only the results for 

strangerss are reported. This is especially justified given that the remainder of the thesis deals with collaborations 

amongg strangers for the most part. 
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Results Results 

Tablee 4 shows the 10 activities ranked in ascending order on the anticipated comfort scores in 

thee situation without cues to identity (cf. Table 3). The first column presents the averages for 

thee no-cues situation, and averages of the situation with cues to identity are presented in 

Columnn 2. The third column contains the "relative value" of the cues. This score was calcula-

tedd by subtracting the anticipated comfort scores for the no-cues situation from the situation 

withh cues to identity. Analysis of the data using Pearson's r indicated that the relative value of 

personall  information was significantly negatively correlated to the level of comfort of both 

thee interaction without cues to identity, ^(10) = -.89, p < .001, and with cues to identity, 

rs(10)) = -.79, p < .01. In other words, the less comfortable people feel with accomplishing the 

communicationn activity via e-mail, the more they value cues in the form of a portrait picture. 

Thesee findings are reflected in the outcomes of the analyses of variance that are presented 

below:: Overall, the F-values with respect to the presence of cues to identity are significant 

wheree anticipated comfort is low. 

AA number of 2 (cues to identity: no cues vs. cues) x 2 (experience: low experienced vs. 

highh experienced) analyses of variance with repeated measures on the factor cues were 

conductedd in order to test whether the expected comfort when participating in the various 

communicationn activities was influenced by the presence of cues and the respondents' 

expertise.. In order to examine the effects of the degree of experience with e-mail, experienced 

usersusers (that is, respondents that make use of e-mail on a daily basis, n = 49), were 

distinguishedd from less experienced users (n ~ 58). Table 4 shows the results for these 

analysess of variance (Columns 5 to 8). 

Withh respect to the expected comfort when having to exchange confidential informa-

tion,tion, the presence of cues had a significant effect, F(\, 103) = 29.16, p < .001. If cues would 

bee available, respondents anticipated that they would be more comfortable when participating 

inn the task (M = 2.79, SD = 1.47) compared to not having these cues (M~ 2.16, SD = 1.37). 

Experiencee with using e-mail also had a main effect on comfort, F(\, 103) = 6.79, p = .01. 

Overall,, experienced users anticipated to be more comfortable (M = 2.82, SD = 1.31) 

comparedd to less experienced users (M = 2.18, SD = 1.21). The interaction was not 

significant,, F(l, 103) = 0.05,, ns. 

AskingAsking personal questions was significantly affected by the presence of cues, F(l, 

103)) = 6.14, p = .01. Again, respondents anticipated to be more comfortable with cues (M = 

3.14,, SD = 1.50) than without cues (M= 2.83, SD = 1.41). Also experience yielded a signify-
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cantt effect, F(l, 103) = 3.83,/? < .05. Experienced users anticipated to be more comfortable 

accomplishingg the task (M = 3.23, SD = 1.78) compared to less experienced users (M= 2.76, 

SDSD = 1.32). Again, the interaction was not significant, ( 1, 103) = 0.93, ns. 

Whenn it comes to getting to know someone, the presence of cues was expected to 

increasee comfort, F{\, 103) = 13.09, p < .001. With cues, respondents expected to be more 

comfortablee (M = 3.93, SD = 1.81) compared to not having cues (M = 3.39, SD = 1.80). 

Experiencee also affected the anticipated comfort, F(l, 103) = 7.91, p < .01, in that 

experiencedd users anticipated more comfort (M = 4.12, SD = 1.49) compared to less 

experiencedd users (M= 3.27, SD - 1.63). The interaction was again not significant, F(\, 103) 

== 2.16, ns. 

Anticipatedd comfort when having to solve conflicts was not significantly affected by 

thee presence of cues, F(\, 103) = 2.00, ns. Experience did yield a significant effect, F(l, 103) 

== 4.55, p < .05. Experienced users anticipated to be more comfortable (M = 3.84, SD = 1.35) 

comparedd to less experienced users (M = 3.21, SD = 1.65). Also, there was a significant 

interaction,, F(\, 103) = 4.45, p < .05. Inspection of the data showed that less experienced 

userss anticipated to be significantly less comfortable when no cues would be available (M = 

3.00,, SD= 1.73) compared to the other conditions (M = 3.68, SD= 1.61). 

DecisionDecision making was significantly affected by the expectation of cues, F(\, 103) = 

6.28,, p = .01. With cues (M = 3.70, SD = 1.60), respondents anticipated to be more comfort-

ablee than without cues (M= 3.41, SD = 1.59). Experience had no significant effect, F(\, 103) 

== .47, ns, nor had the interaction, F( 1, 103) = .20, ns. 

Thee other activities (negotiating, exchanging opinions, generating ideas, exchanging 

non-confidentialnon-confidential information, and asking non-personal questions) were not significantly 

influencedd by the presence of cues or the experience of the respondents and also the 

interactionss proved not significant (all F's < 1.81). 

AA final analysis examined whether socio-emotional complexity or informational 

complexityy (as rated in the pilot study) would better predict the anticipated relative value of 

cuess to identity. Correlating the two dimensions of perceived complexity with relative value 

thatt was ascribed to the personal information showed that whereas socio-emotional 

complexityy was strongly correlated with the value of cues to identity, r(8) = .78, p < .001, 

informationall  complexity was not, r(8) = .39, ns. A multiple regression analysis with relative 

valuee as dependent variable indeed confirmed that socio-emotional complexity was a reliable 

andd strong predictor of the anticipated value of cues to identity, b = 1.20, /(9) = 3.77, p < .01, 

butt that informational complexity was not, b = -.54, t(9) = -1.72, ns. 
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Discussion Discussion 

Thee results of this study confirm the prediction that people anticipate to be less comfortable 

usingg "cueless" communication media when having to perform tasks that are complex (Daft & 

Lengel,, 1986; McGrath & Hollingshead, 1993; Rice & Gattiker, 2001; Short et al., 1976). 

Overall,, the respondents indicated that they would feel less comfortable when having to 

performm socio-emotional complex activities by e-mail (whether it was with or without the 

presencee of cues to identity) compared to less complex activities. Experience with using e-

maill  was of influence on this degree of comfort to a certain extent. Both groups seemed to 

agreee about the expected comfort when it comes to performing activities that are less 

complex.. However, more experienced users expected to be more comfortable compared to 

lesss experienced users when having to perform activities that are more complex. This could be 

becausee experienced users do not feel uncertainty towards the medium itself. This lower 

uncertaintyy level could very well result in more confidence towards activities that are 

inherentlyy uncertain or equivocal (King & Xia, 1997; Schmitz & Fulk, 1991). 

Moree importantly, the lower level of expected comfort for more complex activities is 

reflectedd by the relative value that respondents attribute to the presence of cues to identity. 

Respondentss do not anticipate benefiting from cues to identity for less complex tasks. 

However,, for more complex tasks, the value of these cues to identity increases. Moreover, it is 

especiallyy the socio-emotionally complex activities that wil l be performed with more comfort 

whenn cues to identity are present. These findings are in line with media-capacity theories such 

ass the Social Presence theory (Short, 1974; Short et al., 1976) and the Cuelessness model 

(Kteslerr et al., 1984; Rutter & Stephenson, 1979) for the availability of cues enables the 

communicationn of rich and equivocal messages and reduces uncertainty about the persons 

involvedd in the interaction. 

However,, the finding that more informationally complex tasks are less strongly 

associatedd with anticipated benefits of cues to identity is not consistent with other classical 

theoriess about media choice, in particular with the Information Richness Theory (Daft & 

Lengel,, 1984, 1986). After all, this approach revolves entirely around the ambiguity and 

complexityy within a specific task context, and does not explicitly devote any attention to the 

socio-emotionall  complexity of a social situation in predicting when people will prefer what 

mediumm to what effect. An important caveat must be made here, however: the present results 

cannott be imputed to message-related capacities such as a medium's capacity to allow 
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feedback,, the ability to communicate cues like body language and tone of voice, the 

possibilityy to use natural language or the ability to convey feelings and emotions, all of which 

aree believed to be important according to Information Richness Theory (Daft & Lengel, 1986; 

Trevinoo et al., 1990). The cues that are responsible for the effects found in this study only 

relatee to the identifiability of the persons that are involved in the interaction. Therefore, a 

possiblee explanation is that being able to visualize the other makes the interaction appear to be 

lesss mechanical, and more personal. Information in the form of a portrait picture may 

psychologicallyy foster the anticipated feelings of intimacy, familiarity, or "presence", even 

thoughh objectively the amount of information conveyed by a portrait picture is very limited. 

Inn the next study this assumption is tested, by examining the effect of simple cues to identity 

andd their impact on impression formation. 
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STUDYY 2.2: CUES TO IDENTITY: IMPRESSION FORMATION AND ATTRACTION 

Studyy 2.1 confirmed that the presence of cues to identity is related to an anticipation of greater 

usabilityy of a medium for both experienced and inexperienced users. Indeed, a reduction in 

cuess is believed to cause a wide variety of effects in the scientific literature, too (see Chapter I 

andd Bordia, 1997 for overview), which are implicitly or explicitly related to the influence that 

cuess may have on impression formation (Hancock & Dunham, 2001). The assumption is that 

cuess to identity help to individuate a person, i.e., provide a richer, more complete person 

impressionn and thereby influence various social processes. In this study the effect of cues to 

identityy is investigated in more detail by examining their effect on impression formation. 

Twoo aspects can be distinguished when examining the impressions that are formed 

online.. Both have been suggested as being fundamental to understanding a medium's social 

effects.. One is the ambiguity of the impression (cf. Hancock & Dunham, 2001, for a related 

discussionn of impression intensity). As will be elaborated below, ambiguity is assumed to 

havee a range of behavioral and social consequences. The availability of cues to identity are 

thoughtt to reduce ambiguity, and for that reason CMC (relatively cueless) should be less 

suitedd to forming unambiguous impressions of people than FtF communication (rich in cues). 

AA second aspect of impressions is their positivity. Some approaches have suggested that 

havingg more information about a person overall also leads to more positive impressions. The 

studyy reported below examines both hypotheses. 

ReductionReduction of Ambiguity 

Thee capacity of a medium assumes a central role in much of the theorizing about mediated 

communicationn (Rice, 1993; Walther, 1996). A medium's effectiveness is believed to be 

determinedd by its capacity to convey multiple cues simultaneously (Daft & Lengel, 1984; 

Shortt et al., 1976), which is largely based on the number of communication channels held by 

aa medium (Daft & Lengel, 1984). "Rich" media such as FtF communication allow the 

transmissionn of nonverbal signals such as posture, dress, proximity and orientation, physical 

appearance,, facial expression, and direction of gaze, and thereby convey a sense of social 

presencee of communication partners (Short et al., 1976), all of which is believed to reduce 

ambiguity.. The degree of ambiguity is negatively associated with the degree of interpersonal 

contactt a medium allows: the more restricted the capacity, the more ambiguity remains. All 

thiss implies that cues to identity can play a vital role in the reduction of ambiguity of person 



ChapterChapter II:  Communicating Presence StudyStudy 2.2 37 

impressions.. This reduction in ambiguity, in turn, has important social consequences in the 

sensee of guiding the degree of intimacy and the quality of contact (see Chapter I). 

Positivity Positivity 

Itt has also been suggested that cues to identity may have a direct effect on the attractiveness 

orr positivity of impression that people form of each other. The cuelessness model (Rutter & 

Stephenson,, 1979) hypothesizes that cuelessness (the absence of cues to identity) results in 

particularr communication styles and outcomes such as psychological distance, task-oriented 

andd depersonalized content, and deliberate, unspontaneous style (Rutter, 1987, p. 74). More 

cuess to identity, then, make the interaction more convivial, decreasing the psychological 

distancee between communicators. Similar ideas are found in Walther's Social Information 

Processingg Theory (SIP, Walther, 1992) which proposes that exchanging personalized infor-

mationn helps communicators develop positive and meaningful relationships. 

CuesCues to Identity and Group Membership 

Accordingg to the Social Identity model of Deindividuation Effects, or SIDE for short (Reicher 

ett al., 1995; Spears & Lea, 1994) the presence of cues to identity is not the only factor that 

shouldd be taken into account when examining effects of media capacity (see Chapter I for 

elaboratee discussion). From a social psychological background this model argues that media 

effectss are produced by the interaction of the characteristics of a communication medium 

(suchh as capacity) with characteristics of the social context (Postmes et al., 1998). SIDE 

proposess that cues to identity can be used to individuate people—to form impressions of them 

ass idiosyncratic individuals (Spears & Lea, 1992). When cues to identity are relatively scarce 

(ass can be the case in certain forms of CMC), and relevant social identities are known and 

salientt in the context of the interaction, group characteristics wil l be attributed to individuals 

(Reicherr et al., 1995). This is because the relative lack of individuation in CMC can provide a 

contextt in which individual differences between group members are ignored because 

interpersonall  distinctions within the group are obscured and less likely to be made (cf. 

Sassenbergg & Postmes, 2002). Provided that it is clear what the relevant social group is, and 

providedd that the group's attributes are known or can be inferred, the lack of cues to identity 

inn CMC can thereby accentuate the unity of the group and cause persons to be perceived as 

groupp members rather than as idiosyncratic individuals (Lea et al., 2001). Thus, group 

members'' social identity will be accentuated. This process applies both to perceptions of the 

ingroupingroup and to perceptions of the outgroup. Thus, the ingroup is likely to be seen in ingroup 
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stereotypicc terms and the outgroup in the stereotypic ways that are considered "appropriate" 

forr them (Locksley, Borgida, Brekke, & Hepburn, 1980). It is the content of these stereotypes 

andd the capacity of the medium together that need to be taken in consideration when 

establishingg the social effects of a medium (Postmes et al., 1998). 

Summarizingg the theoretical overview presented above, both in "determinist" theories 

andd in subsequent models of the impact of CMC on social relations, individuation (or rather, 

thee availability of cues to identity) plays a central role. The underlying assumption is that cues 

too identity aid the formation of impressions of individuals. The present studies were designed 

too examine this assumption. The effects of cues to identity on impression formation were 

examinedd both in terms of ambiguity and positivity of impressions. The predictions were that 

cuess to identity would reduce the ambiguity of impressions and foster more positive 

impressions.. The effect of group membership was also examined. Expectations were that cues 

too identity would especially contribute to the reduction of ambiguity and positivity of 

impressionss for targets that were part of a significant outgroup: When cues to identity are 

present,, attention to (out)group membership would become less important and persons would 

bee perceived more in terms of individuals and, consequently, less in terms of outgroup 

stereotypes.. Since outgroup stereotypes tend to be more negative, decreased attention to group 

membershipp was expected to result in more positive impressions. Positivity of impressions 

whenn the person was part of the ingroup was expected to be less affected by cues to identity. 

Method Method 

ParticipantsParticipants and Design 

Thirty-fivee undergraduate students of the University of Amsterdam (16 male and 19 female) 

participatedd in the experiment in return for a gift voucher. The design constituted a 2 (ingroup 

vs.. outgroup) x 2 (portrait picture vs. no portrait picture) x 2 (biography vs. no biography) 

repeatedd measures factorial design. Participants were shown several targets, either ingroup or 

outgroup,, either with a portrait picture or not, and either with some biographical information 

orr not. The biographical information consisted of the targets' name, age, study, place of 

residence,, and hobby. 

ProcedureProcedure and Independent Variables 

Thee experiment was conducted in a laboratory consisting of eight isolated cubicles. In each 

cubiclee stood a PC that was connected to a local network. After brief instructions about 
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handlingg the computer and a global indication of the content of the experiment, participants 

weree isolated in a cubicle. Further instructions were given via the PC. Participants were led to 

believee that the researchers had solicited discussion topics and opinions about these topics 

fromm students of either the University of Amsterdam or of the Free University (another 

University,, also located in Amsterdam). Participants' task ostensibly was to decide which 

topicc would appeal most to them for future discussion6, and to evaluate the targets. In 

addition,, they were informed that, when available, a portrait picture and/or biographical infor-

mationn of the target student who supposedly suggested the topic would be presented on the 

computerr screen. Participants were asked to closely examine the information presented, and to 

evaluatee the discussion topics and the target by answering a number of multiple-choice 

questions.. Participants were told these answers would be used for selecting partners for a 

futuree interaction. 

Participantss evaluated 16 different targets. The targets differed in the degree of cues to 

identityy that were presented. I independently examined two types of cues to identity: the 

target-descriptionss contained either a photo or not and they contained biographical informa-

tionn or not. Half the targets were supposedly ingroup members (students of the University of 

Amsterdam)) and the other half were supposedly outgroup members (students of the Free 

University).. This resulted in four descriptions containing no cues to identity whatsoever (no 

photo,, no personal information), four descriptions containing two kinds of cues to identity (a 

photo,, and personal information), and a further eight descriptions which contained one kind of 

sociall  cue (four descriptions containing only a picture, four descriptions only personal 

information).. The photos and biographical information were pre-tested for neutrality. The 

kk In total, 24 discussion topics were pre-tested (,V = 32) for variance in agreement, interestingness, 

persuasiveness,, originality, and gender-based bias. Eight outliers (i.e., topics that differed considerably on one or 

moree of the dimensions) were deleted from the set of discussion topics. This way we ended up with a total of 16 

topicss with approximately equal scores per dimension. 
77 Portrait pictures were drawn from a database of student pictures. Neutrality of pictures was assured by the 

followingg procedure: Two judges selected pictures they saw as neutral. The remaining 43 pictures were given to 

aa group of students from the same participant pool (N = 20) to check whether pictures were neutral with regard 

too attractiveness. Each picture was evaluated on a 7-point Likert-type scale from 1 (very unattractive) through 4 

(neitherr unattractive nor attractive), to 7 (very attractive). Ratings confirmed that pictures were "neutral" (M = 

3.63,, SD = .84). Biographical information was tested for neutrality using a similar procedure. 74 participants 

ratedd the biographical information on for how interesting, nice, and attractive each person appeared to be from 
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presentedd photos were always of the same gender as the participant, in order to avoid gender 

effects.. For each participant, the computer randomly selected conditions and discussion 

topics,, and then (if necessary) randomly presented photographs, biographical information, in 

orderr to prevent systematic biases from occurring. 

DependentDependent Variables 

Afterr receiving feedback about each target, participants were asked several questions. They 

indicatedd their agreement with statements on 7-point scales (1 = strongly disagree, 7 = 

stronglyy agree). Two questions assessed the ambiguity of impressions ("I have a clear im-

presssionn of this person" and "In order to be able to have a good discussion, it is important to 

havee more information about this person". Cronbach's alpha = .91). One question related to 

positivity:: "I have a positive impression of this person" and another assessed the relation: "I 

feell  connected to this person". Three questions were asked about the content of the feedback 

("II  find this an interesting topic", "I agree with this opinion", and "I would like to discuss this 

topicc with this person", Cronbach's alpha = .90). 

Results Results 

Resultss were analyzed in 2 (group) x 2 (picture) x 2 (biography) repeated measures analyses 

off  variance. The group manipulation (whether the target belonged to the ingroup or the 

outgroup)) had no effect on ambiguity (none of the main effects or higher order interactions 

involvingg group were reliable on either of the statements, all Fs < 1.69). The group manipu-

lationn also had no effect on the questions assessing the positivity of impression (again, none 

off  the effects involving group were reliable, all Fs < 1.61). Therefore, I shall not report 

resultss for the ingroup and outgroup distinction, but focus on the remaining two factors. Table 

55 shows the main effects of cues to identity on the dependent variables. 

Ambiguity.Ambiguity. Of the two dependent variables related to ambiguity, the formed 

impressionss were clearer (i.e., less ambiguous) when cues to identity were given. Results 

showedd a main effect of picture, F(l, 31) = 9.44, p < .005, and a main effect of biography, 

F( l ,, 31) = 12.82,/? < .001. The interaction was not reliable, F(l, 31) = 0.17, w.v.68. 

thee biographical details. On these scales, all biographies scored around or slightly below the midpoint (ranging 

fromm 3.43, SD = 1.13 to 4.23. SD = 1.03). 
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Tablee 5. Mean Scores and Standard Deviations of the Dependent Variables for the Conditions 

Withh and Without Cues to Identity 

Picturee No Picture 

Impression n 

SD SD 

Needd for personal 

SD SD 

nfo. . 

Positivityy of Impression 

SD SD 

Connectednesss to target 

SD SD 

Interesting g 

SD SD 

Agreement t 

SD SD 

Discusss this topic 

SD SD 

Biography y 

3.50, , 

1.27 1.27 

2.566 a 

1.10 1.10 

4.17a a 

0.79 0.79 

2.83a a 

1.14 1.14 

4.69ab b 

0.87 0.87 

4.26a a 

1.06 1.06 

3.69a a 

1.09 1.09 

Noo Biography 

3.17b b 

1.18 1.18 

3.12, , 

1.55 1.55 

4.16a a 

0.62 0.62 

2.97a a 

1.05 1.05 

4.85a a 

0.85 0.85 

4.41a a 

0.77 0.77 

3.88a a 

1.04 1.04 

Biography y 

3.09b b 

1.23 1.23 

2.822 b 

1.34 1.34 

4.17a a 

0.75 0.75 

2.96a a 

0.99 9 

4.64ab b 

1.07 1.07 

4.39a a 

aa #9 

3.68a a 

/ . / / / 

Noo Biography 

2.69c c 

1.17 1.17 

3.37,. . 

1.72 1.72 

3.79b b 

0.5/ / 

2.56b b 

0.95 5 

4.52b b 

0.52 2 

4.36a a 

0.55 5 

3.70a a 

1.24 1.24 

Note.Note. Means in the same row with a different subscript differ significantly from each other at 

p< .05 5 

Seeingg a picture meant that participants felt they had a clearer impression (M = 3.31, 

SDSD = 1.64) compared to the conditions without picture (M = 2.89, SD = 1.10). Having a 

biographyy also resulted in a clearer impression (M= 3.30, SD = 1.18) compared to not having 

aa biography (M= 2.93, SD= 1.07). 

Withh regard to the need for more personal information, cues to identity also had the 

predictedd effect. Again, main effects were found of picture, F( 1, 31) = 13.00, /J = .001, and of 

biography,, F( 1, 31) = 8.60,p = .006.. The interaction was not reliable, F(l, 31) = 0.01, ns. In 

thee picture condition, participants indicated needing less additional personal information (M = 

2.84,, SD = 1.36) than in the no-picture condition (M = 3.10, SD = 1.56). In the biography 

condition,, participants needed less personal information (M = 2.69, SD = 1.22) than in the no 

biographyy condition (A/= 3.25, SD = 1.63). 
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Positivity.Positivity. The prediction that cues to identity would lead to a more positive 

impressionn of the target was partly confirmed. Results showed a main effect of picture, F(l, 

31)) = 5.84, p < .05. Conditions with a picture resulted in a more positive impression (M = 

4.17,, SD = 0.70) compared to the no-picture conditions (M = 3.98, SD = 0.79). The main 

effectt of biography approached reliability, F(l, 31) = 3.43, p = .07. In conditions with a 

biography,, impressions tended to be somewhat more positive (M = 4.17, SD = 0.76) than in 

conditionss without biography (M= 3.98, SD = 0.74). However, these two main effects were 

qualifiedd by a near-significant interaction, F(l, 31) = 3.50, p = .07. This interaction shows 

that,, compared to the other conditions (M= 4.17, SD = .71), participants in the condition with 

noo cues to identity (picture or biography) had the most negative impression (M= 3.79, SD = 

.81,, see Table 5). 

Connectedness.Connectedness. The prediction that cues to identity would lead to a greater feeling of 

connectednesss was partly confirmed. There were no reliable main effects (all Fs < 1.53). 

However,, a significant interaction effect was found of picture by biography, F(l, 31) = 4.34, p 

<<  .05. In the condition without picture and biography participants felt least connected with the 

targetss (M = 2.56, SD = .98) compared with the other three conditions in which cues to 

identityy were provided (M= 2.92, SD = .88). 

Content.Content. In addition to the effects of cues to identity on ambiguity and positivity, I 

analyzedd whether cues to identity affected the participant's attitude towards the discussion 

topicc and the opinion given by the discussion partner. As can be seen, cues to identity had no 

significantt effects on either of these. There were no reliable main effects or interactions of the 

twoo cues to identity manipulations on how interesting participants thought the topic was (all 

Fss < 2.65), and on the amount of agreement with the target's opinion (all Fs < .34). Finally, 

participantss were asked whether they wanted to discus this topic and once more, cues to 

identityy did not affect this (all Fs < .76). 

Discussion Discussion 

Thee results of this study confirm the predictions; cues to identity have an impact on two 

aspectss of impression formation; ambiguity and positivity of impressions. These cues to 

identityy can be fairly minimal: providing participants with a mere portrait picture or some 

biographicall  background information had quite strong effects on impression formation. Cues 

too identity reduce ambiguity in the sense that they help to individuate targets. Thus, clearer 

impressionss are formed, and the need for additional personal information decreases. This is in 
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linee with most theories that suggest a direct relationship between the availability of cues to 

identityy and feelings of social presence. 

Cuess to identity also influence the evaluation of targets. Cues to identity seem to lead 

too more positive impressions, although it should be noted that these effects are somewhat less 

strongg than those of ambiguity reduction. The results do indicate that the absence of any cues 

too identity (picture or biography) is associated with less positive impressions than conditions 

inn which cues to identity are present. It should be stressed that the pictures portrayed no 

particularlyy attractive or unattractive persons, nor was the biographical information 

normativelyy desirable or undesirable. It seems that the absence of cues to identity alone is 

sufficientt to reduce the positivity of impressions. 

Inn addition, the cues to identity did not affect the opinion about the content, or the 

attitudee towards the discussion topic. This suggests that the cues that were used functioned as 

cuess to identity only, and not as cues to meaning. Put differently, the portrait pictures and 

biographicall  information that were used in this setting did not affect message comprehension, 

orr the stance towards the topic in any way, and served only to form an impression about its 

sender. . 

Thus,, these findings are consistent with the underlying assumptions of most media-

effectt theories in showing that even relatively rudimentary cues to identity can reduce 

ambiguityy and form a basis for positive evaluations. Contrary to what was expected on the 

basiss of the SIDE model, group membership did not appear to affect the relation between cues 

too identity and positivity of impression, and the effects of cues to identity had a similar impact 

onn ingroup as well as outgroup targets. It could be that the group distinction between the two 

universitiess was not clear or distinct enough, or that the participants did not identify strongly 

withh the ingroup relative to the outgroup. Another explanation could be that participants 

recognizedd themselves and the others as both being university students in Amsterdam. By 

this,, the salience and attention to the so-called superordinate category (all participants being 

universityy students from the same city) could have reduced the subordinate category salience 

(beingg students from a different university) (see for more detailed discussion Gaertner, 

Dovidio,, Anastasio, Bachman, & Rust, 1993; Hornsey & Hogg, 1999, 2000). In order to 

checkk for this, identification with the ingroup as well as the outgroup has to be known and 

wil ll  therefore be measured in the studies investigating effects of group membership in the 

nextt chapters. Another reason for the lack of effects of group membership could be that 

ingroupingroup and outgroup targets were presented in a serial order. It is a well-known phenomenon 

thatt effects of group membership are particularly likely to emerge when direct comparisons of 
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in-- and outgroup are made (Turner et al., 1987), that is when targets from both groups are 

presentedd parallel. A further explanation could be that in this study participants were merely 

askedd to evaluate opinions and targets, without there being any direct personal consequences. 

Thiss means that there is no benefit in social discrimination, nor is there a social cost to be paid 

forr egalitarianism. When evaluations become more important, and when people's choices 

havee actual consequences, such as when participants would have to collaborate with each 

other,, group membership could assume a more important role. 

Perhapss the most important reason for not finding any effects of social group, 

however,, is that the nature of these dependent variables may have been too much geared to 

thee interpersonal evaluations of the other, and too littl e to the social-categorical aspects. It has 

beenn assumed that interpersonal ("me" liking "you") and categorical evaluations ("me" and 

"you""  being part of the same social group) are closely related, if not causally so, with 

categorizationn determining attraction (see Hogg, 1992). However, if we were to assume that 

interpersonall  and social-categorical perceptions can be formed relatively independently of 

eachh other (as has been suggested in recent research on the SIDE model, e.g., Lea et al., 2001; 

Postmess & Spears, 2000a; Sassenberg & Postmes, 2002; Utz, in press) then SIDE would not 

necessarilyy expect that cues would have any more negative effects on interpersonal 

evaluationss of ingroup or outgroup others. In other words, in order to find SIDE effects we 

mayy have to dig a littl e deeper and examine those variables which are more closely related to 

social-categoricall  perceptions and its consequences. 
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GENERALL DISCUSSION 

Thee purpose of this chapter was to investigate the processes that form the premise of many 

modelss on the social effects of mediated communication (especially CMC). The reason for 

examiningg these premises is that although they form the nucleus of many models, they have 

neverr been examined in their own right. More concretely, these models often assume that the 

availabilityy of cues to identity (such as biographical information, portrait pictures, or various 

nonverball  cues) plays a crucial role in determining a medium's social effects (see Chapter I 

andd Hancock & Dunham, 2001, for a detailed discussion). One problem with this premise, 

however,, is that even when it is examined in its own right, research tends to compare CMC 

withh FtF communications, thereby confounding person-related cues with a wide range of 

otherr variables such as concurrency, speed of communication, technical demands, etc. (Rice 

&&  Gattiker, 2001), and the inevitable confound between cues to identity and cues to meaning 

(seee Chapter I). The present studies therefore sought to examine the effects of cues to identity 

inn their own right. 

Studyy 2.1 shows that the anticipated comfort with various forms of communication 

closelyy corresponds to the predictions made by traditional theories of media effects. Cues to 

identityy are seen as important for interactions that involve uncertainty and equivocality. The 

resultss indicated that people feel more comfortable when having to perform complex activities 

whenn they know whom they are interacting with, compared to communicating anonymously. 

Thee cues that were isolated in this study (a visual image of the communication partner) do not 

off  course affect the content of interaction in any direct way, or influence the speed of the 

interaction,, or the possibilities to use body language or express emotions or feelings, all of 

whichh are believed to be important when interacting complex messages (Daft & Lengel, 1986; 

McGrathh & Hollingshead, 1993; Trevino et a!., 1990). It is perhaps for this reason that the 

strongestt effects of these cues in terms of being desirable and enhancing comfortable 

communicationss could be seen on tasks that were socio-emotionally complex. By comparison, 

thee informational complexity did not matter nearly as much for the anticipated benefit of the 

availabilityy of cues to identity. 

Thesee findings were followed up in Study 2.2, which examined the effects of such 

cuess to identity after an actual (although suitably brief and minimal) encounter with a 

communicationn partner. The results showed that even when cues to identity were as minimal 

ass a few biographical details or a small portrait picture, this had a drastic impact on the sub-
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jectivee quality of impressions that people formed of each other. More precisely, having such 

cuess gives people a quite strong sense that they know who they are interacting with, despite 

thee fact that objectively their knowledge of the person is scant. 

Thus,, cues to identity help to individuate a person, thereby reducing the ambiguity of 

thee impression. This finding supports the assumptions embedded in theories of media effects 

suchh as Social Presence (Rutter, 1987; Short et al., 1976), Reduced Social Cues (Kiesler et al., 

1984;; Sproull & Kiesler, 1991), as well as more recent perspectives such as the SIDE model 

(Postmess et al., 1998; Reicher et al., 1995; Spears & Lea, 1992). In addition to a reduction of 

ambiguity,, the presence of social cues also leads to a more positive impression. This suggests 

thatt depersonalized forms of communication may lead to psychological distance (Rutter, 

1987),, which in turn may affect the positivity of the formed impression. 

Itt should be stressed that in these studies I investigated only initial encounters, in other 

words,, people's first impressions of the targets were examined. The effects of media capacity 

aree potentially different when people have pre-existing relationships. It is also likely that in 

ongoingg interaction, people overcome the capacity limitations by textual or linguistic 

behaviorss by which they could achieve more "personal" relationships over time (as suggested 

byy Walther et al., 1994). This would mean that, when given sufficient time, a (computer-

mediated)) relationship could develop into a relationship as personal and intimate as a face-to-

facee relationship would be. This may well be the case but it should be kept in mind that the 

initiall  purpose of this research was to examine the effects of cues to identity per se, that is, 

preciselyy without the additional effects of a variety of "other" conditions such as ongoing 

interactions,, familiarity, or strong expectations about the interaction. 

Inn sum, providing people with cues to identity, both physical (in the form of a portrait 

picture)) and non-physical (by means of biographical information) has a seemingly 

straightforwardd impact on how people perceive the usability and effectiveness of media. The 

reasonn for this is that cues to identity are responsible for seeing others as individuals in less 

ambiguouss and more positive terms. 
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CHAPTERR HI: FROM ATTRACTION TO CO-ACTION 

Inn the previous chapter, effects of cues to identity on people's anticipations were examined. In 

twoo studies it was shown that the availability of cues to identity affect how people think about 

thee efficacy of a medium, and how they form impressions of a target. Results showed that 

respondentss valued the presence of cues to identity, especially where socio-emotionally 

complexx tasks are concerned (Study 2.1). Study 2.2 extended these findings in showing that 

thesee relatively minimal cues also have a strong impact on the impression formation that 

occurss prior to an exchange. Cues to identity such as portrait pictures or rudimentary bio-

graphicall  details give participants a relatively strong feeling that they know who they are 

interactingg with, thereby reducing ambiguity and fostering more positive impressions. 

Wheree the previous chapter focused on the anticipated value of cues, this chapter 

examiness effects of similar types of cues to identity during interaction. Study 3.1 reports the 

resultss of an experiment in which participants were made to believe that they were interacting 

onlinee with a partner. Participants were randomly allocated to having an interaction with a 

fakee "partner" of whom they were either given a portrait picture and / or a name, or neither 

namee nor picture. The study examined a number of dependent variables related to the 

interaction.. Compared with the findings in the prior chapter, results were contradictory and 

surprising.. In line with previous findings, cues to identity led to more positive impressions. 

However,, participants indicated feeling more certain when cues to identity were not present, 

andd users that are experienced in using CMC were more satisfied with the medium in the 

absencee of cues to identity. Study 3.2 affirms these findings in a setting in which participants 

collaboratedd on a task of greater relevance and complexity. Study 3.3 finally provides a 

possiblee explanation for these effects. In this study it is suggested that in the absence of cues 

too identity, participants perceived themselves and their alleged partner to be part of the same 

(overarching)) social group, whereas when cues to identity were present, this feeling of shared 

groupp identity decreased. A mediational analysis showed that this feeling of shared group 

identityy predicted subjective performance. In other words, the absence of cues to identity 
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boostedd a stronger feeling of shared group identity. In turn, shared group identification 

predictedd the (perceived) performance on the collaborative task. The implications of these 

findingss are discussed towards the end of the chapter. 
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STUDYY 3.1: EFFECTS OF CUES TO IDENTITY ON INTERACTION EVALUATIONS 

Att least part of the literature dealing with the social effects of computer-mediated commu-

nicationn makes very clear suggestions for what happens when people are anonymous and are 

physicallyy isolated from each other. Overall these theories, such as those of media choice, 

emphasizee the value of cues to identity in facilitating the interaction and in making commu-

nicationn more "personal." This idea was substantially confirmed in the previous chapter where 

itt was demonstrated that cues to identity indeed play an important role in influencing people's 

perceptionsperceptions about the efficacy of a medium, especially for socio-emotionally complex tasks. 

Indeed,, Study 2.2 confirmed that the presence of a portrait picture and biographical 

informationn gives people a sense of knowing with whom they are interacting. Not only do 

suchh cues reduce ambiguity about the other, they also lead to more positive impressions. 

Similarr conclusions are drawn in a study by Walther, Slovack, and Tidwell (2001) which 

foundd that especially in new, unacquainted teams, the possibility to picture one another 

promotess affection and social attraction.8 

Thee question of why people value cues to identity, especially in initial contacts, might 

bee answered by the uncertainty reduction theory, or URT (Berger & Calabrese, 1975). 

Accordingg to URT, one of the main goals in initial interaction between strangers is to reduce 

uncertaintyy (a similar assumption to that underlying Information Richness Theory, see 

Chapterr I). Exchanging information, verbally as well as nonverbally, is believed to serve as an 

inputt that enables people to describe the other, make judgments, and predict and explain the 

other'ss behavior, even if the information is believed to be non-evaluative in itself (Berger, 

1988).. Although this theory was originally developed for FtF interactions in which encounters 

betweenn strangers are necessarily physical, there is no reason to assume why this natural urge 

too reduce uncertainty would be fundamentally different in mediated interactions (cf. Tidwell 

&&  Walther, 2002). In fact, it might be argued that many computer-mediated settings offer 

conditionss under which uncertainty is quite high—for example due to anonymity or a lack of 

guidancee for proper behavior. According to Kiesler (1986) for example, the lack of cues in 

CMCC environments is to be held responsible for people "to focus their attention on the 

messagee rather than on each other. Communicators feel a greater sense of anonymity and 

**  Their study showed that pictures are especially important when interaction time is restricted. When groups 

aree able to afford time, the relevance of portrait pictures decreases over time (Walther et al.. 2001). 
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detectt less individuality in others" (Kiesler, 1986, p. 48). The absence of cues that decrease 

attentionn for the "other" is held responsible for the reduction of social and normative 

constraints,, which makes communication unregulated (Kiesler, 1986; Kiesler et at., 1984). As 

aa consequence, uninhibited and deviant behavior is expected, in which people will become 

irresponsiblee and disregard social norms and conventions (Kiesler et al., 1984). Although this 

thesiss has been severely criticized, there is nonetheless a consensus that online contexts 

presentt users with a greater degree of flexibilit y and freedom than most online group contexts 

wouldd do, and that this may partly be due to the relative lack of expectations, values and 

explicitt social codes and norms which have emerged for proper and appropriate conduct (e.g., 

Lea,, O'Shea, Fung, & Spears, 1992; see also Turkle, 1995). 

Followingg URT, the inability for uncertainty reduction prevents, or at least obstructs, 

thee development of personal relationships (Berger, 1988; Berger & Bradac, 1982). The 

presencee of cues to identity, even though they might be as minimal as a portrait picture or first 

name,, can facilitate this process of uncertainty reduction. This desire for personal information 

inn order to reduce uncertainty could be the explanation for the results found in a variety of 

studiess which show that people have more favorable perceptions of media when cues to 

identityy are present during interaction, especially when tasks are complex and uncertain (cf. 

Ricee & Gattiker, 2001). In sum, URT would provide a clear suggestion that cues to identity 

aree helpful in online interactions (as well as face-to-face ones) as a key factor in reducing 

uncertaintyuncertainty and thereby developing a more personal relationship. 

Thus,, URT clearly points to the key role of uncertainty in explaining social effects of 

CMCs.. Indeed, the results presented in the prior study seem consistent with this idea in yet 

anotherr way. In Study 2.1, cues made a difference especially for the more inexperienced 

users;; experienced users seemed to have a lesser need for cues to identity. This is consistent 

withh URT if one assumes that experienced users feel less uncertain than inexperienced users 

wouldd feel. This would certainly suggest that it is worth considering URT's explanation for 

thesee outcomes, and expand our knowledge on the influence of individual differences that 

mightt moderate the extent to which people "need" certainty in online interactions. 

PurposePurpose of the Present Study 

Above,, I argued that although support has been found in prior studies for traditional theories 

off  media effects, this support was in studies in which no actual interaction took place. Thus, 

classicall  theories are most strongly supported when interaction is anticipated. In the present 
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studies,, I examine the same thesis as before, but now with an eye to examining the evaluation 

off  interactions afterwards. 

Moreover,, as argued by URT, the effects of cues to identity on the development of a 

sociall  relationship are likely to be affected by the reduction of uncertainty. Following up this 

suggestion,, the present studies devoted particular attention to assessing the effects of cues on 

variouss dimensions of certainty as one of the dependent variables, alongside person impress-

sionn variables and outcome variables related to the success of collaboration. The effects of 

uncertaintyy are also taken into account by making the distinction between more experienced 

andd more inexperienced users of CMC technology (as in Study 2.1, in which this variable 

appearedd to moderate uncertainty effects as predicted by URT). 

Inn order to examine how cues to identity influence the perceptions of (online) interac-

tions,, an experiment was conducted in which participants were made to believe that they were 

interactingg with another person. In reality, no real interaction took place and all feedback 

receivedd during the interaction was generated by a computer program. In line with the prior 

chapter,, the predictions were that cues to identity would affect the impressions that are formed 

off  the communication partners. Cues to identity were expected to reduce ambiguity and lead 

too more positive impressions. In addition to these interpersonal evaluations, based on uncer-

taintyy reduction theory (Berger & Calabrese, 1975), it was predicted that people use personal 

informationn to reduce uncertainty with respect to the interaction. Therefore, a lack of cues to 

identityy was believed to decrease the level of certainty faced by the communicators. However, 

thiss effect could be moderated by the participants' experience with computer-mediated com-

munication:: The effect of cues to identity on certainty was predicted to be stronger for 

inexperiencedd users than for experienced ones. A similar pattern was predicted regarding 

satisfactionn with the medium. 

Method Method 

ParticipantsParticipants and Design 

Onee hundred and five undergraduate students of the University of Amsterdam (32 males, 73 

females)) participated in return for a gift voucher. The experiment had a 2 (cues to identity: 

cuess vs. no cues) x 2 (CMC experience: inexperienced vs. experienced) factorial design. Cues 

too identity were manipulated by either showing participants a portrait picture and first name of 

thee alleged partner and themselves, or not. The experience with computer-mediated communi-
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cation-factorr was created by dividing the participants in two groups based on their past 

experiencee with online interactions other than e-mail. 

ProcedureProcedure and Independent Variables 

Thee experiment was conducted in a laboratory consisting of eight cubicles, each with a PC 

connectedd to a local network. In the cues condition, a digital portrait picture of participants 

wass taken as soon as they entered the laboratory. They were then taken to an isolated cubicle. 

Inn the no-cues condition, participants were led to the cubicles straight away. All instructions 

weree provided via the computer. Participants were led to believe that they were going to 

exchangee opinions with a randomly selected online partner on five different topics. 

Followingg the instructions, demographic questions were asked (name, age, sex) as 

welll  as their experience with online communication ("How often do you use computer 

applicationss to communicate, apart from e-mail?"). Subsequently, participants were told that 

thee computer would randomly select a partner. Next, participants saw the computer establish a 

connectionn with this person via a server. In reality, the computer program simulated the 

connectionn process and the "partner's" responses. The simulated partner was always of the 

samee gender as the participant in order to prevent biases on the basis of gender. In the cues to 

identityy condition, the partner was visible on screen: the computer randomly drew a same-sex 

picturee and name from a database.9 In the no-cues condition participants saw only a gray 

rectanglee with the text "no personal information available". When the connection was 

established,, a first discussion topic was presented on screen. Participants were asked to read 

thee topic and give their opinion in the text box. The computer generated a response that was 

presentedd as the response of the alleged partner. The feedback was kept constant over the 

conditions,, so variations in outcomes cannot be attributed to the interaction itself. The topics 

andd responses were pre-tested, and matched to be of approximately equal novelty, 

persuasivenesss and relevance, and were constant across conditions. After having read the 

response,, participants clicked "continue" to proceed with the next topic. In total, participants 

"exchanged""  opinions on five topics. The amount of interaction was thus quite limited—the 

participantss only learnt the opinion of the other on these five issues through a brief sentence. 

Thee discussion topics included items such as the disappearance of small movie centers from 

Picturess were drawn from the same database as used in Chapter II. As then, pictures were pre-tested for 

neutralityy on salient cues for personality traits and attractiveness. 
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thee city center, the use of English idiom in Dutch language, and the building of a new airport 

nearr Amsterdam. 

DependentDependent Variables 

Followingg the simulated interaction, participants were presented a number of statements. They 

indicatedd their agreement with the statements on 7-point scales {1 = strongly disagree, 7 = 

stronglyy agree). Ambiguity of impression was measured by two statements ("I have got a clear 

impressionn of what kind of person this is" and "I feel uncertain about this person [recoded]).10 

Twoo statements assessed positivity of impression ("I have got a positive impression of this 

person""  and "I find this a nice person", a = .71). Feelings of certainty were measured using 

threee statements ("At this moment I feel at ease / not at ease" (recoded), "At this moment I 

feell  uncomfortable / comfortable", and "At this moment I feel insecure / secure", a = .73). 

Twoo questions related to medium satisfaction ("I feel confident about this medium" and "I 

findfind this a pleasant medium to use", a = .65). 

Results Results 

Inn order to compare results per condition, a 2 (cues to identity) x 2 (experience) analyses of 

variancee was conducted. Table 6 shows the effects of cues and experience for the dependent 

variabless described above. 

ReductionReduction of Ambiguity of Impression. Keeping in mind the low reliability of the scale 

measuringg ambiguity of impression (alpha = .39), no significant reduction of ambiguity was 

foundd due to the presence of cues, F(l, 101) = 0.24, ns. Also experience did not show to 

significantlyy affect ambiguity, F(l, 101) = 0.68, ns, and the interaction proved not significant 

either,, F( 1,101) = .05, ns. 

PositivityPositivity of Impression. The prediction that cues would lead to a more positive 

impressionn was confirmed. Results showed a main effect of cues, F(l, 101) = 3.85,/? < .05. 

Impressionss were more positive in the cues condition (M = 5.12, SD = 0.88) than in the no-

cuess condition (A/= 4.79, SD = .87). Neither the main effect of experience, F(l, 101) = 0.02, 

ns,ns, nor the interaction were significant, F(l, 101) = 0.60, ns. 

100 Although the reliability of the ambiguity scale was unacceptably low in this study (alpha = .39), the same 

twoo items yielded good reliability in all other studies reported in this thesis. We computed scale averages for 

reasonss of consistency and brevity, but more importantly, the results as reported are identical to those obtained 

whenn analyzing the individual items separately. 
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Tablee 6. Mean Scores and Standard Deviations of the Dependent Variables by Experience and 

Cuess to Identity 

Inexperiencedd Experienced 

Reductionn of ambiguity 

SD SD 

Positivityy of impressions 

SD SD 

Certainty y 

SD SD 

Mediumm satisfaction. 

SD SD 

Noo Cues 

4.46a a 

1.07 1.07 

4.86a a 

0.75 0.75 

5.67a a 

1.01 1.01 

4.40a a 

1.50 1.50 

Cues. . 

4.59a a 

1.19 1.19 

5.07a a 

1.00 1.00 

5.54ab b 

0.94 0.94 

4.47a a 

7.55 5 

Noo cues 

4.66a a 

1.32 1.32 

4.70a a 

1.02 1.02 

5.91a a 

0.81 0.81 

5.43b b 

1.00 1.00 

Cues s 

4.72a a 

1.85 1.85 

5.18a a 

0.75 0.75 

5.23b b 

0.93 0.93 

4.28a a 

1.28 1.28 

Note.Note. Means in the same row with a different subscript differ significantly from each other at 

p<.05 p<.05 

Certainty.Certainty. With respect to participants' level of certainty, results showed a main effect 

off  cues, F(\, 101) = 4.87, p < .05. Contrary to the expectations, participants in the cues 

conditionn felt less certain (M = 5.40, SD = 0.94) than those in the no-cues condition (M = 

5.77,, SD = .93). Experience with the medium had no significant effect on certainty, F(l, 101) 

== 0.04, ns. Although the interaction was not significant, F(l, 101) = 2.30, ns, the means 

portrayedd in Table 6 suggest that cues had a somewhat stronger effect on certainty among the 

experiencedd users. 

MediumMedium Satisfaction. A main effect was found for cues, F(l, 101) = 4.04, p < .05. In 

thee cues condition, respondents were less satisfied (M = 4.40, SD = 1.42) than in the no-cues 

conditionn (M = 4.84, SD = 1.40). Experience had no significant effect on satisfaction with the 

mediumm F(\, 101) = 2.49, ns. However, the interaction effect was significant, F(\, 101) = 

5.14,, p < .05. Inspection of the means showed that there was no difference between cues 

conditionss for the inexperienced users, F(l, 55) = 0.03, ns. For the experienced users, 

however,, there was a strong difference such that participants in the no-cues condition were 

muchh more satisfied (M = 5.43, SD = 1.00) compared to those in the cues condition (M = 

4.2%,4.2%, SD= 1.28), F{ 1,46)= 11.71,/? = .001. 



ChapterChapter III:  From Attraction to Co-Action StudyStudy 3.1 55 

Discussion Discussion 

Expectationss with respect to the effect of cues to identity on interpersonal evaluations 

regardingg impression formation were partially confirmed. Contrary to the predictions, the 

presencee of cues to identity did not show to reliably reduce ambiguity. Although the mean 

scoree for reduced ambiguity without the presence of cues to identity was slightly lower 

comparedd to the conditions with cues to identity, this difference proved not significant. 

However,, no decisive conclusions can be drawn, since the reliability of the scale was 

unacceptablyy low. The prediction regarding the positivity of impression was confirmed. As in 

Studyy 2.2, the presence of cues to identity resulted in more positive impressions. 

Contraryy to these positive effects of cues to identity on impression formation, 

however,, cues to identity had negative effects on variables related to evaluations of the 

interaction.. This is a paradoxical finding: When people liked their partners more, they disliked 

thee interaction more and evaluated the medium more negatively. For example, participants 

feltt more certain when interacting without having any cues to the identity of their partner. The 

samee effect was found for satisfaction with the medium: again, absence of cues to identity 

renderedd more satisfaction compared to the condition where cues to identity were given. 

Closerr inspection of the results showed that inexperienced users' satisfaction on both 

dimensionss was more or less unaffected by the presence of cues to identity. The experienced 

userss were the ones who were markedly more satisfied with the medium (and certain) when 

cuess to identity were absent. 

Thesee results are contradictory to expectations based on prior research and a large 

portionn of the wider literature on CMC and its social effects. Although expectations were that 

experiencedd users should value the presence of cues to identity less than inexperienced users, 

thiss does not account for a reversal of the type found. That users would be more happy to 

collaboratee anonymously does not sit comfortably with the ideas derived from URT that 

peoplee will try to reduce uncertainty in order to predict outcomes of interactions (Berger, 

1988;; Berger & Calabrese, 1975). 

Off  course, it should be considered that cues to identity may not have had the effects on 

certaintyy and medium satisfaction as predicted by URT, because the interaction was not really 

aa socio-emotionally complex one, and quite minimal as well. As was shown in Chapter II, 

cuess to identity are especially valued when a task is socio-emotionally demanding, and results 

off  Study 2.1 would suggest that the task used in the present research (exchanging ideas) does 

nott score highly on socio-emotional complexity. It is certainly possible that the tasks used in 
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thiss experiment were not complex enough to find effects consistent with the classical theories 

andd consistent with predictions (i.e., that cues to identity would be associated with more 

satisfaction).. However, the usage of a less complex task should, according to these classical 

theoriess and according to the results of Study 2.1, lead to results that show that people will be 

indifferentindifferent with respect to the presence of cues to identity or not. In other words, it is difficult 

too rhyme classical theories with the findings of the present research that people prefer to 

interactt anonymously. Moreover, classical theories would have difficulties accounting for the 

inconsistenciess across results: cues had a positive influence on person perception, but not on 

satisfactionn with the medium and certainty. 

Itt is important to stress that the cues presented in this design were not related to the 

messagee itself. As was discussed in Chapter I, it is vital to distinguish cues to meaning from 

cuescues to identif}'. The assumption that is made by the Information Richness Theory (Daft & 

Lengel,, 1986), suggesting that richness of the content of a message should be matched by the 

richnesss of a medium therefore provides no explanation for the results in this study. As 

discussedd earlier. Information Richness Theory draws heavily on the importance of cues to 

meaning:: being able to convey a complex message by using body language, tone of voice, or 

thee communication of feelings and emotions is in a fundamentally different category than are 

cuess to identity that primarily provide background information about the communicators. In 

sum.. the conclusion that people prefer anonymity because of the limited complexity of the 

contentt of interaction (both in terms of informational as well as socio-emotional complexity) 

doess not appear satisfactory either. 

Becausee classical theories offer no satisfactory alternative explanation for these 

paradoxicall  results, it would appear prudent to replicate the study in a setting that involves 

reall  interaction and is more demanding in many ways. Doing so, would overcome the 

potentiall  weakness of this first study. Because of the limited false feedback that was generated 

byy the computer, very lively interaction was impossible, which might have restricted the 

ecologicall  validity of the findings to "real" computer mediated communication. Moreover, 

usingg a more socio-emotionally complex task would contribute to a better test of the 

hypotheses,, for reasons outlined above. A similar improvement to this study could be made 

withh regard to the relevance or importance of the interaction. It would be a fairer test of 

URT'ss predictions and classical media theories if participants interact on a topic that is of 

interestt to them: it is under these conditions that the need to reduce uncertainty should be 

strongest.. Thus, in an attempt to overcome these shortcomings of Study 3.1, the next 

experimentt examines the same hypotheses, but in a context in which participants had real 
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interactionn in a more natural setting. In fact, the setting was one in which the interaction and 

itss outcomes were of considerable importance to the participants. 



58 58 CuesCues to Identity' in CMC 

STUDYY 3.2: CUES TO IDENTITY IN ONLINE CO-ACTION 

Studyy 3.2 was an experiment conducted within two modules of the undergraduate program in 

Communicationn Science at the University of Amsterdam. Participants were regular students 

whoo undertook the online interaction as part of their coursework. They discussed opinions and 

ideass about a case that was presented in a seminar meeting. The discussants were motivated to 

exchangee their thoughts about the presentation, and to express to what extent the ideas discus-

sedd matched their own opinions and beliefs. This exchange was to be used as input for a paper 

theyy had to write in order to complete the module successfully. Thus, the assignment was one 

whichh was both relevant to the course and upon which their final grade depended in part. The 

experimentt was designed to replicate Study 3.1 in a setting with real interaction. Participants 

interactedd with each other via an online java-chat. 

Ass in Study 3.1, the purpose of the experiment was to test how the presence of cues to 

identityy would affect evaluations of the interaction. One key difference with the prior study, 

however,, was that in this study it proved impossible to distinguish between experienced and 

inexperiencedd users because all users had approximately equal levels of experience. 

Predictionss were simply that findings of Study 3.1 would be replicated: cues to 

identityy would have negative effects on the perceptions of the interaction. Again, the cues to 

identityy that were provided were not in any obvious way related to the meaning or content of 

interactions,, for they consisted of portrait pictures and first names only. In addition to 

satisfactionn with the medium, the effect of cues to identity on (subjective) performance was 

examined.. Thus, this study asked the additional question of whether the presence of cues to 

identityy affect the subjective performance during the interaction11 

Method Method 

ParticipantsParticipants and Design 

Sixty-sixx undergraduate students of the University of Amsterdam (18 male, 48 female, aged 

23.622 on average, SD = 2.79) participated in the experiment. All participants were engaged in 

""  After the experiment, participants were carefully debriefed. Participants were made aware that the 

presencee of cues to identity was manipulated, and that this could have had an influence in how they performed 

duringg the chat. Participants were told that the outcomes of the interaction would not be evaluated by the 

instructor,, and would thereby not be of influence on their grade for the course. 
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thee same university course, which was split in different subgroups taught at different times 

andd locations. Dyads were quasi-randomly formed, such that participants within a dyad came 

fromm a different subgroup. This procedure minimized the chance that partners would have had 

extensivee or close contact prior to their discussion. The task was to discuss a topic that formed 

thee basis of a paper they had to write in order to complete the course successfully.12 The 

experimentt had one factor within which two conditions were compared (cues to identity: cues 

versuss no cues). As in Study 3.1, cues to identity were provided by means of presenting first 

namess and portrait pictures (taken 2 weeks before the interaction). 

ProcedureProcedure and Independent Variables 

Thee experiment was conducted in two separate laboratories. In each laboratory a number of 

personall  computers were placed, connected to a network. Participants were invited to one of 

thee two laboratories based on the subgroup they belonged to. This was done in order to 

preventt the members of one dyad meeting each other prior to the interaction. Dyads were 

randomlyy assigned to one of the conditions and dyads were randomly formed, each partner 

belongingg to a different group.13 Instructions were given via the PC. Participants were asked 

too reflect on the topic over a period of fifteen minutes. The participants were stimulated to 

discusss the case that was presented and to express to what extent the ideas presented were in 

linee with their own thoughts on the topic. The output of the discussion would form the basis 

forr a paper they were to write in the following week. Participants were told that they would 

interactt with a student from a different subgroup. In the condition without the cues to identity, 

participantss were asked not to reveal their names or any other personal information. 

DependentDependent Variables 

Followingg the interaction, participants were presented with a number of statements which they 

indicatedd agreement with on 7-point scales, ranging from 1 = Strongly disagree to 7 = 

Stronglyy agree. Satisfaction with the medium was measured with three statements ("I feel 

confidentt about this medium", "I find this a pleasant medium to use", and "I prefer this way 

122 Participants were to reflect on a lecture given by a guest-speaker. 
133 In the condition where cues to identity were provided, sex was kept constant in order to prevent 

(possible)) biases on the basis of sex. Unfortunately, due to skewed distributions between the groups, it was not 

possiblee to control for sex in all of the no-cues dyads. However, results in the mixed sex dyads did not differ 

fromm the same sex dyads. 
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off  collaborating over communicating FtF'; Cronbach's alpha = .64). Three statements 

measuredd (subjective) performance ("I feel confident about the product we delivered". "I have 

learnedd much about the topic", "1 have told a lot about the topic"; a = .66). Two statements 

addressedd the certainty of the participants (" I felt uncertain during the interaction" (recoded), 

' ii  felt comfortable during the interaction", a = .54), 

Data Data 

Duee to some technical malfunctioning not all data were filed, and missing values for the 

variablee measuring subjective performance were found for six cases. These missing values 

weree replaced by the mean values per condition. 

Results Results 

Afterr controlling for outliers by computing Mahalanobis distances (Tabachnick & Fidell, 

1996),, one case was identified as a multivariate outlier on the key dependent measures and 

subsequentlyy removed from the analysis. In order to compare results per condition (cues 

versuss no cues), /-tests were conducted. Table 7 shows the effects of cues to identity on both 

dependentt variables. 

MediumMedium Satisfaction. The finding that cues have a negative effect on medium 

satisfactionn was replicated, ?(63) = 2.01, p < .05. In the cues condition respondents were less 

satisfiedd with the medium (M = 3.50, SD = 1.07), compared to the no cues condition (M = 

4.07,, SD = 1.20). 

SubjectiveSubjective Performance. The presence of cues had a negative effect on how respon-

dentss perceived their performance, /(63) = 2.32, p < .05. In the cues condition respondents 

weree less satisfied with their performance (M = 3.19, SD = 1.14), compared to the no cues 

conditionn (M = 3.80, SD = .97). 

Certainty.Certainty. The presence of cues did not affect the certainty of the participants, t(62>) = 

0.54,, ns. 
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Tablee 7. Mean Scores and Standard Deviations of the Dependent Variables for the Conditions 

Withh and Without Cues to Identity 

Mediumm satisfaction 

SD SD 

Subjectivee performance 

SD SD 

Certainty y 

SD SD 

Noo cues 

4.07a a 

1.20 1.20 

3.80a a 

.97 .97 

5.53a a 

1.01 1.01 

Cues s 

3.50b b 

1.07 1.07 

3.19b b 

1.14 1.14 

5.61a a 

.85 .85 

Note.Note. Means in the same row with a different subscript differ significantly from each other at 

p<.05 5 

Discussion Discussion 

Thee findings of this study largely replicate those of Study 3.1. Results show that participants 

thatt worked together on a task without the information that describes the communication 

partner,, evaluated the interaction more positively compared to those who had personal 

informationn present. Again, this study indicates that people are more satisfied when 

interactingg in the absence of cues to identity. Not only were they more satisfied with the 

medium,, they also indicated to have performed better. In contrast to the previous study, 

presencee of cues to identity did not affect certainty. A possible explanation for this could be 

that,, in comparison with Study 3.1, a different measure of certainty was used. I used retro-

spectivee questions in which it was made explicit that people were to self-assess their levels of 

comfortt and certainty during the interaction (hoping this would strengthen the findings). 

However,, it may have been more difficult for participants to assess such states retrospectively, 

andd also the participants may have been reluctant to qualify themselves as uncertain or less 

thann comfortable. Nonetheless, the effects on the other two dependent variables are clearly 

suggestivee that satisfaction with the interaction was decreased in the presence of cues to 

identity. . 

Itt should be noted that the cues to identity that were presented in this study were not 

testedd for neutrality. Contrary to the previous studies, where false feedback was used, "real" 

namesnames and pictures of both participants were shown. So we can not be certain that portrait 

picturess were content neutral. Even though the experimenters motivated the participants to 

lookk "neutral" (i.e., all pictures were taken from the same angle, participants were asked not 
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too smile or look bored or angry) results may have been affected by physical appearances. The 

usuall  way of overcoming this, and the technique used in all other studies in this thesis, is to 

usee a standardized set of photographs to cue identity. A procedure like this might offer more 

insightt in the mere presence of cues to identity in this form, but also risk contamination in that 

participantss might mention physical features in the photograph that do not belong to the actual 

partnerr (cf. Walther et al., 2001). In any case, taking the results of the present study in 

conjunctionn with the prior one, it seems unlikely that a lack of neutrality of the cues was 

solelyy responsible for the results reported. 

Thee results corroborate the finding that cues to identity are actually associated with 

dissatisfaction.. This result is puzzling when viewed compared with the results of Chapter II 

withh regard to anticipated interaction, when compared with the wider research literature on 

mediaa choice, and when compared with what traditional theories of media choice and 

uncertaintyy reduction would predict. More specifically, these results seem contradictory to 

SocialSocial Presence Theory (Short, 1974; Short et al., 1976), Reduced Social Cues Approach 

(Culnann & Markus, 1987), and the Cuelessness Model (Rutter & Stephenson, 1979), all of 

whichh would lead to predictions that having cues to identity would benefit the interaction (or 

possiblyy be neutral in conditions in which cues would not be appreciated, such as non-

complexx tasks). All in all, there appears to be no clear-cut explanation suggested by either of 

thesee approaches for the fact that anonymity was preferred in this study. 

AA possible explanation is that it is not so much the identifiability of the other that is 

responsiblee for the effects found, but more the discomfort caused by the presumption of being 

seenn by the other. In other words, it could be that the presence of a portrait picture and 

biographicall  information may have reduced the freedom of self-presentation that comes along 

withh anonymous communication (see Walther, 1996; Walther et al., 2001). Support for this is 

foundd in a study by Walther, Slovacek, and Tidwell, that showed that in the presence of 

photographicc information, participants were less able to mold the impressions that others 

impressionss formed of them (Walther et al., 2001). However, whether this would result in 

dissatisfactionn about the interaction remains unknown. If this were the case, one would have 

too presume that in the absence of cues, participants felt less self-aware. Unfortunately, self-

awarenesss measures were not included in the study, so there is no possibility to check for this. 

However,, in two studies by Postmes and colleagues (2002), no proof was found that being 

identifiablee caused participants to be more self-aware. Thereby, the assumption that 

identifiabilityy of the self is responsible for the discomfort seems no completely satisfactory 

explanation. . 
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Anotherr tentative explanation is that it is not merely the medium or the interaction 

itselff  that is responsible for the outcomes, or that it is something in the interpersonal 

impressionss and perceptions that causes these social outcomes. Indeed, the wider context in 

whichh the interaction took place should also be taken into account. It may be that despite the 

greaterr potential for interpersonal affection and disambiguation that cues to identity provide, 

theirr effects are rather different at a higher level of social abstraction. In other words, despite 

thee fact that these are all studies of two individuals in interaction, it might be beneficial to 

examinee whether these individuals recognize themselves to be part of a larger social structure. 

Thee reason for this being beneficial becomes apparent when taking into account the research 

literaturee on the effects of anonymity in groups: Here there is clear evidence of a parallel 

effectt whereby anonymity is sometimes associated with a variety of strong social effects. 

IndividuationIndividuation as Explanation 

Inn research on groups, there is quite a bit of evidence to suggest that under specific 

circumstancess (namely when social identity is made salient) anonymity can accentuate the 

perceptuall  unity of the group, and thereby enhance group members' feelings of attraction and 

identificationn to the group (e.g., Lea et al., 2001; Postmes et al., 2001; Sassenberg & Postmes, 

2002).. The reason for this is that information about idiosyncratic characteristics of someone 

stressess the unique individuality of the person, thereby individuating a person (Spears & Lea, 

1992).. According to the Social Identity model of Deindividuation Effects, or SIDE for short, 

itt is the inability to individuate a person that can emphasize the shared group identity (Reicher 

ett al., 1995; Spears & Lea, 1994). SIDE proposes that when perceptions of people cannot be 

formedd on the basis of idiosyncratic characteristics, because cues to identity that stress the 

individualityy of a person are not available, the emphasis can shift to a higher level of inclu-

sivenesss (Spears & Lea, 1992). This is because an absence of these cues provides a context in 

whichh individual differences are obscured (cf. Sassenberg & Postmes, 2002). So, provided 

thatt there is a basis for social categorization, not being able to perceive the self and the other 

ass individuals may accentuate the unity of the group, and cause persons to be perceived as 

groupp members rather than as unique individuals, and maybe more importantly, the other way 

around,, presence of cues to identity might individuate, and focus attention on the individuality 

off  group members, automatically disrupting the "unity" of the group. 

Iff  one applies this reasoning to dyads, the same processes could be operating, provided 

thatt there is a recognition within that dyad that each member is part of the same overarching 

sociall  group (e.g., both are students of the University of Amsterdam, both are 
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Communicationss students, both follow the same course). Such reasoning may be also applied 

too interpersonal encounters, because the recognition of shared group membership is not 

restrictedd to groups of larger sizes: As Turner (1987) points out, people can see themselves as 

closelyy intertwined with, and functionally indistinguishable from their groups even in 

completee isolation. The consequence of this is that an isolated individual can display group 

behaviorr just as much as a member of a crowd: all it takes is to act in terms of a social 

identity.. Thus, also in the dyads under observation here, the same group processes could 

operatee to those studied by SIDE. Of course, the findings reported above could only be 

identifiedd as being SIDE effects if there was a shared group membership to provide a 

sufficientlyy strong awareness of a shared social identity. Under such conditions, it makes 

sensee for the absence of cues to one's individual identity to foster a feeling of being part of 

thee same group, which in turn had a positive effect on how participants perceived (or enjoyed) 

theirr collaboration, and the quality of the medium facilitating it. 

Inn sum, it would appear that the contradictory pattern of results emerging from the 

studiess presented so far in this chapter and the preceding one may be explained more fully if 

wee turn to the third aspect of person perception that was identified in the introduction—the 

social-categoricall  effects of cues on the perception of self and other as belonging to the same 

(orr different) social group. In the next study, this was tested directly by examining the 

individuatingg effect of cues to identity such as portrait pictures and first names, and looking at 

thee effect of an absence of these cues on perception of shared group membership and the 

perceivedd performance. 
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STUDYY 3.3: ABSENCE OF CUES AND SHARED SOCIAL IDENTITY 

Thiss study seeks to confirm that the presentation of cues to identity as idiosyncratic person 

characteristicss stress the individuality of that person, and may cause this person to be "set 

apart""  from a social background, be it other people in general or certain groups in particular 

(cf.. Spears & Lea, 1992). In particular, this study seeks to demonstrate that not having those 

cuess can shift the perception of the person's relation to the self to a higher level of 

inclusiveness—shiftingg the focus within the dyad from an interaction between "me" and 

"you""  to "us" (Spears & Lea, 1992). This would be consistent with research in groups 

showingg that the absence of cues to identity may provide a context in which individual 

differencess are obscured (cf. Sassenberg & Postmes, 2002). Moreover, this addresses a third 

aspectt of person perception that was hitherto not considered in this research, namely that of 

sociall  categorization of members of the dyad in terms of a shared social identity 

Inn order to test these assumptions, an experiment was conducted that was almost an 

exactt replication of Study 3.1. Participants were made to believe that they were interacting 

withh a partner while in reality the interaction was false (cf. procedure of Study 3.1). Again, 

cuess to identity in the form of portrait pictures of both the participant and the alleged partner 

weree presented along with first names, or not. However, in this study, one extra variable was 

introduced.. In an attempt to explain the effect of the preceding studies, the degree to which 

thee participants saw themselves and the other as being part of one group was manipulated. 

Basedd on assumptions derived from SIDE, expectations were that, when impressions cannot 

bee formed on the basis of personal (idiosyncratic) information (i.e., when cues to identity are 

absent),, people are likely to be seen as representatives of their group in a context where a 

salientt shared identity is known or can be inferred. Thus, in the present study participants' 

personall  or social identity was made salient (or more prominent) within the context of the 

experiment.. In one condition an attempt was made to enhance participants' personal identity 

(ass distinct and idiosyncratic individuals), whereas in the other condition a social identity was 

madee salient which participants shared with their partner—both being members of the same 

groupp at a higher level of social abstraction. It was predicted that the absence of cues to 

identityy in the form of a photograph and first name would enhance the experience of having a 

sharedd identity, particularly in the conditions in which this shared identity was made salient. 

Moreover,, a similar pattern of results was predicted with regard to the (subjective) perfor-
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mancee of dyads: The absence of cues should boost performance, particularly when a social 

identityy is salient. 

Method Method 

ParticipantsParticipants and Design 

Onee hundred eighty students from the University of Amsterdam (52 male, 128 female, aged 

200 on average, SD = 2.23) participated in return for a financial compensation. The study had a 

22 (cues to identity: no cues vs. cues) x 2 (personal identity salience vs. group identity 

salience)) factorial design. The cues condition was manipulated in identical fashion to Study 

3.1:: by showing portrait pictures and first names, or not. Identity salience was manipulated by 

meanss of the "three things manipulation" of identity salience developed by Haslam et al. 

(1999).. Through this technique, group versus personal identity was made salient by letting 

participantss think about themselves in terms of their unique individuality as a person, or in 

termss of their social identity as both being a student at the same university. 

ProcedureProcedure and Independent Variables 

Withh the exception of the manipulation of identity salience, the experiment was an exact 

replicationn of Study 3.1. The procedure was the same, until after participants were asked 

demographicc questions. At that point, identity salience was manipulated by means of the 

"threee things-manipulation". This manipulation encourages participants to think about them-

selvess as an individual or in terms of their membership of a social group. This was done by 

askingg participants to list up to three things that they did relatively often, rarely, well, and 

badlyy as a person or as a group (Haslam et al., 1999). The social group that was made salient 

wass the University of Amsterdam. Participants were told that their partner also studied at the 

samee university. Subsequently, participants were told that the computer would randomly 

selectt a partner, and they saw the computer establish a connection with this person via a 

server.. The experiment then proceeded as in Study 3.1. As before, participants "exchanged" 

opinionss on five topics. 

DependentDependent Variables 

Followingg the simulated interaction, participants were presented a number of statements (7-

pointt scales, 1 = I strongly disagree, 7 = I strongly agree) measuring the effect of the manipu-

lationss on the dependent variables. Dependent variables were perceived shared identity, as 
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welll  as those of Study 3.1 {reduction of ambiguity, positivity of impression, certainty, and 

mediummedium satisfaction), and subjective performance from Study 3.2. Finally, a statement was 

addedd assessing work satisfaction. 

SharedShared identity was measured with a 6-item scale. Participants indicated agreement 

withh 3 items ("I have the feeling that my partner and I are part of the same group", "I think 

myy partner and I are part of a larger group" and "I feel connected to the other person"). In 

additionn to these, three pairs of pictorial representations of the dyad were presented, with 

participantss indicating which picture depicted their dyad best (see Figure 1). The scale had 

goodd internal reliability (a = .70). 

Figuree 3: Pictorial measurements of shared identity 

Itemm 1 

Itemm 2 O  O

Threee statements assessed the reduction of ambiguity ("I have got a clear impression 

off  my partner", "I have a complete impression of my partner", and "I think that I see my 

partnerr the way he/she really is"; a = .76). 

PositivityPositivity of impressions was measured with two statements ("I have got a positive 

impressionn of this person" and "I find this a nice person"; a = .57). 

CertaintyCertainty was measured using four statements ("At this moment I feel at ease / not at 

ease""  (recoded), "At this moment I feel uncomfortable / comfortable", and "At this moment I 

feell  insecure / secure", "At this moment I feel uncertain / certain, a = .81). 

Twoo questions related to medium satisfaction ("I feel confident about this medium" 

andd "I find this a pleasant medium to use", a = .71). 

<G> > 
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WorkWork satisfaction was measured by five items ("Our dyad collaborated well", "I was 

ablee to concentrate on the task", "Our dyad worked effectively", "Our dyad communicated 

clearly",, and "I prefer this way of collaborating over Face-to-Face interaction"; a = .67). 

SubjectiveSubjective performance was measured by two statements ("I feel confident about our 

result""  and "We have delivered a good product"; a = .91). 

Results Results 

Resultss were analyzed with 2 (cues to identity: no cues vs. cues) x 2 (personal identity 

saliencee vs. group identity salience) analyses of variance. The identity manipulation (whether 

thee participant perceived him/herself in terms of his/her personal identity or group identity) 

hadd no effect on any of the dependent variables (none of the main effects or higher order 

interactionss were significant, all Fs < 1.70). Therefore, I shall not report results for this 

manipulation,, and results wil l be based on t-tests. Table 8 shows the main effects of cues on 

thee dependent variables. 

Thee perception of a shared identity was significantly influenced by the presence of 

cues,, /(178) = 2.35, p < .05. In the condition where cues to identity were present, the 

participantss perceived less shared identity (M = 3.73, SD = .72), compared to the conditions 

withoutt cues (M= 3.97, SD = .63). 

Withh respect to impression formation, the presence of cues had no significant effect on 

reductionreduction of ambiguity, t(\7S) = 1.33, ns, nor with respect to positivity of impression, /(178) = 

1.28,, ns. The presence of cues also did not significantly affect the degree of certainty, /(178) = 

.68,, ns. 

MediumMedium satisfaction was not significantly affected by cues to identity, /(178) = .68, ns. 

However,, the availability of cues did influence work satisfaction, /(178) = 2.41,/? < .05. In the 

conditionn with cues, participants were less satisfied (M = 4.22, SD = 1.02), compared to the 

conditionss without cues (M= 4.58, SD = .94). 

SubjectiveSubjective performance was also influenced by cues, r( 178) = 2.00, p < .05. 

Participantss who were given cues to identity were less satisfied with their performance (M = 

4.10,, SD = 1.32), compared to participants in the no-cues condition {M = 4.48, SD = 1.21). 
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Tablee 8. Mean Scores and Standard Deviations of the Dependent Variables for the Conditions 

Withh and Without Cues to Identity 

Sharedd Identity 

SD SD 

Positivity y 

SD SD 

Certainty y 

SD SD 

Mediumm satisfaction 

SD SD 

Workk satisfaction 

SD SD 

Subjectivee performance 

SD SD 

Noo cues 

3.97a a 

1.05 1.05 

4.49a a 

0.71 0.71 

5.55a a 

0.97 0.97 

4.89a a 

1.31 1.31 

4.58a a 

0.94 0.94 

4.48a a 

1.21 1.21 

Cues s 

3.73b b 

.92 .92 

4.63a a 

0.76 0.76 

5.45a a 

1.06 1.06 

4.73a a 

1.40 1.40 

4.22b b 

1.02 1.02 

4.10b b 

1.32 1.32 

Note.Note. Means in the same row with a different subscript differ significantly from each other at 

p<.05 5 

Summarizingg the results, the participants experienced more of a shared identity in the 

absencee of cues to identity, and in the same condition they experienced greater work 

satisfactionn and better (subjective) performance. In order to test the prediction that the effect 

off  these cues on subjective performance was mediated by shared identity, a path-analysis was 

performedd (Baron & Kenny, 1986). Results of this path-analysis are displayed in Figure 2. 

Regressionn analysis showed that presence of cues had a significant negative impact on 

sharedshared identity (P = -.17, p = .020). Shared identity significantly affected subjective 

performanceperformance (p = .22, p < .005). The presence of cues to identity was also significantly 

negativee related to subjective performance (P = -.15, p < .05). However, a mediational 

analysiss showed that the effect of the cues was reduced to insignificance (P = -.12, p = .12) 

whenn the mediator shared identity was entered into the regression equation. The reverse 

modelmodel did not show mediation, all of which supports the conclusion that mediation has been 
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Figuree 2: Path model for the effect of cues to identity and shared identity on subjective 

performance. . 

Cuess to identity 

*p<*p<  0.005 

p<.05 p<.05 

(-.15*) ) 

-.12 2 

Sharedd Identity 

.22' ' 

Subjective e 
performance e 

demonstratedd (Baron & Kenny, 1986). So, the analysis showed that shared identity partially 

mediatess the effect of presence of cues and subjective performance: Without the mediator, the 

explainedd variance was lower (R2 = .022) than with the mediator included (RJ = .059). 

Althoughh this added explained variance is relatively small, the change in R2 proved 

significant,, F( 1, 178) = 6.94,p< .0\. 

Discussion Discussion 

Thee results of this study provide us with important insights into what might be an explanation 

forr the counter-intuitive results that were found in the Studies 3.1 and 3.2. In some ways, 

peoplee prefer to work anonymously to having cues to identity that enable them to perceive 

theirr interaction partner as a distinct individual. In this study, the effect of cues to identity on 

interpersonall  judgments (ambiguity reduction and positivity of impression) proved insignifi-

cant,, as well as the effect on satisfaction with the medium itself. On other variables, however, 

thee results corroborated those of prior studies. Thus, the presence of cues to identity did affect 

howw satisfied the participants were when working with their partner, and on how well they 

thoughtt they performed. In conditions without these cues, participants were more satisfied 

aboutt the collaboration and were more confident about the outcomes. As was shown in the 

mediationn analysis, this effect is partially mediated by the feeling of a shared identity, in other 

words,, the social categorization of members of the dyad as part of a larger social group. 

Contraryy to what was expected, the manipulation of social identity salience did not 

affectt the relation between cues to identity and perceived shared identity. Although unfortu-
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nate,, this may point to a failure to manipulate identity salience—a concept which is 

notoriouslyy hard to manipulate in such a fashion that it has strong effects which persist over 

thee course of an experiment (e.g., Turner, 1999). Moreover, this failure to detect effects may 

bee because participants remained quite aware to be interacting with an ingroup other, even 

whenn personal identity was made salient. Thus, interacting in the absence of cues itself 

providedd sufficient basis for the perception of being part of an overarching group. As a result, 

thee mere fact that participants expected their alleged partner to be a student, sufficiently 

fosteredd a feeling of a shared social identity, which was strengthened by the inability to 

individuatee one another. 

Thesee results indicate that cues to identity do not only affect perceptions on a 

(inter)personall  level, in such a manner that they contribute to a more "personal," and less 

"mechanical,""  impression of the other (cf. Culnan & Markus, 1987; Rutter & Stephenson, 

1979;; Short et al., 1976). In fact, the results of the present study failed to find support for this 

prediction.. However, results also show that cues to identity can have quite strong effects on 

perceptionss of the other and self as related to each other on a higher level of social 

abstraction.. The assumptions derived from group research, and more specifically research 

examiningg the influence of (de-)individuation, are supported (see Postmes & Spears, 1998; 

Reicherr et al., 1995; Spears & Lea, 1992). Factors that have traditionally been held respon-

siblee for limiting individuation in groups, such as anonymity and group immersion 

(Zimbardo,, 1969) do not preclude social effects (Postmes & Spears, 1998). Working together 

onn a task, in a context where the feeling of belonging to the same group is strengthened by the 

inabilityy to focus on interpersonal differences has positive consequences in that it leads to 

moree work satisfaction and more confidence in the outcomes of the interaction. These 

outcomess qualify the "straightforward" assumptions made in classic theories of CMC 

regardingg the effects of cues to identity. Whereas they seem to have somewhat positive 

(althoughh not generally consistent) effect on interpersonal judgments, their effect on outcomes 

connectedd to social relations seem to be more complex. 



72 72 CuesCues to Identic in CMC 

GENERALL DISCUSSION 

Thiss chapter presented effects of cues to identity that seem contradictory to one another. On 

thee one hand, the cues to identity as used in the studies have proved to be beneficial when it 

comess to forming positive, less ambiguous impressions of the other, in line with theories that 

emphasizee the importance of "personalizing" communications such as Social Presence 

TheoryTheory (Short, 1974; Short et al., 1976), Reduced Social Cues Approach (Culnan & Markus, 

1987),, and the Cuelessness Model (Rutter & Stephenson, 1979). All of these approaches 

stresss the importance of cues to identity, for, as it was put by Rutter (1987) "Cuelessness leads 

too psychological distance, psychological distance leads to task-oriented and depersonalized 

content,, and task-oriented depersonalized content leads in turn to a deliberate, unspontaneous 

stylee and particular types of outcomes" (Rutter, 1987, p. 74). This implies that interactions 

thatt do not allow the transmission of these cues are less personal and increase the 

psychologicall  distance between communicators. This idea is in line with the general belief 

thatt communicators strive to develop a positive and meaningful relationship, and in order to 

achievee this, information about the individual with whom one is interacting is desired (cf. 

Walther,, 1992; Walther et al., 1994). Indeed, the studies reported here show some evidence 

thatt cues to identity are valued for their impact on person impressions: some studies indicate 

thatt they reduce ambiguity and make impressions more positive. Even the relatively minimal 

andd neutral cues that were used positively influenced impression formation, and were believed 

too be valuable, especially when tasks were thought to be socially complex. 

Yet,, the effect of these cues to identity on perceptions of the interaction seem 

contradictoryy to these findings. Based on assumptions derived from Uncertainty Reduction 

TheoryTheory (URT, Berger & Calabrese, 1975), which states that one of the main goals of strangers 

meetingg each other is to reduce uncertainty, exchanging information is believed to be vital. 

Exchangee of information, both verbally and non-verbally, enables people not only to picture 

thee other, but also to describe and predict the other's behavior (Berger, 1988). Therefore, it 

seemss surprising that interaction-related perceptions, such as medium satisfaction, work 

satisfactionn or (subjective) performance are not affected in the same positive way by the 

presencee of cues to identity. Results for the direct measures of certainty in these studies were 

mixed:: Participants indicated feeling less certain when cues to identity were present in one 

study,, and although effects were in similar direction in the other studies these were not 

reliable.. Nonetheless, a meta-analysis across the three studies reveals that cues have a small 
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butt reliable effect on certainty, such that cues to identity decrease certainty, r = -, 11, Z = 1.96, 

pp < .05. Moreover, when it came to evaluating the interaction in terms of work satisfaction 

(Studyy 3.3), (subjective) performance (Study 3.2, 3.3), or satisfaction with the medium (Study 

3.11 and 3.2), participants preferred to be working anonymously. 

Inn the search of an explanation for these results, Study 3.3 investigated the possible 

effectt on a third aspect of person perception: the social categorization of the dyad in terms of 

aa shared social identity. In a context where there is ground for participants recognizing 

themselvess as belonging to a same (social) group, shifting attention away from individual 

characteristicss of the partner might emphasize shared group membership. Inversely, emphasi-

zingg unique individual characteristics of a person might very well distract attention from what 

iss shared by focusing attention on idiosyncratic differences between group members. The cues 

too identity that were presented in the studies so far, were believed to fulfil l just this function: 

Informationn about physical appearance, in combination with biographical information and a 

firstfirst name, all provide information that helps to form a clear and distinct impression of the 

individual,, with the consequence that this person is likely to be seen as an idiosyncratic 

individual.. Individuating a person in this way by stressing his or her unique individuality is 

believedd to set an individual apart form his or her (social) background (Spears & Lea, 1992). 

Itt is this process that was shown to be operating in Study 3.3, and which could be underlying 

thee counter-intuitive results in this chapter. If so, this would be consistent with SIDE (Reicher 

ett al., 1995; Spears & Lea, 1994) which assumes that individuation de-emphasizes shared 

groupp identity. On the other hand, if idiosyncratic information about an individual is absent, 

andd there is a reason to assume some kind of shared group membership with the other actor in 

thee dyad, the inability to individuate might enhance feelings of a shared identity as members 

off  a higher-order social category or group, because individual differences are obscured (cf. 

Sassenbergg & Postmes, 2002). 

Whenn interpreting the above, it should be realized that the cues to identity which were 

usedd (e.g., pictures, or information about age, or first names) may cue not just individual 

distinctivenesss (or personal identity). On the one hand a certain cue stresses a target's 

personall  identity (e.g., knowing that someone's first name is Anthony), on the other hand the 

samee cue signals his belongingness to particular social groups (e.g., with this name, he can be 

identifiedd as male, as having a name from a Christian tradition, etc.). Thus, where in the 

presentt studies the presence of portrait pictures and first names emphasized the personal 

identityidentity of targets, and as a consequence diminished attention to the shared social identity, this 

needd not always be so. The same cues can, at least at a theoretical level and within a particular 
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sociall  context, be used to glean information about group membership. Thus, certain cues to 

identityy may foster social categorization whereby people are perceived as more or less 

interchangeablee members of a particular group. To a certain extent, such cues were also given 

inn the experiments in this chapter. For example, the fact that participants knew that their 

counterpartss from Study 3.3 were students at the University of Amsterdam, as were they, 

servedd as a social identity cue, which enabled the participants to see themselves and the other 

ass members from the same group. Both forms of cues can be considered as cues to identity, 

forr they provide information about the person involved, but at a different level. 

Itt is important to stress that the distinction between these two ways in which cues to 

identityy may be used can only be made with reference to the specific context in which they are 

given.. For example, knowing that someone supports Ajax is likely to be highly informative 

aboutt social identity in the context of a Dutch soccer match (Ajax is generally seen as the best 

soccerr team in the Netherlands) but it is more likely to be perceived as individuating 

informationn in the context of an international conference on communication. 

Anotherr issue involves whether cues to identity wil l be used as pointers for social 

identityy or for individual identity is the particular combination of cues available: Knowing 

thatt a person is male or female is not individuating in itself (and might even foster social 

categorizationn if this social identity is contextually made important or if, say, male gender is 

cuedd in conjunction with signals that the person is dominant and aggressive). It is the 

completee array of characteristics that stresses the individuality of a person, thereby making it 

harderr to perceive someone as an interchangeable member of a specific (social) group 

(Simon,, Pantaleo, & Mummendey, 1995). 

Summarizingg the above, it becomes clear that in order to investigate precisely the 

effectss of cues to identity, it is vital to make a distinction between two ways in which cues are 

usedd or deployed by perceivers. On the one hand cues to identity can be used to individuate a 

targett in terms of personal identity (turning particular cues to identity, in effect, into cues to 

personalpersonal identity). On the other hand, cues to identity may be used as a basis for social 

categorizationn and assignment of a target to a psychological in-group or out-group (turning 

cuess to identity into cues to social identity). In order to prevent confusion between these two 

radicallyy different effects which cues to identity can have, they wil l be labeled cues to 

personalpersonal identity and cues to social identity from now on. It should be understood, however, 

thatt there is nothing intrinsic about these cues to suggest that they wil l be used for the one or 

thee other purpose. 
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Inn the next chapter, the effect of these different functions of cues to identity wil l be 

investigatedd in more detail. In particular, I will look at the effect of cues that define a target as 

aa member of the ingroup or the outgroup. The effects of such cues to social identity are 

comparedd to effects of cues to personal identity, manipulated in a similar fashion to the 

studiess reported in the current chapter. 
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CHAPTERR IV: CUES TO IDENTITY IN AN INTERGROUP 

CONTEXT T 

Threee studies are presented in this chapter investigating the impact of two different types of 

cuess to identity. Based on the conclusions drawn in Chapter III , a distinction is made between 

cuess to personal identity and cues to social identity. Cues to identity may be used as cues to 

socialsocial identity and thereby "pigeon-hole" a target as member of a particular ingroup or out-

groupp (cf. Turner et al., 1987). Whether or not specific cues will be used to categorize or to 

individuatee depends on the situation at hand and the distinction between cues to personal 

identityy and social identity can only be made with reference to the specific context: 

".... categorizing is inherently comparative and hence is intrinsically 

variable,variable, fluid, and relative to a frame of reference. It is always context 

dependent.dependent. Self-categories do not represent fixed, absolute properties of 

thethe perceiver but relative, varying context-dependent properties" (Turner 

etal,etal, 1994, p. 456). 

Therefore,, people who are categorized as different in one context (e.g., women vs. men in a 

runningg competition) can be perceived as similar in another context (e.g., athletes vs. football 

players).. The particular categorizations that are likely to be made (and hence the particular 

cuess to identity that are likely to be picked up as cues to social identity rather than as cues to 

personall  identity) depend on the social identities that could be potentially salient. 

Thee factors which are classically involved in making social identities salient are fit and 

accessibility.accessibility. Fit refers to the relevance of categorizing so that categories are shaped that seem 

sensiblee (Bruner, 1957; Haslam, 2001; Oakes, 1987). For example, a Dutch social scientist 

wouldd categorize himself and others in such a way that the differences between the groups are 

largerr than the differences within them. So, categorization as social scientist would be fitting 

inn a multidisciplinary computer-technology conference attended by social scientists and 

computerr programmers, but less fitting in an international soccer contest, where the category-
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zationn on the basis of Dutch versus non-Dutch could fit  better. Accessibility is a closely 

relatedd concept, and refers to "category salience" (Turner et al., 1994). By this, a given 

categoryy is more likely to become salient to the extent that people recognize their belonging-

nesss to a specific group that has a prior meaning and significance to the perceiver (Haslam, 

2001).. To return to the example of the social scientist, categorizing himself as such could be 

lesss likely when he had just recently changed his career to social science after an earlier career 

ass a computer programmer. 

Inn line with expectations derived from SIDE (Reicher et al., 1995; Spears & Lea, 

1992)) expectations were that cues that emphasize the individuality and uniqueness of the 

personn (i.e., cues to personal identity) would make it less likely that particular cues would be 

usedd for group categorization on the basis of accessibility and fit (cues to social identity). In 

otherr words, cues to personal identity were expected to set a person apart from the social 

background,, thereby decreasing the categorizing effect of cues to social identity (cf. Spears & 

Lea,, 1992). Thus, expectations were that cues to personal identity would de-emphasize 

attentionn to the social identity of the target. As a result, targets were expected to be seen less 

ass members of their particular group. Targets would therefore be perceived not so much in 

termss of what is shared (when the target belongs to the same social group, or the ingroup) or 

whatt is not shared (when the target belongs to a salient other group, the outgroup) but more 

ass an independent individual. 

Thee consequences of this process, where cues to identity are so numerous and diverse 

thatt they result in personalized impressions and decrease attention to a target's social identity, 

aree examined in three studies. Study 4.1 and 4.2 examined how the different types of cues 

affectedd (online) collaboration preferences. Results showed that in conditions without cues to 

personall  identity, people prefer to collaborate with members of the ingroup, whereas in the 

presencee of cues to personal identity, this ingroup favoritism disappears. Study 4.2 specified 

thesee findings and isolates the level of identification with the ingroup as the process which is 

responsiblee for this phenomenon. 

Inn Study 4.3, effects of cues to personal and social identity were examined in a 

differentt setting. This study reports an experiment that investigated the effect of the two forms 

off  cues on the development of interpersonal trust, and their consequence for trusting behavior. 

Resultss showed that cues to personal identity form the basis for the development of 

interpersonall  trust, but whether or not this interpersonal perception of trust is a necessity for 

trustingg behavior seems to depend on the group membership of the target. 
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Inn the discussion section of this chapter, the implications of these findings are 

elaboratedd upon. It is concluded that the relation with the group, as well as the interpersonal 

relationn play an important role in the groups under study. 
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STUDYY 4.1: EFFECTS OF CUES TO IDENTITY ON COLLABORATION PREFERENCE 

Evenn though cues to identity may reduce ambiguity and foster more positive impressions of 

thee other, their effect on the outcomes of collaboration seems to be equivocal, at best. As was 

shownn in the preceding chapter, the possibility to form a personalized impression, due to the 

availabilityy of cues to identity, is not necessarily accompanied by a more positive experience 

off  the collaboration. This resonates with findings that cues to identity can have opposite 

effectss on interpersonal attraction and feelings of commitment and cohesion at the group level 

(Leaa et al., 2001; Sassenberg & Postmes, 2002). Research in the previous chapter extended 

this,, and showed that cues to identity negatively affected work satisfaction and (subjective) 

performance,, and, as a result, users tended to prefer a medium which did not provide cues to 

identity,, rather than a medium which did provide those cues. Furthermore, the assumption that 

thee particular task at hand, and the recognition of both being a member from the same group 

formedd the basis for these outcomes was confirmed: The perception of sharing a social 

identityy was strengthened in conditions where cues to personal identity were absent. 

Theoretically,, this pattern of results indicates that, cues to identity were used by the 

participantss as information for their understanding of the unique individuality of their 

collaborationn partner. Thereby, they perceived this person as a distinct individual, set apart 

fromm a social background, and characterized as different from the self. That is, cues to identity 

weree used to form impressions of personal identity of self and other as two distinct and 

independentt actors. Where cues were not given, idiosyncratic characteristics of the collabo-

rationn partner are unknown, making this (anonymous) person potentially more 

interchangeablee with other people from his or her (social) background (Spears & Lea, 1992). 

Iff  this background is shared with the self, this implies that a lack of individuating information 

transformss a dyad into a set of collaborating but distinct actors (who may form personal 

bonds;; liking each other as individuals) into a subunit of a larger collective entity, who 

subscribee to a common social identity (and who may therefore bond as members of this 

collective). . 

Thee present study builds on these assumptions and extends the findings of the 

previouss chapter in that it seeks to establish that the absence of cues to personal identity may 

accentuatee the social identity of the target, not just as member of the ingroup, but also as 

memberr of an outgroup. Thus, if cues to identity are informative about social identity this 

mayy foster categorization of other and self as being part of the same social group (ingroup) or 
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emphasizee that target and self are members of two different groups (in which the target is 

beingg seen as a representative of the outgroup). 

Thee consequences of categorization in terms of ingroup or outgroup has received a lot 

off  attention in group studies, starting with the so-called "minimal group studies" paradigm in 

thee early 1970s by Tajfel and colleagues (e.g., Tajfel et al., 1971), which were the impetus for 

sociall  identity theory (Tajfel, 1978), and later self categorization theory (Turner et al., 1987), 

andd the SIDE-model (Postmes et al., 1998; Reicher et al., 1995; Spears & Lea, 1992). All 

thesee approaches are based on the idea that perceiving a person as an ingroup or an outgroup 

memberr can have powerful effects on (interpersonal) evaluations of that person and the 

subsequentt behavior towards him or her. For example, the minimal group studies from Tajfel 

ett al. onwards have illustrated that even under the most minimal conditions under which a 

distinctionn between ingroup and outgroup could be made, strong ingroup favoritism occurred 

(Seee Chapter I for more elaborate description of these studies). Since then, numerous empiri-

call  studies have shown that ingroup members are likely to be perceived as more flexible, kind, 

fair,, and potent, and that members of a negatively evaluated outgroup risk being derogated in 

aa variety of ways (for an overview, see Hewstone, Rubin, & Willis, 2002). 

Thee present experiment examined the impact of cues to identity on preferences for the 

ingroupingroup over the outgroup. More particularly, the effects of different cues to identity on 

collaborationn preferences were examined. Cues to identity consisted of two distinct types: On 

thee one hand I provided participants with cues (such as portrait pictures and biographies about 

hobbiess etc.) which were likely to be used as cues to personal identity. On the other hand I 

providedd them with cues which, due to the nature of the task and the nature of the experiment, 

weree more likely to be used as cues to social identity (in other words cues that enabled 

categorizationn as outgroup member or ingroup member). During the experiment, participants 

weree to select and evaluate potential (online) collaboration partners who were either part of 

thee same group as the participant, or not. The aim was to examine to what extent shared group 

membershipp influenced the effect of cues to personal identity on selection of the partner. 

Predictionss were that cues to personal identity would lead to a more positive 

impression.. Furthermore, it was expected that when participants had to make a selection 

betweenn potential collaboration partners, the presence of cues to personal identity would 

reducee ambiguity, which was operationalized as an increased certainty in the choice of 

partner.. Finally, on the basis of the SIDE model (Postmes et al., 1998; Reicher et al., 1995; 

Spearss & Lea, 1992), predictions were that the inability to individuate, due to the absence of 

cuess to personal identity, would lead to a preference for collaborating with ingroup 
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members.144 This would be in line with assumptions made by Brewer (1979), who suggests 

thatt discrimination in groups such as these often results in ingroup favoritism and not so much 

inn outgroup rejection. This preference for ingroup members when individuation is impossible 

iss likely to occur because the less differentiated impressions formed of targets are 

compensatedd by attribution of group characteristics to individuals. As the ingroup stereotype 

tendss to be more positive than the outgroup stereotypes, participants would therefore favor 

ingroupp members over outgroup members (Locksley et al., 1980). 

Thesee assumptions were tested in an experiment in which participants had to perform 

aa number of tasks. To accomplish these tasks participants ostensibly had to select a 

collaborationn partner. Potential partners were either ingroup or outgroup others, who were 

eitherr identified with cues to personal identity or not. 

Method Method 

ParticipantsParticipants and Design 

Inn total, 33 undergraduate students of the University of Amsterdam (11 males, 22 females) 

participatedd in the experiment in return for a gift voucher. The design was a 2 (social identity 

off  partner: ingroup vs. outgroup) x 2 (cues to personal identity: no cues vs. cues) repeated 

measuress design in which participants rated several targets from either the ingroup or the 

outgroup,, whom they were given cues to personal identity about or not. 

ProcedureProcedure and Independent Variables 

Thee experiment was conducted in the laboratory as described in the previous studies. Upon 

enteringg the laboratory, a digital portrait picture was taken of each participant. After brief 

instructionss concerning the computer and the task, all participants were taken to an isolated 

cubicle.. The rest of the instructions were provided via the PC. 

Thee participants were informed they were about to perform several on-line tasks. They 

weree led to believe that in order to perform these tasks, collaboration with partners would be 

necessary.. This collaboration meant that the person they selected would (independently) 

AA pilot study (N = 100) was conducted to confirm this assumption. When no individuating information 

whatsoeverr was presented about a target with whom participants could collaborate, they preferred collaboration 

withh ingroup targets in 59% of the cases. 39% of participants had no preference for either group, while only 2% 

preferredd collaborating with an outgroup target. 
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performm the same task they did, and their mutual score on that particular task would be 

comparedd with scores of other pairs. Thus, there were benefits associated with choosing the 

bestt partner. The tasks they performed were either simple word recollection tasks, common 

knowledgee questions, or pattern recollection tasks. In total, participants performed 11 tasks 

andd had to choose between two targets for each subsequent task. Per task, participants were 

givenn the choice between two targets each with a different social identity; one from the 

ingroupp (University of Amsterdam, UvA), and one from the outgroup (Free University, VU). 

Theyy were informed that, if available, a portrait picture and biographical information of the 

targett would be presented, but that sometimes this information was not available for technical 

reasons.. The only information that was always presented was the target's group membership, 

UvAA (ingroup), or VU (outgroup). This cue to social identity was presented by means of the 

logoo of the particular university. After reading the cover story and the instructions on the 

computerr screen, participants were asked a number of biographical details (sex, name, age, 

placee of residence, education, and hobbies). Participants were led to believe that this informa-

tionn would, along with the portrait picture taken from them upon entering the laboratory, be 

presentedd to the collaborator of their choice, but since there was no real interaction nor a real 

target,, this information was not actually used during the experiment. 

Inn reality, all feedback was false and no real interaction took place. The researchers 

selectedd the pictures and the biographies were fictional.15 The computer randomized all 

informationn (pictures and biographical information) across targets in order to prevent 

systematicc biases. Pictures of targets were of the same gender as that of participants in order 

too prevent group effects on the basis of gender. The first round was a "practice session" in 

orderr to make the participant aware of the necessity to choose a good "partner". Results of this 

firstt round were not included in the analysis. There were 3 rounds in which cues to personal 

identityy of both targets were available. In 3 rounds no cues to personal identity were presen-

ted.. Four "filler-rounds" were mixed in between, in which only one of the targets' cues to 

personall  identity were present, in order to avoid suspicion. Only the balanced comparisons 

weree used for analysis: those comparisons in which cues to personal identity were available or 

notnot available for both targets. Before the presentation of targets, identification with the 

Portraitt pictures and biographical information were drawn from the same database as used in the prece-

dingg chapters. So, neutrality of pictures and biographies was assured. 
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ingroup,, the University of Amsterdam (UvA), was measured with a scale consisting of three 

questionss ("I identify myself with students from the UvA", "I see myself as a member of the 

groupp of students from the UvA", "I feel connected to the group of students from the UvA") 

(Doosje,, Ellemers, & Spears, 1995). Identification with the outgroup was measured using the 

samee questions, replacing "UvA" with "VU" . 

DependentDependent Variables 

Afterr each selection, participants were presented a number of statements to which they 

indicatedd their agreement on 7-point scales (1 = strongly disagree, 7 = strongly agree). In 

orderr to asses ambiguity, participants indicated how uncertain they were about choosing the 

rightt partner (7-point scale; 1 = not certain at all, 7 = completely certain). In addition, four 

questionss were asked concerning the positivity of impressions ("Of which of these persons do 

youu have the most positive impression?", "Which of these persons do you feel attached with 

most?",, "Which of these two people seem to be more capable", and "With whom would you 

likee to carry out other tasks as well?" (7-point scales; 1 = definitely the person on the left, 7 = 

definitelyy the person on the right, 4 = left person as much as right person). 

Whenn inspecting the data for outliers, three participants were found that did not 

identifyy with the ingroup. In fact, they identified more with the outgroup than with the 

ingroup.. Since the interest was in the effects of sharing a social identity, I felt that these cases 

shouldd be deleted from the sample (in fact, in the Netherlands it is possible to study at 

differentt universities at the same time, so it could not be ruled out that these were taking 

coursess at the other university). So as not to make a one-sided (partial) selection, the 5% 

highestt and 5% lowest identifiers were removed (see Barnett & Lewis, 1984, p. 98). In total, 

sixx outliers were excluded from the analyses (three on either side) with identification scores 

moree than two standard deviations removed from the mean. 

Results Results 

Reliabilitiess of the identification scales were satisfactory. Cronbach's alpha of the ingroup 

(UvA)) identification scale was .90, the outgroup (VU) identification scale had a Cronbach's 

alphaa of .76. As predicted, identification with the ingroup (M = 5.00, SD = 1.02) was much 

higherr than identification with the outgroup (M = 2.14, SD = .73), F( 1,25) = 268.11, p < .001. 

AA 2 (social identity of partner: ingroup vs. outgroup) x 2 (cues to personal identity: no 

cuess vs. cues) analysis of variance was conducted with repeated measures on the factor cues 

too personal identity. Cronbach's alpha of the scale measuring positivity of target impressions 
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wass satisfactory (a = .86). In order to test the effect of cues to personal identity on the 

positivityy of impression of the target, the items were recoded in such a way that a more 

positivee impression of one of the two targets resulted in a higher score (with a score of "0" 

indicatingg no difference in positivity for one of the two targets, and a score of "3" indicating a 

strongg positive impression for the chosen target). The presence of cues to personal identity 

hadd a reliable effect on positivity of impression, F(l, 23) = 48.11, p < .001. When they were 

givenn cues to personal identity, participants had much more positive impressions of the targets 

(M=(M=  0.97, SD = 0.63) than when no cues were present (M= 0.29, SD = 0.48). 

Thee presence of cues also had a significant effect on reduction of ambiguity, F(l, 23) 

== 21.03, p < .001. In the cues condition participants felt more certain about their choices (M= 

4.28,, SD = 1.01) than in the no-cues condition (M= 2.96, SD = 1.26). 

Figuree 3: Selection bias: The effect of cues to personal identity on the selecting of ingroup 

memberss to collaborate with (equality = 50%) 
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Ass predicted, cues to personal identity had an effect on the preference for working 

withh an ingroup or an outgroup member, F(l, 23) = 4.45, p < .05. A score of zero would 

indicatee that participants always chose to work with an outgroup other, and one would 

indicatee that the choice was always in favor of a member of the ingroup. In the condition 

withoutt cues (i.e., no cues were presented for both the ingroup and the outgroup target), 
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participantss more often chose to work with an ingroup target (A/= 0.70, SD = 0.29) compared 

too the condition with cues (i.e., when cues were present for ingroup and outgroup target), (M 

==  0.54, SD = 0.29). So, in the condition with cues, participants preferred an ingroup target in 

54%% of the cases. This does not differ significantly from equality, i.e., 50%, t(25) = 0.732, p = 

.47.. However, when no cues were present, ingroup favoritism occurred: in 70% of the cases, 

participantss preferred an ingroup target over an outgroup target. This is 20% more often than 

equality,, /(25) = 3.63,/? = .001 (see also Figure 3). 

Discussion Discussion 

Resultss confirmed that when cues to personal identity were present, participants formed a 

moree positive impression of the targets compared to the condition without cues to personal 

identity.. Furthermore, similar effects were obtained for ambiguity: participants expressed 

moree certainty about their target choice in conditions were cues to personal identity were 

presentedd for both targets. These results are in line with previous findings that suggest that 

meree cues to personal identity are sufficient to improve interpersonal rapport one has with a 

target. . 

Whenn it comes to choosing a collaboration partner of either the ingroup or the 

outgroup,, cues to personal identity (or actually the lack thereof) affected the choice made by 

thee participants. When cues to personal identity were given, participants did not prefer 

workingg with an ingroup over an outgroup member. This suggests that they perceived in- and 

outgroupp members as equally capable and competent individuals. However, when no cues to 

personall  identity were presented, personal impressions could not be formed to such great 

satisfaction.. Under these conditions, a preference for working with the ingroup was found, 

despitee the fact that there was no reason to assume that either target would be better or worse. 

Thiss suggests that when targets cannot be individuated due to an absence of cues to personal 

identity,, they tend to be treated as representatives of their group, leading to a preference for 

collaborationn with ingroup rather than outgroup members. Once more it should be stressed 

thatt group membership was the only cue available that could have led to this preference of 

ingroupp over outgroup. 

Thiss finding confirms predictions derived from the SIDE model, that viewing the 

otherr in a less a less favorable (ethnocentric) way should be especially strong when 

individuationn is impossible. One might venture that to the extent that group preferences are 

expressedd in particular conditions, group identification should be positively related to this 

typee of pro-group behavior: high identifiers should have a greater preference for working with 
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theirr group than low identifiers do. Such an effect of identification would confirm that this is 

aa consequence of greater affiliation with the ingroup, as predicted by SIDE, and would rule 

outt the alternative that the selection bias is due to greater familiarity with the own group. 

Unfortunatelyy I was not able to investigate this effect of ingroup identification because of the 

skewednesss of the distribution of identification scores: almost all participants identified very 

stronglyy with the ingroup, and identification scores were not distributed normally. In order to 

investigatee the (possible) effect of the degree of identification more closely, Study 4.2 was 

conducted. . 
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STUDYY 4.2: THE MODERATING ROLE OF INGROUP IDENTIFICATION 

Studyy 4.2 was a conceptual replication of Study 4.1, which attempted to show that 

identificationn with the ingroup would moderate the effects reported in Study 4.1. Predictions 

weree that the level of ingroup identification would affect participants' choices, especially in 

thee condition with no cues to personal identity. In conditions in which individuation is not 

possible,, group members are not seen as individuals but as representatives of their group, and 

evaluationss wil l be based on group characteristics. This being so, one would expect that high 

identifierss would value these characteristics more highly than low identifiers would. This 

reasoningg was tested in an experiment that was almost identical to Study 4.1, but with a 

differentt sample. In order to obtain a wider distribution of identification scores, freshman 

studentss were asked instead of more "senior" students to participate in the experiment. The 

underlyingg expectation was that these freshman students, most of whom were in their first 

monthh at the university, would (on average) show a broader range of identification scores with 

thee university compared with more senior students. 

Method Method 

ParticipantsParticipants and Design 

Thirty-eightt freshmen students of the University of Amsterdam (15 male, 23 female) 

participatedd in return for a gift voucher. The design was a 2 (ingroup identification: low vs. 

high)) x 2 (cues to personal identity: no cues vs. cues) factorial design. 

Procedure Procedure 

Thee experiment was conducted in a laboratory consisting of seven Apple Macintosh 

computers,, connected to a local network. Upon entering the laboratory, similar instructions to 

thosee described in Study 4.1 were given. The experiment was identical to Study 4.1, but 

shortenedd due to time constrains. Therefore, the questions following the choices of partici-

pantss were not included. Also participants had to choose only 7 collaboration partners to work 

similarr tasks to Study 4.1. Otherwise, the procedure was identical: Cues to personal identity 

weree manipulated as in Study 4.1 by either providing a portrait picture and biographical 
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information16,, or no picture and information. The level of identification with the ingroup 

variablee was created by means of a median split on relative ingroup identification (see below). 

DependentDependent Variables 

Identificationn with both the ingroup and the outgroup was measured using the same scale as 

usedd in Study 4.1. The choices made by the participants for working with an ingroup member 

orr an outgroup member were registered. For each subsequent task, I measured which of the 

targetss was chosen. 

Results Results 

Cronbach'ss alpha of the ingroup identification scale was .90, the outgroup identification scale 

hadd an alpha of .80. Identification with the ingroup (A/= 4.51, SD = 1.30) was higher than 

identificationn with the outgroup (M = 2.38, SD = 1.25), F(l,36) = 466.57, p < .001. As 

expected,, the observed variance in identification scores was greater than that in Study 4.1.The 

relativee identification with the ingroup was calculated by computing the mean difference 

betweenn ingroup identification and outgroup identification, and accordingly high identifiers 

{M={M=  3.49, SD = 0.81) were distinguished from low identifiers (M = 1.00, SD = 0.67) by 

meanss of a median split. 

Inn order to test whether choices for collaboration partners were influenced by the 

experimentall  conditions, a 2 {ingroup identification: low vs. high) x 2 (cues to personal 

identity:: no cues vs. cues) analysis of variance was conducted with repeated measures on the 

factorr cues to personal identity. Results showed a main effect of identification, F(l, 34) = 

4.43,pp < .05. This main effect was qualified by the predicted two-way interaction, F(\, 34) = 

6.08,, p < .05. Inspection of the means (displayed in Table 9) reveals that there were no 

differencess between low and high identifiers when cues were present, F(l,34) = 0.05,, ns. 

Moreover,, in this condition there was no reliable preference for an ingroup partner, 

eitherr among high identifiers (M= 0.58, SD = 0.38) or low identifiers (M = 0.60, SD = 0.36): 

neitherr differed significantly from base equality, i.e., .50 (?(17) = 0.90, ns and t(ll) = 1.29, ns, 

respectively).. However, in the condition without cues, high identifiers (M= 0.76, SD = 0.31) 

Drawnn from the database with neutral portrait pictures. 
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Tablee 9. Ingroup Collaboration Preference for High and Low Identifiers in Condition With 

andd Without Cues to Personal Identity 

Identification n 

Highh Low 

Noo cues 0.76a**  0.39c 

SDSD 0.31 0.36 

Cuess 0-58b 0.60b 

SDSD 0.38 0.36 

Note.Note. Means with a different subscript differ significantly from each other alp < .05 

***  Collaboration preferences differ reliably from equality,/? < .01. 

moree often chose to work with an ingroup member, compared to low identifiers (M = 0.39, 

SDSD = 0.36), F( l, 34) = 11.68, p < .005. The choice of the low identifiers, who actually showed 

aa small tendency to prefer the outgroup, did not differ from equality, /(17) = 1.29, ns, but the 

choicess of the high identifiers, who preferred the ingroup as predicted, did significantly differ 

fromm equality /(17) = 3.75, p = .001. This indicates that high identifiers had a preference for 

workingg with the ingroup, but only when no cues were present. 

Discussion Discussion 

Thee results confirm predictions and support and extend the findings of Study 4.1. Both cues to 

personall  identity and cues to social identity play a role in participants' preferences for 

partnerss when collaborating online. As predicted, group membership and more specifically 

thee level of identification with the ingroup influence people's choices especially in conditions 

inn which impressions cannot be formed on the basis of individual characteristics. The level of 

identificationn with a particular group seems to determine the selection bias in favor of colla-

boratingg with an ingroup member. High identifiers behave consistent with predictions derived 

fromm the SIDE model, in that ingroup favoritism would be found where evaluations need to be 

madee on the basis of group characteristics only. This confirms the underlying rationale that 

thesee effects are indeed related to the operation of social identity processes. In conditions 

withoutt cues to personal identity, low identifiers even seem to have a slight preference for 

outgroupp members, although it should be stressed that this preference was not reliably 

differentt from equality. Low identifiers seem to behave in a slightly ethnocentric way only 

whenn targets are identifiable. This would suggest that low identifiers choose to affiliate with 
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thee ingroup only in contexts in which accountability pressures can be exerted, which is 

suggestivee of strategic considerations on their part (see Barreto & Ellemers, 2000; Reicher et 

al.,, 1995; Spears, Lea et al., 2002, for elaboration on the strategic component of SIDE-model). 

Thiss study again confirms that person perceptions have behavioral consequences. 

Peoplee prove less willin g to team up with outgroupers when they are unable to form a 

personall  impression on the basis of a portrait picture and biographical information, and are 

therebyy unable to individuate them. Under these conditions they prefer working with an 

ingroupp member. The moderating effect of identification accentuates that social contextual 

factors,, such as a shared group membership, play a crucial role in determining the outcomes 

off  seemingly straightforward consequences of the availability of cues to personal identity. 

Thiss study as well as the preceding one examined the effects of both forms of cues to 

identityy on people's choice of partner for collaboration. Because the design forced participants 

too choose between an ingrouper and an outgrouper, the result (in conditions without cues and 

amongg high identifiers in particular) of greater preference for the ingroup can not be 

understoodd or examined independently of the relative dislike of the outgroup. The objective 

off  Study 4.3 was to investigate the effect of these cues to identity in more detail, and in 

particularr to disentangle their more proximate effect on perceptions of in- and outgroup 

targets.. In this study, participants are not required to choose between two targets but are faced 

withh either an in- or outgroup other. In this context, the perceptions of the other, interpersonal 

judgmentss and subsequent behaviors were examined, related to interpersonal trust and trusting 

behavior. . 
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STUDYY 4.3: INDIVIDUATIO N OR SOCIAL CATEGORIZATION AS A BASIS FOR 

TRUSTINGG BEHAVIOR 

Inn order to examine the interplay between cues to personal identity and cues to social identity 

inn more detail, the present study investigated the influence of these different cues to identity 

onn interpersonal trust, reciprocity expectations, and behavioral consequences in the form of 

investedd trust. In developing relationships between individuals or groups, being able to put 

trustt in a person is believed to be very important, for trust allows people to reveal vulnerable 

partss of themselves to others and to know others intimately in return (Friedman, Kahn, & 

Howe,, 2000). Trusting individuals expect that their interests will be protected and promoted 

byy those in whom they put their trust. Furthermore, trusting people feel more confident about 

disclosingg personal information for they feel assured of full and frank information sharing 

(Lewickii  & Bunker, 1995). Especially when interacting with relative strangers, the increase of 

trustt by means of reducing anxiety and uncertainty has been seen as important (Goffman, 

1971;; Williamson, 1973). 

Onn the question of what trust is, and how it is influenced, there has been considerable 

debatee (for overview see Lewicki & Bunker, 1995). One approach to trust is that it can be 

seenn as a more or less static characteristic of a person or group (Granovetter, 1985; Rotter, 

1967).. In this perspective, a person's level of trust is based on general attitudes towards other 

people,, feelings about risk taking, attitudes towards technology use, cultural values, et cetera. 

Byy this, some people are inherently more trusting than others, and trust can be described in 

termss of attributes of trustors (Rotter, 1967). Another perspective emphasizes the influence of 

contextuall  factors, in which trust is seen as a cognitive process associated with the confidence 

inn another, another's goals or purposes, or the perceived sincerity of another's word (Hosmer, 

1995;; Lewicki & Bunker, 1995; Mellinger, 1956). In this view, the level of trust is specific to 

thee relationship, and trustors' focus on trustee and the contextual factors which enhance or 

inhibitt the development and maintenance of trust (Lewicki & Bunker, 1995). 

Inn these approaches, trust often tends to be confined to the perception of one regarding 

thee other: that is, trust is defined as a positive attitudinal evaluation. This, I argue, is a rather 

limitedd conception of what trust is, as it does not clearly differentiate the concepts from other 

"relationall  goods", such as respect, attraction, support, or endorsement. However, there is one 

featuree of trust which makes it unlike any of the latter. This feature is that by definition trust 

entailss relinquishing some degree of control or power, and moreover to give another person 
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powerr over self-relevant outcomes. A person one trusts is a person whom one would entrust 

thee completion of a particular task, or the keys to one's house. All these are examples of more 

thann just a positive evaluation or attitude; they are examples of giving another power over 

outcomess valuable to the self. This is qualitatively different from the features of relationships 

thatt have been central to this thesis thus far, which were all related to evaluative preferences 

andd interpersonal attraction in one way or another. The study of trust goes beyond this in that 

itt lends itself to examining behavioral consequences, and in particular power sharing. 

Thiss study investigates to what extent interpersonal trust (i.e., trust as an attitude 

towardss the other) and trusting behavior (i.e., trust as relinquishing power) is influenced by 

cuess to identity, again differentiating between cues to personal identity and cues to social 

identity.. It could be that the inability to form a personal impression, due to lack of cues to 

personall  identity creates problems of integrity for the anonymity might "disconnect" the 

wordss from the person, and makes the interaction more "mechanical", less personal. Not 

"knowing""  the individual with whom one is interacting might lead to the apprehension that 

thee individual is more likely to behave in undesirable ways (Johnson, 1997). This belief is 

closelyy related to the general assumption that "trust needs touch" (Handy, 1995), which 

proclaimss that interpersonal contact is important (if not vital) for trust to develop. Yet, the 

absencee of personal information may draw the attention to the social context of the 

interaction.. By focusing on the social identity of the trustee, group characteristics could be 

attributedd to the individual, and targets could be categorized in terms of ingroup or outgroup 

memberr (cf. earlier studies in this thesis). Emphasizing that a person shares the same social 

identityy or not could thus have strong behavioral consequences 

Overview Overview 

Inn order to examine the effects of cues to personal and social identity on trust, a so-called 

investmentinvestment game was designed in which participants were confronted with a dilemma (see: 

Berg,, Dickhaut, & McCabe, 1995). Participants were told that they had the option of investing 

thee reward they would receive for participating in the research session, but with the risk of 

losingg it. Subsequently they were told that they would be linked to a randomly selected 

counterpartt to whom they could transfer (a part of) their reward for cooperation. The experi-

mentt leader would triple the amount of money participants decided to send to the counterpart. 

Participantss were led to believe that the person linked to them was to choose how much (if 
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any)) of the money was to be returned to the participant. In other words, participants could 

givee the other person the power to decide how big their reward would be (Berg et al., 1995). 

Basedd on earlier findings showing that cues to personal identity may reduce 

ambiguity,, and make the perception more "personal" (Culnan & Markus, 1987; Rutter, 1987; 

Shortt et al., 1976, see also Study 2.2), expectations were that the presence of cues to personal 

identityy would lead to increased interpersonal trust. However, whether or not this would have 

behaviorall  consequences such as an increased willingness to transfer money, the so-called 

investedinvested trust, was believed to be influenced by cues to personal identity as well as cues to 

sociall  identity. In line with the preceding studies in this chapter, predictions were that cues to 

sociall  identity would moderate the effect of cues to personal identity, in such a way that cues 

too personal identity would be vital when having to invest trust in a counterpart that belonged 

too a salient outgroup. This was expected because absence of cues to personal identity fosters 

attentionn to the cues to social identity, and cause counterparts to be perceived as group 

memberss rather than individuals. This increased attention to a group membership that is 

sharedd or not, may lead to group stereotypes and expectancies of behavior that is seen as 

appropriatee within or between groups (Reicher et al., 1995). Predictions were that from the 

ingroup,, reciprocity would be expected to a higher extent than from the outgroup, hence, 

emphasizingg the social identity due to the inability to individuate would lead to reciprocity 

expectationss for ingroup members and not for outgroup members. 

Method Method 

ParticipantsParticipants and Design 

Onee hundred ninety-three freshmen students of the University of Amsterdam (48 male) 

participatedd in return for a financial compensation. The design was a 2 (social identity of 

partner:: ingroup vs. outgroup) x 2 (cues to personal identity: no cues vs. cues) factorial 

design. . 

177 The original game by Berg, et al. (1995) consisted of a second part in which the counterpart received the 

moneyy and decided how much money to send back. In our version, no actual counterpart existed, so the 

proceduree was ended after the participant had decided how much money to transfer. 
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ProcedureProcedure and Independent Variables 

Thee experiment was conducted in a laboratory with eight personal computers connected to a 

locall  network. Upon entering the laboratory, brief instructions with regard to the computer 

handlingg were given. Participants were each guided to an isolated cubicle with a desktop 

computer.. All instructions were provided via the computer. In addition to some demographic 

questionss (age, sex), ingroup identification was measured using the same three-item scale that 

wass used in the preceding studies (Doosje et al., 1995, Cronbachs alpha = .82). Identification 

withh the outgroup was measured using the same scale replacing the ingroup name for the one 

off  the outgroup (a = .82). Participants were told that they would be given the opportunity to 

investt their earnings for their participation in the experiment. They could either keep the 

moneyy all to themselves or transfer (a part of) their earnings to another person. They were 

informedd that the computer would randomly team up the participant with a counterpart that 

wass to come to the laboratory later that day to participate in an experiment.18 Participants 

weree led to believe that—if they decided to transfer money—the experimenter would triple 

thee amount of money they transferred. It was then for the alleged counterpart to choose how 

muchh (if any) of the money to send to their counterpart. Furthermore, participants were told 

that,, when available, a portrait picture and name of the alleged counterpart (cues to personal 

identity)) and information regarding their university (cues to social identity) would be 

presented.199 The cues to social identity were given by means of presenting the logo of the 

particularr university. Understanding of the procedure was tested through a multiple-choice 

questionn and when answered incorrectly, instructions were repeated. 

Subsequently,, participants were led to believe that the computer randomly chose a 

counterpart.. This was done by simultaneously portraying two targets (each on one side of the 

computerr screen) by means of the logo of the accompanying university (one of each univer-

sity).. This initial joint presentation of an in- and outgroup counterpart ensured that the 

intergroupp context was made salient for all participants. The counterparts were identified with 

randomlyy selected portrait pictures and names in the cues to personal identity condition, or not 

identifiedd with just a gray square instead of a picture in the condition without cues to personal 

identity.. After ten seconds, one of the persons presented faded away and an arrow pointed to 

188 In reality, participants were not linked to another person. Participants were led to believe that the 

counterpartt was coming later that day in order to prevent suspicion 
199 Again, portrait pictures and first names were randomly drawn from the same database that was used in 

thee previous studies, therefore bias on the basis of personality traits could be ruled out. 
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thee remaining person, who allegedly would be the counterpart, linked to the participant and 

capablee of increasing the reward. After this, the participant was asked whether or not (s)he 

wass willin g to transfer money, followed by a number of questions measuring dependent 

variables,, followed by a manipulation check. 

DependentDependent Variables 

InvestedInvested trust was measured dichotomously {0 = not willin g to transfer any money, 1 = 

willin gg to transfer (part of) the money). Following the choice of transferring money or not, the 

amountt of money that participants were willin g to transfer was also measured but because of 

thee characteristics of distribution {most participants transferring nothing or everything) this 

measuree was effectively the same as the previous one. In addition to this, participants 

respondedd to statements on 7-point scales (1 = 1 strongly disagree, 7 = I strongly agree) 

assessingg the degree of trust they had in their counterpart, forming a measure of interpersonal 

trust:trust: ("I had faith in the person that was linked to me", "I think that the other person could be 

trusted",, a= .79), and their expectation of reciprocity ("I believe that the person that is linked 

too me will reward me"). 

DataData Analysis 

Eightt participants were excluded from analysis because participants did not recall correctly 

thee counterpart's group membership, as measured by the manipulation check. The rest of the 

dataa were scanned for outliers using the method of estimating Mahalanobis distances on the 

keyy dependent variables (Tabachnick & Fidell, 1996). Six participants were identified as 

outlierss using this method, and these cases were excluded from further analysis. This resulted 

inn a total sample size of 125 (40 male, 85 female). 

Results Results 

Ass predicted, ingroup identification (M = 4.67, SD = 1.17) was higher than outgroup 

identificationn (M= 1.68, SD = .91), F( 1,124) = 600.12,p < .001. A series 2 (social identity of 

partner:: ingroup vs. outgroup) x 2 (cues to personal identity: no cues vs. cues) analyses of 

variancee were conducted in order to examine the effect of both sorts of cues to identity on the 

dependentt variables. Results are presented in Table 10. 
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Tablee 10: Mean Scores of Interpersonal Trust, Perceived Reciprocity, and Invested Trust by 

Cuess to Personal Identity and Social Identity 

Interpersonall  Trust 

SD SD 

Expectancyy of Reciprocity1 

SD SD 

Investedd Trust2 

SD SD 

No o 

Ingroup p 

3.73a a 

1.08 1.08 

4.18b b 

1.45 1.45 

0.67b b 

.048 .048 

cues s 

Outgroup p 

3.85a a 

1.31 1.31 

3.35a a 

1.45 1.45 

0.411 a 

.050 .050 

Ingroup p 

4.92b b 

1.33 1.33 

4.17b b 

1.58 1.58 

0.60b b 

0.50 0.50 

Cues s 

Outgroup p 

5.05b b 

0.91 0.91 

4.38b b 

1.40 1.40 

0.70b b 

0.47 0.47 

Note.Note. Means in the same row with a different subscript differ significantly from each other at 

p<.05 5 
11 Higher scores indicate greater expected reciprocity 
22 Higher scores indicate greater invested trust on a scale from 0 to 1 

InterpersonalInterpersonal Trust. As predicted, cues to personal identity had a positive effect on the 

levell  of interpersonal trust, F(l, 121) = 33.16,/? < .001. When cues were provided, partici-

pantss indicated that they trusted the counterpart more (M = 4.98, SD - 1.12), compared to 

whenn no cues were provided (M = 3.78, SD = 1.18). Group membership showed no 

significantt effect on interpersonal trust, F(l, 121) = .35, ns, and the interaction was not 

reliablee either, F(\, 121) = .00, ns. 

ExpectancyExpectancy of Reciprocity. A main effect of cues to personal identity was found on 

participants'' expectations that their trusting donations would be reciprocated, F(\, 121) = 

4.59,, p < .05. When cues were present, participants reported a higher level of expected 

reciprocityy (M = 4.33, SD = 1.48) than when no cues were given (M = 3.79, SD = 1.49). 

Groupp membership had no significant effect on reciprocity, F(\, 121) = .98, ns. The main 

effectt of cues was qualified by a significant interaction effect, F(l, 121) = 4.84, p < .05. In 

orderr to test whether the pattern of results was as expected, a planned comparison analysis 

wass conducted (Rosenthal, Rosnow, & Rubin, 2000). The tested contrast specified that the 

expectationn of reciprocity would differ significantly in the outgroup - no cues condition. This 

wass confirmed by a highly significant contrast analysis, F(\, 121) = 9.02, p < .005. 

Participantss least expected reciprocity from an anonymous outgroup member (M = 3.35, SD = 

1.45)) compared to other conditions (M= 4.23, SD = 1.51; see Table 10). 
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InvestedInvested Trust. Presence of cues to personal identity had no main effect on the 

willingnesss to donate money, i.e., the invested trust, F{\, 121) = 1.55, ns. Also, group 

membershipp had no significant effect on invested trust, F(l, 121) = 0.80, ns. The planned 

comparisonn showed that the interaction as predicted was nevertheless significant F(l, 121) = 

5.47,, p < .05. Indeed, inspection of the means in Table 10 showed that, compared to other 

conditionss (M = 0.66, SD = 0.48), participants were less willin g to invest money in the 

outgroupp - no cues condition (M= 0.41,SD = 0.50). 

ExpectedExpected Reciprocity as a Mediator for Invested Trust. Results showed that the 

availabilityy of cues to personal identity interacted with group membership (in which the 

outgroupp - no cues condition differed from the other conditions) in influencing invested trust. 

Inn order to test whether this effect was mediated by expected reciprocity, a path-analysis was 

performedd (Baron & Kenny, 1986). Results of this path analysis are displayed in Figure 4. 

Figuree 4: Path model for the effect of the interaction of cues to personal and social identity 

andd expected reciprocity on invested trust. 

Cuess x Social identity 

**:p<**:p<  0.005 

*:p<.*:p<.  05 

.26* * 
Expectedd reciprocity 

.59* * 

Investedd trust 

Regressionn analysis showed that the interaction of cues and social identity had a 

significantt impact on the invested trust ((3= .21, p < .05). The interaction was also signify -

cantlyy related to the expectancy of reciprocity (P = .26, p < .005). The expectancy of 

reciprocityy had a significant effect on the participants' invested trust ((3 = .59, p < .005). 

However,, when the expectancy of reciprocity was entered in the regression equation, the 

directt effect of cues and social identity was no longer significant (P = .06, ns.). Thus, the 

expectancyy of reciprocity mediated the willingness to transfer money. 
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ModelModel for Invested Trust for Outgroup Members. When looking at the pattern of 

resultss as displayed in Table 10, it is clear that for those whose counterpart was a member of 

thee ingroup, cues had no marked effect on perceived reciprocity or invested trust, only on the 

perceptionn of interpersonal trust (i.e., an effect which is essentially similar to those of 

interpersonall  attraction reported throughout this thesis). For those participants whose counter-

partt was a member of the outgroup, however, cues did have a marked effect on all three 

variables:: perceived interpersonal trust, expected reciprocity, and invested trust. When the 

counterpartt is an outgrouper, the expectancy of reciprocity can (obviously) not be based on 

positivee stereotypes that may exist of the ingroup, or on grounds of being part of the same 

sociall  group. Rather, it seems likely that for an outgrouper, any expectation of reciprocal 

behaviorr stems from a feeling of interpersonal trust which is induced by cues to personal 

identity.. In other words, if it is the case that cues to identity had the effect of making salient 

thee personal identity of outgroup members, then the difference between conditions on 

expectedd reciprocity and behavioral outcomes should be accounted for by differences in 

interpersonall  perceptions. 

Inn order to test this, a structural equation model was tested which predicted that the 

cuess condition would affect interpersonal trust, which in turn would give rise to expected 

reciprocity,, which in turn predicted invested trust (see Figure 5). 

Figuree 5: Structural equation model for invested trust in members of the outgroup. 

Interpersonall  trust Expectedd reciprocity 

.70* * 

Cuess to personal identity Investedd trust 

:p<.05 5 

Thiss model was tested in EQS version 5.7a for Windows (Bentler, 1995). The 

conventionall  test for significance when evaluating structural equation models is Chi-square 

goodness-of-fitt test, in which a better fit  is indicated by a lower chi-square. By this, a non-

significantt Chi-square indicates that the difference between the observed and estimated 

variance-covariancee matrices is not reliable, which means that the model fits the data well. In 
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additionn to this, the Comparative Fit Index (CFI) and the Bentler-Bonnett Normed Fit Index 

(BBNFI)) are reported. Both are indicators for the degree to which the model fits the data 

betterr compared to the null-model, in which no covariance between the variables is expected. 

Thesee indices may range between 0 and 1, in which a perfect fit  is represented by 1. Values 

largerr than .90 are generally considered to represent an adequate fit  of the model on the data 

(see:: Bentler, 1995). Also, a measure of the proportion of unexplained variance is given; the 

RootRoot Mean Square Error of Approximation (RMSEA). On this index of fit, values less than 

.055 are considered to be good (a value of 0 indicates that the model accounted for all the 

covariance).. The predicted model had excellent fit, x2(3) = 3.46, p = .33, BBNFI = .96, CFI = 

.99,, RMSEA = .05. All expected parameters were significant and the direction of the relations 

matchedd the expectations.20 As can be seen in Figure 5, presence of cues significantly affected 

interpersonall  trust (p = .48, p < .05), which significantly predicted reciprocity expectations (p 

== .70, p < .05), which determined invested trust (P = .60,/? > .05). The path of the presence of 

cuess to reciprocity expectation proved insignificant (P = .05, ns), as did the path of cues to 

investedd trust (p = .01, ns). Also interpersonal trust did not directly affect invested trust <p = 

.25,, ns) 

Discussion Discussion 

Resultss confirm predictions that cues to personal identity such as portrait pictures and first 

namess affect how others are perceived as individuals. These findings support the previous 

studiess confirming that basic personal information affects impressions in that they reduce 

ambiguityy and cause impressions to be more positive (see chapter II and III , and Hancock & 

Dunham,, 2001; Walther et al., 2001). Again, assumptions are supported that the presence of 

cuess to personal identity affects the relationships of people and leads to feelings of "intimacy" 

andd "immediacy" (cf. Kiesler et al., 1984; Rutter, 1987; Spears & Lea, 1992; Sproull & 

Kiesler,, 1991), and people are perceived as more trustworthy in the presence of cues to 

personall  identity. This is in line with the general belief that "trust needs touch" (Handy, 

1995),, suggesting that in order to achieve interpersonal trust, personal contact (even if this is 

300 In order to rule out the possibility that the direction of the causal paths between interpersonal trust and 

expectedd reciprocity as specified in this model did indeed provide the best description of these data, we tested a 

reversee causality model, in which the expectancy of reward influences interpersonal trust. This reverse causality 

modell  did not account for the data well: All three fit indices spoke to the fact that it failed to account for the 

patternn of covariation among the variables, x2(3) = 15.14. p< .001, BBNFI = .82, CFI = .85. 
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nott physical, but virtual in the form of pictorial or textual information) is beneficial, if not 

necessary.. It should be emphasized once more that the portrait pictures did not portray 

extremelyy attractive or eye-catching targets, which rules out the alternative explanation that it 

iss the attractiveness rather than the presence of cues that fosters interpersonal trust. 

However,, results also showed that interpersonal trust, based on cues to personal 

identity,, is no necessity for trusting behavior to occur. Support was found for the prediction 

thatt behavior towards another is also determined by social group membership. Whether or not 

cuess to personal identity (and the perceived trust accompanying it) were implicated in 

participants'' decision to invest trust was largely determined by the target's social identity. 

When,, due to a decreased possibility to distinguish between the person and his/her group, 

groupp members' "individuality" is de-emphasized, perceptions wil l be based on their group 

membershipp and people wil l be characterized in terms of their social identity (Postmes et al., 

1998;; Reicher et al., 1995). For members of the ingroup this means that the emphasis lies on 

thee shared social identity, while for outgroup members such a shared identity is obviously not 

available.. When cues are not available, social identity has a larger influence in guiding 

behaviorr and, in this case, invested trust. As was shown by the mediation analyses, invested 

trustt was largely determined by the expectancy of reciprocal behavior. So, participants were 

mostt willin g to transfer a part of their money when they expected that they would be 

rewardedd for this by their counterpart. Reciprocity was not expected from the anonymous 

outgroupp members and, as a consequence, less invested trust was demonstrated under those 

conditions.. However, when cues to personal identity were present, participants expected more 

reciprocityy even from an outgrouper, and proved to be more willin g to invest their trust in 

themm as a result. This conclusion was supported by the structural equation analysis showing 

thatt when the counterpart was an outgroup member, invested trust, linked to expected 

reciprocity,, was most strongly demonstrated when cues to personal identity were present, in 

otherr words, when there was a basis for interpersonal trust. 

Thee outcome was entirely different for ingroupers: here cues to identity had no 

influencee on invested trust. This is despite the fact that, based on SIDE, the investment of 

trustt in ingroup members is under influence of the same process, in which cues to personal 

identityy individuate one's counterpart, automatically drawing away the attention from the 

sociall  identity of that person. However, when an ingroup member is not individuated by the 

presencee of such cues, and hence remains anonymous, there still is the same level of expected 

reciprocityy and concomitant investment of trust, for the simple reason that a shared group 

membershipp provides a sufficient basis for the expectation of benevolence of the other. 
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Itt could be argued that the opposite effect could also have occurred: cues to personal 

identityy decreasing reciprocity expectations, and thereby decreasing invested trust. Indeed, 

thiss would be to some extent what research on SIDE has shown regularly: That social 

influencee within the group is reduced when attention is drawn to personal characteristics (e.g., 

Leaa et al., 2001; Postmes et al., 2001). Due to the presence of cues to personal identity, 

interpersonall  differences become salient. This de-emphasizes the unity of the group, 

diminishingg the influences exerted by shared social identity (Spears & Lea, 1992). The reason 

forr this reverse pattern not occurring in the present experiment, 1 believe, is that the dependent 

variablee of invested trust is one that is influenced both by interpersonal perceptions of 

attraction,, liking (and particularly trust), as well as by common ingroup membership. This can 

bee contrasted to effects studied in traditional SIDE research, which tend to be confined to 

conformityy to more explicit social norms specific to a larger social group (something which is 

unlikelyy to occur on the basis of attraction between individuals). Returning to the data of the 

presentt experiment, the effects of group membership on trust are most clearly illustrated in the 

comparisonn between the two no-cues conditions, where ingroupers were trusted more than 

outgroupers,, but importantly not in perceived interpersonal trust. It is possible that this 

differencee in invested trust and expected reciprocity across groups is related to norms of 

reciprocityy being stronger in intra-group interactions, and weaker or absent across group 

boundaries.. In addition to these positive expectations of ingroup members in general, 

interpersonall  perceptions of trust are very strongly related to the behavioral outcomes of trust 

ass investment. This is borne out by the findings as shown in the mediational analyses. 

Moreover,, cues to personal identity fostered interpersonal trust felt towards ingroupers as 

wellwell as outgroupers. 

Thus,, in interactions with members of the ingroup, two different processes are taking 

placee which can be held responsible for the relinquishing of control. On the one hand, 

expectationss of reciprocity are greater for members of the ingroup than for outgroup members 

whenn social identity is salient. When social identity is not salient, cues to personal identity 

cann foster interpersonal trust and thereby increase invested trust. So, on the one hand the 

inabilityy to individuate ingroup members reinforces social salience and thereby raises 

reciprocityy expectations as a function of group membership, while on the other hand cues to 

personall  identity can "take over" and raise reciprocity expectations as a function of more 

positivee interpersonal perceptions. 
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GENERALL DISCUSSION 

Thee results presented in this chapter provide insight in the varying effects of cues to identity 

andd support the idea that in order to predict their effect, a distinction between the effects of 

cuess to identity is valuable: On the one hand cues to personal identity are used to individually 

differentiatee people from each other, and on the other hand cues to social identity are used as 

aa basis for categorization and identification of group membership. 

Studiess 4.1 and 4.2 demonstrated that in conditions where cues to personal identity are 

notnot available, cues to social identity become important: Both studies show that people prove 

lesss willin g to team-up with people from an outgroup when they are unable to individuate 

them.. Under these conditions participants prefer working with an ingroup member. The level 

off  identification with the ingroup moderates this effect. This finding accentuates that social 

contextuall  factors, such as group membership and group affiliation, play a crucial role in 

generatingg a wider range of social outcomes than would be expected on the basis of the 

seeminglyy straightforward effects of cues to personal identity on aspects of person perception. 

Forr ingroup members, cues to personal identity did not play this crucial role. The fact that the 

social-behaviorall  consequences of a lack of cues to personal identity are moderated by a 

target'ss group membership and by the strength of group affiliation is completely consistent 

withh SIDE. Study 4.3 confirmed these findings, and specified the influence of both forms of 

cuess to identity in more detail. This study showed that cues to personal identity play an 

importantt role in interpersonal perceptions such as a person's trustworthiness. However, 

whetherr or not this is vital for trusting behavior depended on the target's group membership. 

Again,, cues to personal identity proved important for outgroup members only. 

Inn conclusion, the studies showed that whether or not cues to personal identity are 

importantt for guiding social behavior (partly) depends on the group membership of the target. 

Forr outgroup members, the results corroborate SIDE-expectations, in that participants proved 

too be less willin g to team-up, and demonstrated less trusting behavior with anonymous targets 

thatt could be categorized as members from the outgroup. This supports the idea that the 

inabilityy to individuate, due to the absence of cues to personal identity, leads to perceiving the 

targett as a representative of his/her group with particular behavior as a consequence. 

However,, for the ingroup, expectations were a littl e different to some prior studies 

examiningg SIDE effects. In this prior research, the characteristic pattern is one of cues to 

personall  identity disrupting the unity of the group, and thereby reducing feelings of shared 
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sociall  identity and social influences exerted by that identity (e.g., Lea et al., 2001; Postmes et 

al.,, 2001). One could therefore predict that decreased attention for the shared social identity 

diminishess ingroup favoritism, resulting in decreased willingness to collaborate with (Study 

4.11 and 4.2) or invest trust in (Study 4.3) individuated ingroup members. As mentioned 

above,, this is not what the studies showed. In contrast to the results of Chapter III , where 

collaborationn was preferred in the absence of cues to personal identity, the studies presented 

inn this chapter showed that people were "indifferent" as to whether cues to personal identity 

aboutt the ingroup member were available or not. 

AA possible explanation for this is related to the nature of the dependent variables in 

thiss research. These were not dependent variables which exclusively reflect adherence to, for 

example,, ingroup social norms, or which are exclusively the result of social influence. 

Althoughh results of all three studies do show that those factors come into play, the results of 

thee third study show very clearly that these outcomes also depend on interpersonal affection. 

Thus,, trust invested can both be a function of perceived interpersonal trust (a variable much 

onn a par with interpersonal affection, as argued) but also of a salient shared social identity as 

memberss of an overarching social group. Benevolence of the counterpart was expected as a 

resultt of both interpersonal and social identity related factors, then. This can be contrasted 

withh much of the work on the SIDE model, which has been more closely confined to 

examiningg the effects of individuating cues on outcomes such as normative behavior and 

sociall  influence. These dependent variables are ones which, as shown by research, are much 

lesss sensitive to factors in the interpersonal sphere, such as interpersonal attraction 

(Sassenbergg & Postmes, 2002). In this sense, the present studies are consistent with 

suggestionss that certain outcomes can be as much related to the groups in question and social 

identitiess involved, as to interdependence between individuals within that setting (e.g., 

Turner,, 1999). 

Inn that sense, the results presented in this chapter extend SIDE to a new dimension. 

Theyy show that SIDE principles are not just confined to group-relevant outcomes. Particular 

outcomess such as trust and the desire to collaborate with another person are not merely inter-

personall  constructs, which are influenced by factors such as attraction and interdependence. 

Theyy can equally be the result of the recognition of shared group membership (and salience of 

it).. The most powerful demonstration of this was perhaps given in Study 4.3: Even when 

interpersonall  trust (or attraction) was low, people still invested their money and their trust in 

otherss provided they were members of the social ingroup. 
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Onee further important difference between this research and prior studies on SIDE is 

thee qualitative change induced by quantitative constraints. What I mean by this is that the 

smalll  size of the "groups" under investigation may have reinforced the importance of 

interpersonall  factors in these interactions. Most SIDE studies focus on groups consisting of 

moree than 2 persons (see Postmes et al., 1998), where these studies examined dyads. It could 

bee that the individuating effect that is studied in the bulk of SIDE-research is found to de-

emphasizee social identity and lead to "fragmentation" because the cues to personal identity 

stresss the unique individuality of each member, thereby blurring the common denominator of 

itss members. If, however, this reasoning is applied to the dyads that are subject of 

investigationn in the present studies, individuation may also shift the attention from what is 

shared,, but at the same time provide the information that is supposed to be necessary for 

interpersonall  relations (Culnan & Markus, 1987; Rutter & Stephenson, 1979; Short et al., 

1976). . 

Putt differently, due to the fact that the groups that are studied here consist of only one 

tie,, cues to personal identity could shift the attention from group affection ("I like this group) 

too interpersonal affection ("I like you"). Whereas in groups that consist of more than two 

peoplee this shift would be less easily made, enhancing the likelihood that the shift would be 

onee from group affection to diminished group affection (but not necessarily greater 

interpersonall  attraction). Having said that, this remains speculative however, and some 

researchh evidence exists that shows that under particular conditions interpersonal attraction 

cann also be greater when cues to identity are available, even in larger groups (Sassenberg & 

Postmes,, 2002). 

Whatt is clear, though, is that the very fact that dyads were investigated in this research 

meantt that the odds were stacked against finding any group-level effects as predicted by 

SIDE.. After all, a dyad is all about coming to terms with an inter-personal situation, and 

generallyy the construct of social identity is believed to be irrelevant to this kind of 

interpersonall  setting. The present findings nonetheless show clear evidence that, even in the 

mostt interpersonal of social settings, group membership should not be ignored. 
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CHAPTERR V: PERSONAL AND SOCIAL IDENTIT Y IN ONLIN E 

COLLABORATIO N N 

Thee final empirical chapter of this thesis wil l present a study integrating the previous studies, 

andd put their findings to the test in a real online collaboration setting. In this study I examined 

thee effects of both forms of cues to identity (personal and social) for high as well as low 

identifierss in an intergroup context, on outcomes related to online collaboration. In order to do 

so,, participants were teamed-up in dyads to jointly perform an online task that required them 

too extensively communicate, for they were dependent on each other to fulfil l the task success-

fully .. Similar to the studies presented in Chapter IV, cues to identity were provided that could 

bee employed to accentuate the individuality of the person (i.e., cues to personal identity), 

whereass other cues related to relevant social group membership (i.e., cues to social identity). 

Thee impacts of these types of cues were expected to be analogous to those of the preceding 

studiess in Chapters 3 and 4, in that the effects of cues that help to depict a person as a unique 

individuall  with idiosyncratic characteristics (cues to personal identity), are moderated by cues 

thatt emphasize similarity or dissimilarity on the basis of social group membership (cues to 

sociall  identity). Such effects should be obtained on several dependent variables: on the 

perceptionn of having a shared identity, and on the satisfaction with and outcome of the task at 

hand.. In line with scholars that stress the importance of "personalized" or individuated inter-

personall  communication (for instance, Gaertner & Schopler, 1998; Kiesler et al., 1984; 

Rutter,, 1987; Short et al., 1976; Sproull & Kiesler, 1991), and congruent with previously 

presentedd studies, cues to personal identity were predicted to affect the subjective quality of 

impressionss and reduce ambiguity. Similar effects were found in preceding chapters, which 

showedd that cues help to build rapport (see Studies 2.2, 3.1, 4.1) and make a target appear 

moree trustworthy (see Study 4.3), compared to target others for whom cues to personal 

identityy are not available. 
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However,, an unambiguous idiosyncratic impression of the interaction partner was not 

expectedd to be necessary for positive evaluations of the interaction in all regards. Based on 

previouss findings, predictions were that in collaboration practices, affiliation with the partner 

inn terms of an overarching or shared social identity would be important and, more crucial, 

cuess to personal identity could stand in the way of such affiliation. The inability to individuate 

aa person, due to the absence of cues to personal identity, is believed to accentuate the 

perceptuall  unity of a group in conditions were the social identity is made salient (e.g.. Lea et 

al.,, 2001; Postmes et al., 2001; Sassenberg & Postmes, 2002). The suggestion is that, 

providedd that there is recognition that the members of the dyad are part of the same over-

archingg social group (e.g., both being a student at the University of Amsterdam), the absence 

off  cues to personal identity can strengthen the perception of sharing the same social identity. 

Thee reason for this is that cues to personal identity stress the unique individuality of a person, 

andd absence of these cues may provide a context in which the individual differences between 

memberss of the dyad are obscured (e.g., Lea et al., 2001; Postmes et al., 2001; Sassenberg & 

Postmes,, 2002). 

Itt is vital to emphasize that the absence of cues to personal identity may accentuate 

sociall  identity of the target, not only as a member of the ingroup but also as a member of an 

outgroup,, depending on the available cues to social identity (Reicher, Spears, & Postmes, 

1995).. Thus, in a context where cues to social identity are present and relevant in the light of 

thee interaction, targets can be categorized as ingroup members when the self and the other are 

perceivedd as being part of the same social group, but also as a representative of a different 

groupp when cues to this effect are available. Predictions therefore were that absence of cues to 

personall  identity would foster the perception of shared identity only when the target was 

categorizedd as a member of the ingroup (see Study 3.3 and Chapter IV). 

However,, the mere recognition of being a member of the same group was not expected 

too be sufficient for social identification with the other. In order to perceive a shared social 

identity,, one's stance towards this particular group in terms of identification also needs to be 

consideredd (Barreto & Ellemers, 2000; Tajfel & Turner, 1986). As was shown in Study 4.2, in 

orderr for effects based on group membership to occur, people need to identify with the 

particularr group (only high identifiers showed ingroup favoritism there). In conclusion, 

predictionss were that the perception of sharing a social identity would be fostered by the 

inabilityy to individuate, combined with recognition of both being part of the same group with 

whichh one identifies. 
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Thee expectations were that the outcomes of the perception of a shared identity would 

bee echoed in variables related to the perceived quality of interaction (Haslam, 2001). The 

studiess reported in Chapter II I  indicated that under conditions where people collaborated 

anonymously,, work satisfaction and subjective performance were higher compared to when 

partnerss were identifiable. The same predictions were made in the present study, but again, 

thiss effect was only expected to occur when cues to social identity suggested that dyads were 

fromm the same social group, and when participants identified with this group. 

Method Method 

ParticipantsParticipants and Design 

Onee hundred and ninety students of the University of Amsterdam participated in the 

experimentt in return for a financial compensation. For reasons of technical malfunctioning, 14 

respondentss were removed from further analysis. The design was a 2 (social identity of 

partner:: ingroup vs. outgroup) x 2 (ingroup identification: low vs. high) x 2 (cues to personal 

identity:: no cues vs. cues) factorial design. 

ProcedureProcedure and Independent Variables 

Thee experiment was conducted in two separate laboratories, each consisting of eight personal 

computerss connected to a network. Participants were invited to one of the laboratories where, 

inn the conditions with cues to personal identity, a digital portrait picture was taken, after 

whichh the participant was directed to the cubicle with the computer. In the conditions without 

cuess to personal identity, participants where taken to their computer upon entering. The 

softwaree used was a custom-built application programmed in cold fusion, which provided the 

instructionss and facilitated online interaction through ajava-chat application. 

Participantss were told that they were going to be teamed-up with a randomly selected 

partnerr that was located in the other laboratory, with whom they could interact by means of an 

online-chatt application. These dyads were told that they were going to perform a matching 

taskk {adapted from: Hancock & Dunham, 2001; Schober & Clark, 1989). In this task, there 

weree two roles: a director and a matcher, and a card in front of the computer screen indicated 

thee role that was assigned to the participant. The participants that were given the role of 

directordirector were asked to describe a series of 12 abstract figures that were printed on a piece of 

paperr lying in front of them. The task of the matcher was to match the descriptions given by 

thee director to the correspondent figure in a list of 20 figures. The players were encouraged to 
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discusss each Figure until the matcher was reasonably sure that the figure selected was the 

correctt one. Participants were told that their partner would either be a student from the 

Universityy of Amsterdam (ingroup) or the Free University (outgroup). In reality, all 

participantss were from the University of Amsterdam, so for half of the participants false cues 

too social identity were provided. Social identity was made salient by means of presenting the 

logoo of the particular university on the screen. In the condition where cues to personal identity 

weree provided, participants were told that the first name and a portrait picture of both players 

wouldd be shown on screen. In reality, participants only saw their own picture, and the picture 

off  the other player was randomly drawn from the database with neutral pictures." This was to 

preventt participants recognizing each other. For practical reasons, real names of both players 

weree used. In the condition without cues to personal identity, no pictures where shown, and in 

thee chat-application, first names were replaced by "idl"  and "id2". In addition to demographic 

questionss (age, sex), ingroup identification was measured using a three-item scale developed 

byy Doosje et al. (1995, see Study 3.3 for items), which had a satisfactory reliability 

(Cronbach'ss alpha = .90). Identification with the outgroup was measured using the same 

questions,, replacing "UvA" with "VU" (a = .89). After this, participants started the task that 

tookk a maximum of 15 minutes. 

DependentDependent Variables 

Followingg the interaction, a number of statements were presented (7-point scales, 1 = strongly 

disagree,, 7 = strongly agree) measuring the dependent variables. Three statements assessed 

thee ambiguity of impressions ("I have a clear impression of my partner", "I have a complete 

impressionn of my partner", and "I think that I see my partner the way he/she really is"; a = 

.72).. Positivity of impressions was measured by two statements ("I have got a positive 

impressionn of this person", and "I think this is a nice person"; a = .74). Participants responded 

too six statements addressing the development of shared identity. Three statements were 

measuredd on a 7-point scale ("I have the feeling that my partner and I are part of the same 

group",, "I think my partner and I are part of a larger group" and "I feel connected to the other 

person").. In addition to this, three pictorial measures were used for which participants had to 

indicatee which picture depicted their team best (same pictures as used in Study 3.3, Figure 3). 

Thee so-composed social identity scale was based on the z-transformed scores (a = .72). Work 

satisfactionsatisfaction was measured by four items ("Our dyad collaborated well", "I was able to 

211 Again, the same database of pictures that was used in the previous chapters. 
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concentratee on the task", "Our dyad worked effectively", and "Our dyad communicated 

clearly";; a = .84). Subjective performance was measured by two statements ("I feel confident 

aboutt our result" and "We have delivered a good product"; a = .84). The total number of 

correctt matches was used as a measure of objective performance. 

DataData Analysis 

Dataa was scanned for outliers on dependent variables by using the method of estimating 

Mahalonobiss distances (Tabachnick & Fidell, 1996). Three participants were identified as 

outlierss and these cases were excluded from further analysis. This resulted in a total sample 

sizee of 173 (69 males, 104 females). 

Results Results 

Ass predicted, identification with the ingroup (M = 4.60, SD = 1.25) was higher than 

identificationn with the outgroup (M = 2.25, SD = 1.17), F(l, 171) = 334.78,p < .001. Relative 

identificationn with the ingroup was calculated by means of computing the difference between 

identificationn with the ingroup and outgroup, and on this measure high identifiers (M= 3.49, 

SDSD = 0.90) were distinguished from low identifiers {M = 0.99, SD = 1.42) by means of a 

mediann split. In order to test the effect of cues to personal identity and the level of ingroup 

identificationn in interactions with partners from either the ingroup or the outgroup, a 2 (social 

identityy of partner: ingroup vs. outgroup) x 2 (ingroup identification: low vs. high) x 2 (cues 

too personal identity: no cues vs. cues) analysis of variance was conducted. 

ImpressionImpression formation. Presence of cues had a significant effect on the reduction of 

ambiguity,ambiguity, F(l, 165) = 5.97, p < .05. In conditions where cues were present, ambiguity was 

reducedd (M = 3.14, SD = 1.17) compared to conditions where cues were not present (M = 

2.72,, SD = 1.13). Group membership did not significantly affect reduction of ambiguity, F(l, 

165)) = 0.66, ns, and also the level of identification with the ingroup had no effect, F(l, 165) = 

1.95,, ns. There were no reliable two-way interaction effects, all F's < 2.25. However, a 

significantt 3-way interaction was found, F(l, 165) = 4.35, p < .05. In order to interpret this 3-

wayy interaction it was broken down into separate 2-way interactions for ingroup and outgroup 

targets.. There were no significant main or interaction effects for the ingroup, all F's < 3.62. 

Forr the outgroup there was a significant interaction, F(l, 82) = 4.85, p < .05. Inspection of the 

meanss showed that low identifiers were unaffected by the presence of cues to identity, F( 1, 

37)) = 0.24, ns. However, among high identifiers, more ambiguity was reduced when cues 
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weree present {M = 3.44, SD = 1.00) than when no cues were present {M = 2.61, SD = 1.13), 

F( l ,41)=6.64 ,p<.05. . 

Noo main effects or higher order effects proved significant for positivity of impression, 

alll  F ' s< 3.06. 

Tablee 11. Mean Scores and Interaction Effects on the Dependent Variables for the Ingroup 

Targets s 

Sharedd identity 

SD SD 

Workk satisfaction 

SD SD 

Subject,, performance 

SD SD 

Object,, performance3 

SD SD 

Low w 

N N 

Identifiers s 

-0.39a a 

0.71 0.71 

4.80a a 

1.00 1.00 

3.63a a 

1.23 1.23 

7.80a a 

2.04 2.04 

aa cues 

High h 

identifiers s 

0.21„ „ 

0.95 0.95 

5.77h h 

0.95 0.95 

4.92b b 

1.32 1.32 

8.50a a 

2.83 2.83 

Low w 

Identifiers s 

0.06ab b 

0.98 0.98 

5.83h h 

0.68 0.68 

5.21h h 

J.J. 26 

9.00, , 

2.63 2.63 

Cues s 

High h 

identifiers s 

-0.23ab b 

1.13 1.13 

5.45b b 

0.88 0.88 

4.69h h 

1.28 1.28 

8.866 a  a 

2.41 2.41 

Interaction Interaction 

/r(1.83) ) 

4.58* * 

12.35** * 

10.82** * 

Note.Note. Means in the same row with a different subscript differ significantly from each other at 

p< .05 5 
aa Analysis of variance on level of dyad, F( 1,22) 

*p<*p<  .05. " "><.005 

SharedShared identity. With respect to shared identity, there were no significant main or 2-

wayy interaction effects, all F's < 1.23. However, a significant 3-way interaction was found, 

F(\,F(\, 164) = 4.93, p < .05. In order to interpret this interaction a separate 2 (ingroup 

identification:: low vs. high) x 2 (cues to personal identity: no cues vs. cues) analysis of 

variancee was conducted for ingroup and outgroup targets. For the outgroup there were no 

significantt main or interaction effects, all F's < 1.10. For the ingroup, no significant main 

effectss were found, F's < 0.55. However, there was a significant interaction, F(l, 83) = 4.58, 

pp < .05 (see Table 11). When cues were present, the level of identification did not 

significantlyy affect shared identity, F(l, 41) = 0.78, ns. However, in the condition without 

cues,, low identifiers reported perceiving less of a shared identity with their interaction partner 
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(M=(M=  -0.39, SD = 0.71) than high identifiers did (M = 0.21, SD = 0.95), F(l, 42) = 5.42, p < 

.05. . 

WorkWork Satisfaction. With respect to the satisfaction with the collaboration, no 

significantt main effects or 2-way interaction were found, all F's < 2.58. But again, the 3-way 

interactionn was significant, F(l, 164) = 8.39, p = .005. A 2 (ingroup identification: low vs. 

high)) x 2 (cues to personal identity: no cues vs. cues) analysis of variance was performed for 

thee ingroup and the outgroup separately. For the outgroup no significant main or higher order 

effectss were found, all f ' s < 0.70. No main effects were found for the ingroup either, all F's < 

3.37,, but the interaction proved significant, F(l, 83) = 12.35, p = .001. In the conditions 

withoutt cues, low identifiers had less work satisfaction (M= 4.80, SD = 1.01) compared to 

highh identifiers (M= 5.77, SD = 0.95), F(l, 42) = 9.79,p < .005. In the cues condition, there 

wass no significant difference, F < 2.39. The pattern of means as displayed in Table 11 

suggestss that satisfaction was significantly lower in only one condition: the low identifier - no 

cuess condition. A post-hoc contrast analysis (Rosenthal et al., 2000) confirmed this pattern: 

Participantss expressed the least satisfaction when they were low identifiers and working with 

ann anonymous partner (M= 4.80, SD= 1.01), compared to the other conditions (M= 5.67, SD 

== 0.86), F( 1,85)= 13.53,p<.001. 

SubjectiveSubjective Performance. Scores on subjective performance showed a comparable 

patternn as the other dependent variables: There were no significant main effects, all F's < 

2.98,, and all but one two-way interaction proved insignificant, F's < 2.19. The significant 

two-wayy interaction between identification and group membership, F(l, 164) = 5.39,/? < .05, 

wass qualified however by a significant 3-way interaction, F(l, 164) = 3.89, p < .05. Again, 

twoo separate 2 x 2 analyses were performed for both the ingroup and the outgroup. The 2 

(ingroupp identification: low vs. high) x 2 (cues to personal identity: no cues vs. cues) analysis 

off  variance showed no significant main or higher order effects for the outgroup, all F's < 

0.05.. For the ingroup, a main effect was found for cues F(l, 83) = 6.05, p < .05. In conditions 

wheree cues were present, participants indicated that they were more satisfied with their 

performancee (M = 4.92, SD = 1.29) compared to the conditions where no cues were present 

(M(M = 4.33, SD = 1.43). However, this effect was qualified by a significant 2 x 2 interaction 

F( l ,, 83) = 10.82, p = .001. In the condition with cues, the level of identification did not 

significantlyy affect the perception of performance, F(l, 41) = 1.79, ns. In the condition 

withoutt cues, low identifiers were less satisfied with their performance (M = 3.63, SD = 1.22) 

comparedd to high identifiers (M = 4.92, SD = 1.32), F(l, 42) = 10.75, p < .005. In order to 

establishh that the pattern was the same as for satisfaction, the same post-hoc contrast analysis 
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(Rosenthall  et al., 2000) was conducted. Again, this was confirmed: Participants perceived to 

havee performed the least when they were low identifiers and working with an anonymous 

partnerr (M = 3.63, SD = 1.22), compared to the other conditions (M = 4.92, SD = 1.29), F(l, 

85)) = 15.86, p< .001. 

ObjectiveObjective Performance. In order to examine the effects of the independent variables 

onn the way participants performed their task, data needed to be analyzed on the level of the 

dyad.. This meant that data had to be aggregated, and with respect to the level of ingroup 

identification,, mixed groups (i.e., dyads that consisted of a high identifier and a low identifier) 

hadd to be removed. This resulted in a sample size of 44 dyads. A 2 (social identity of partner: 

ingroupp vs. outgroup) x 2 (ingroup identification: low vs. high) x 2 (cues to personal identity: 

noo cues vs. cues) analysis of variance was conducted to examine the influence on objective 

performance.. No main or interaction effects were found. Despite the fact that objective 

performancee did not show the same pattern of effects, it was highly correlated with subjective 

performance,, r(42) = .46, p < .02, indicating that subjective assessment of performance was 

fairlyy accurate when compared with actual performance. Thus, despite the fact that the 

differencess in objective performance did not show a similar patter to those of subjective 

performancee and satisfaction, there is an indication that these subjective assessments are 

rootedd in actual performance effects. 

Discussion Discussion 

Thiss final empirical study again confirms that cues to personal identity affect the subjective 

qualityy of impressions that people form of each other, thereby replicating results from 

precedingg studies. Even though objectively their knowledge of the person is limited, partici-

pantss feel that their person impressions are less ambiguous when they know what their 

interactionn partner looks like and how he or she is named. These personalized perceptions not 

onlyy provide clearer, less ambiguous impressions, but also make the individual distinct from 

his/herr social "background", which may ground a target in a particular social setting and 

therebyy is likely to be judged in terms of his/her social identity (Postmes et al., 1998; Reicher 

ett al., 1995). According to SIDE (Reicher et al., 1995; Spears & Lea, 1994), information 

aboutt idiosyncratic characteristics of persons stresses their unique individuality, thereby 

individuatingindividuating them, and vice versa, it is the inability to individuate a person that can 

emphasizee the shared group identity (Reicher et al, 1995; Spears & Lea, 1992, 1994). It is 

thiss process that is held responsible for the outcomes on the interaction-related variables, as 

wil ll  be described below. 
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Predictionss were confirmed that the level of identification with a social group, in 

combinationn with the inability to individuate determines the perception of shared identity. In 

conditionss without cues to personal identity, high identifiers perceived more shared identity 

comparedd to low identifiers. This is completely in line with SIDE-expectations, which suggest 

thatt under circumstances when social identity is made salient and important to the 

communicators,, the absence of cues to personal identity can accentuate the perceptual unity of 

thee group and thereby enhance group members' feelings that a social identity is shared (e.g., 

Leaa et al., 2001; Postmes et al., 2001; Sassenberg & Postmes, 2002). It is important to 

emphasizee that this effect corroborates the assertion in the introductory chapter to this thesis 

thatt a third aspect of person perception needs to be taken into account—social-categorical 

effectss of cues being dissimilar to the effects of cues on the inter-personal relations, even 

withinn the context of a dyad. 

AA reverse effect, which could have been predicted from the SIDE model, in which 

cuess to personal identity disrupt the unity of the social group and decrease feelings of shared 

identity,, was not confirmed. Even though visual inspection of the means suggests that high 

identifierss perceived less shared identity with individuated ingroup others than with 

anonymouss ones (see Table 11), this difference was not reliable (F = 0.78, ns). There is no 

definitivee explanation for this, but a tentative suggestion would be that if the fact that 

communicatorss are both students at the same university is being de-emphasized due to cues to 

personall  identity, at the same time these cues increase rapport through making the person 

identifiable.identifiable. In other words, the cues to personal identity might have decreased the perceptual 

unityy of the group, but at the same time visually identified the target, which might have 

strengthenedd a perceived common bond with that target (similar to the effects on positivity of 

impressionss reported in Chapter II , among others). Of course such interpersonal attractions 

aree theoretically distinct from social identification, but there are cases in which interpersonal 

attractionn can have similar effects in the sense of producing social attraction (i.e., 

identification)) and identity-related social influences (see for elaborate discussion: Postmes & 

Spears,, 2000a). This assumption is supported by the data, which show that for high 

identifiers,, positivity of impression is highly correlated with shared identity when cues are 

available,, till)  = .73, p < .001. Thus, perceptions of communality seem to be fostered by 

emphasizingg the group membership, but they also appear to be influenced by interpersonal 

attraction.. This finding suggests that attraction at the interpersonal level and attraction at the 

groupp level are not independent of each other. In contrast to Hogg's (1992) assertion that 
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group-basedd attraction provides the basis for interpersonal attraction, the reverse might also be 

thee case (Postmes, Spears, Lee, & Novak, 2003). 

Thiss same pattern was found for the variables that were related to the interaction. Both 

workk satisfaction and subjective performance showed that cues to personal identity were only 

effectivee when identification with the ingroup was low. So, participants were satisfied when 

theyy were teamed-up with a partner from which they had a clear unambiguous impression, or 

withh whom they could identify on the basis of sharing a salient social identity. This again 

confirmss that two processes might be taking place at the same time that both lead to higher 

satisfaction:: on the one hand, satisfaction with work and performance is fostered on the basis 

off  identification with a shared social identity, but in conditions where cues to personal 

identityy might weaken the influence of such a common group, interpersonal attraction might 

compensatee for the loss of rapport which ensues. 

Inn addition to subjective performance, the objective performance (i.e., how good do 

thee teams perform) was assessed. Differences across conditions were not significant, but this 

couldd be due to the weak power of analysis with only 44 dyads (cf. Cohen, 1977). However, 

inspectionn of the means shows a comparable pattern, in that low identifying dyads performed 

worsee when no cues were present, compared to the other conditions. Also, the high correlation 

betweenn subjective performance and the objective scores suggest that the cues to identity 

affectt performance in a comparable manner. However, definite conclusions cannot be drawn 

duee to the insignificance of the effects. 

Noo effects for interactions with the outgroup were found whatsoever. The assumption 

thatt collaboration with anonymous outgroup others would be less valued (especially among 

highh identifiers) was not confirmed. Overall, participants were indifferent to whether or not 

cuess to personal identity were available for outgroup members. Although there is no satisfac-

toryy explanation why this result was not found, it should be stressed that the interpretation of 

nulll  effects is a practice that is best avoided: not demonstrating a significant difference in an 

isolatedd study does not tell whether an effect is actually there or not. However, in order to 

exploree why the results of this study were different to others in this thesis on this point, some 

speculationss can be made. 

Itt could be that the stereotypes about the outgroup in question (Free University) tend 

too be more positive when it comes to qualities that one might find desirable in the type of 

collaborationn task which was used in the present study. Thus, whereas the stereotype of the 

outgroupp is negative on a number of characteristics (making it less "fun" to collaborate with 

someonee from the Free University, for example), the stereotype is rather more positive with 
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regardd to the quality of Free University students' work, their diligence, and their work 

motivation.. Seen in the light of preceding studies, in which ingroup favoritism (or outgroup 

"dislike")) was demonstrated on the selection of collaboration partners (Studies 4.1 and 4.2), 

thee investment of trust (Study 4.3), and the perceived success of the interaction (Study 3.1 and 

3.2),, this could explain why there were somewhat different effects on the actual evaluation of 

thee collaboration outcomes in a task where collaboration on a collective product took place. It 

shouldd be noted again though that these are ultimately no more than interpretations of a null 

effect—theree are numerous reasons why this study yielded seemingly different outcomes than 

previouss ones, ranging from the more profound ones discussed above to more banal 

explanationss due to chance and power (Cohen, 1977). 

Anotherr explanation may be that the interaction was not free of cues to personal 

identity.. Based on the social information processing (SIP) approach developed by Walther 

(Walther,, 1992, 1996), suggestions could be made that, even though cues to personal identity 

inn the form of portrait pictures and first names were absent, personal information was 

conveyedd on a linguistic level. According to SIP, people always strive for meaningful, 

interpersonall  relationships and in order to develop such positive relationships, communicators 

havee to exchange personal information. However, SIP argues that in conditions where it is 

lesss easy to send or receive these personalizing cues, this does not mean that personal 

informationn is not being exchanged. When these cues are not automatically transmitted (i.e., 

whenn the bandwidth of the medium does not enable the transmission of easily available cues 

suchh as the cues to personal identity that were used in these studies), participants will 

overcomee this by adapting their behavior according to whatever cues the medium allows them 

too use. So, in contexts that allow only textual interactions, SIP argues that interactors adapt 

theirr linguistic and textual behavior, in such a manner that social or personal information is 

exchangedd nonetheless (Walther, 1992; 1996, and Chapter I for more elaborated description). 

Evenn though this could explain the results for collaboration with the outgroup, this same 

processs should have occurred for the ingroup. However, as is described above, for ingroupers, 

cuess to personal identity (or actually the lack thereof) did have significant effects as predicted. 

AA final suggestion, and maybe the most promising when considering the differences 

acrosss studies presented in this thesis, is that the effects of group membership are transformed 

duringg the interaction. The studies of Chapter III (especially Studies 3.1 and 3.2) offer 

suggestionss that interacting itself may help to build a shared social identity. From a theoretical 

perspective,, this is an interesting assumption to consider in future research. Whether or not 

specificc cues wil l be used to categorize a person as an outgroup member may depend on the 
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situationn at hand, and categories do not represent fixed properties, but may vary, depending on 

thee context (Turner et al., 1994, p. 456). Therefore, it could be that working together on a 

collaborativee task decreases the relevance of differentiation on the basis of the university 

attended.. Put differently, the cues to identity that were initially meant to categorize, providing 

relevantt information about the group membership of the target (i.e., his/her university), could 

havee been made irrelevant in the tight of the nature of the interaction, and thus gradually 

"replaced111 by an emergent shared identity, for example one which defines the dyad as a 

distinctt collaboration team. This again is only speculation and further research seems 

necessaryy to draw more definite conclusions. 

However,, for the ingroup, the results are consistent with, and thereby reinforce, the 

previouss findings, suggesting that in online collaboration activities, cues to social identity, 

andd in particular one's stance towards the respective social group play and important role in 

determiningg whether or not cues to personal identity are a necessity for good collaboration. 

Previouss findings that suggest that when social identity is shared and appreciated, cues to 

personall  identity lose their value for positive collaboration outcomes are once again 

confirmed.. The importance of the social-categorical perceptions (self and other in the dyad 

belongingg to the same social group or not) was also evident in this study, which underlines the 

importancee of distinguishing different aspects of person perception. Perceptions of the 

individuall  should not merely be conceived of in terms of ambiguity or positivity in inter-

personall  terms, but also in terms of social-categorical relations. 
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CHAPTERR VI : DISCUSSION 

PurposePurpose of the Thesis 

Thiss thesis set out to argue that numerous theoretical perspectives (at least those that make 

clearr predictions regarding effects of media characteristics) relate the social effects of 

Computerr Mediated Communication (CMC) to the capacity for conveying social cues (e.g., 

Bordia,, 1997 for overview). However, as was concluded from the overview, various 

perspectivess consider the effects of different types of cues, and moreover they focus on 

differentt theoretical consequences (see Chapter I, in particular Table 1). Despite the many 

differencess between approaches, the introduction to this thesis argued that there is an 

underlyingg core assumption common to all theoretical perspectives in this area, that providing 

personall  information (i.e., cues to identity) affects person perception in one way or another. 

Nonetheless,, the subsequent consequences of this for a variety of social outcomes are 

generallyy taken for granted, notwithstanding the fact that these outcomes themselves are 

hypothesizedd to be quite varied and sometimes even contradictory. 

Onn the basis of the theoretical literature review, a first aim of this thesis was to gain 

moree insight in the way in which cues to identity influence person perception. It was argued 

thatt this is an important issue to consider more closely, partly because of the theoretical 

centralityy that has been awarded to the presumed effects of cues on person perception, and 

partlyy because of the relative negligence of these effects in the empirical literature. Thus, 

wheree one tends to find strong assertions throughout the literature that "the eyes have it" (e.g., 

McLeod,, Baron, Marti, & Yoon, 1997) upon closer scrutiny one finds that these assertions 

ignoree the question of exactly what it is that the eyes are supposed to have. Thus, the main 

purposee of the thesis was to examine the more proximate effects of cues to identity on person 

perception.. However, the thesis was also about the relation between these proximate 

outcomess and more distal outcomes, more specifically the effects on interpersonal evaluations 

(suchh as ambiguity reduction, positivity and trust), interaction evaluations (such as reciprocity 
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expectations,, collaboration preferences, work satisfaction, and subjective performance), and 

mediumm evaluations {such as satisfaction). 

AA Summary and Interpretation of Results 

Thee thesis started out with examining what effects cues to identity would have on person 

perception,, but ended up concluding that it may be fruitful to distinguish between three 

aspectss of person perception: the individuation of the other (i.e., getting to know things about 

thee other that makes him or her a unique individual), the interpersonal relation that one has 

withh the individual (i.e., liking this person more or less on the basis of the impression), and 

sociall  categorical perceptions about the other (in terms of one's categorization of the other as 

ingroupp or outgroup member). In the first phase of the research, I focused on the effects of 

cuess on the first two of these. As was initially demonstrated in Study 2.2, but repeatedly 

foundd in subsequent studies (Studies 2.2, 4.1, and 5.1), providing participants with personal 

informationn in the form of a portrait picture, basic biographical information or even just a first 

name,, has strong effects on interpersonal evaluations. In all these studies, cues to identity 

exertedd relatively strong and consistent effects on the first of the three components of person 

perception;; ambiguity. They reduced ambiguity in that they gave the participants a sense of 

knowingg who they are interacting with. Although it should be noted that the effects on 

ambiguityy were by no means consistent throughout the thesis, the overall pattern is quite 

clear:: One should not over-interpret the isolated null effects on this variable. Where cues 

reducee ambiguity, this is completely in line with the implicit assumptions that are made in all 

perspectivess that suppose a direct relationship between the availability of personal 

informationn and feelings of "immediacy", as in Social Presence Theory (Rutter, 1987; Short, 

1974;; Short et al., 1976), the Cuelessness Model (Rutter, 1987), the Reduced Social Cues 

Perspectivee (Culnan & Markus, 1987; Kiesler et al., 1984; Sproull & Kiesler, 1991), and the 

SIDE-modell  (Postmes et al., 1998; Reicheret al., 1995; Spears & Lea, 1992). 

Thee research also showed a similarly consistent effect of cues to identity on the second 

off  the three components of person perception, positivity. As was demonstrated in Study 2.2, 

3.1,, 4.1, 4.3"", providing participants with individuating cues such as a portrait picture or 

biographicall  information also has strong effects on the positivity of those perceptions (there 

weree a few studies in which this effect was not obtained, but again there is no clear pattern to 

222 In Study 4.3, the dependent variable was not positivity, but (interpersonal) trust, which is distinct, 

howeverr very likely closely related to notions of positivity. 
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explainn these null effects). This finding is again consistent with most theoretical perspectives, 

whichh predict that cues to identity as conveyed through particular media would increase 

"intimacy",, as in Social Presence Theory (Rutter, 1987; Short, 1974; Short et al., 1976), the 

Cuelessnesss Model (Rutter, 1987), Information Richness Theory (Daft & Lengel, 1984), as 

welll  as more recent perspectives such as Social Information Processing Theory (Walther, 

1992,, 1996; Walther et al., 1994; Walther et al., 2001). 

However,, as was shown in Chapter III , the positive effects of cues to identity on 

interpersonall  impressions and evaluations are not necessarily mirrored by the evaluation of 

thee interaction itself and its products. Thus, the implicit assumption that is made in many of 

thee theories mentioned above (and is very evident in lay people's perceptions—as 

demonstratedd in Study 2.1), that the richer the medium is, the better the collaboration must be, 

waswas not corroborated in our research. When it came to evaluating the interaction in terms of 

workk satisfaction (Study 3.3), subjective performance (Study 3.2 and 3.3), or satisfaction with 

thee medium (Study 3.1 and 3.2), participants preferred to be working anonymously. Overall, 

ann effect was found that when interacting in the absence of cues to identity, participants felt 

moree certain about the interaction.23 

Thesee findings are remarkable, when evaluated by the assumptions underlying classic 

theoriess of CMC (excluding the SIDE model) that the proximate effects of cues on person 

perceptionn and positivity of impressions would have parallel effects on the enjoyment and 

successs of the subsequent interaction. These assumptions are challenged by my findings. In 

fact,, the results reported (particularly those in Chapter III ) are opposite to what could be 

expectedd on the basis of Social Presence Theory, the Cuelessness Model and the Reduced 

Sociall  Cues Approach. The latter of course predicts that anonymity promotes a state of de-

individuationn by which people lose there individuality and become less aware of the self and 

thee others, which is believed to result in anti-normative, self-centered, and unregulated 

behaviorr (Kiesler & Sproull, 1992). These predictions are clearly inconsistent with the 

findingsfindings in Chapter III , which indicate that participants felt more certain, collaborated better 

andd were more satisfied with the medium under anonymous conditions. 

:?? Study 3.1 showed that these effects were only found for experienced users. As was shown by the 

interactionn effect, inexperienced users were indifferent to whether or not cues were present. Their degree of 

"dislike""  for both conditions was similar to the experienced users who had cues present. This suggests that 

inexperiencedd users do not prefer interacting online whatsoever, but does not explain the counter-intuitive effects 

forr the experienced users. 
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Inn order to explain these paradoxical effects, we need to turn to the third component of 

personn perception that was identified in the introduction. There, it was argued that person 

perceptionn has its implications for interpersonal relations (i.e., in terms of the prima facie 

attractivenesss and likeability of the other) but also for a different kind of relational inference, 

namelyy that based on social categorization. Based on the SIDE model (Reicher et a!., 1995; 

Spearss & Lea, 1992, 1994), assumptions were made that the absence of cues to identity may 

indeedd foster "de-individuation" (in the sense of depersonalized perceptions of self and other), 

butt at the same time increase attention to shared group membership (i.e., foster a 

categorizationn of the other as belonging to the same social category as the self). In other 

words,, in contexts where people may recognize themselves as belonging to a same (social) 

group,, the absence of idiosyncratic information (as conveyed through cues to identity) can 

draww away attention from the individually differentiating characteristics, and accentuate 

similaritiess in terms of shared group membership (cf. Sassenberg & Postmes, 2002). Although 

groupp membership was not made explicitly salient in the first two studies described in 

Chapterr III , participants were all aware that students similar to them were partaking alongside 

(andd moreover, nowhere was it even suggested that their counterparts could have belonged to 

ann "outgroup" or that they could have had contrary motives of any sort). Therefore, the 

findingss of Studies 3.1 and 3.2 could well have been due to these contrary effects of cues to 

identityy on social categorization. This was indeed confirmed in Study 3.3. In a similar setting, 

thee absence of cues to identity was found to positively affect the feeling of a shared identity. 

Thus,, Study 3.3 provided direct support for SIDE's prediction that an absence of cues to 

identityy (within a context in which a shared group membership can be assumed) has beneficial 

effectss for social relations at a different level than the interpersonal, namely that of the 
24 4 

group. . 

Thereby,, these findings confirm the assumption made in the introductory chapter that, 

beyondd effects on ambiguity of impression formation, it is vital to make a distinction between 

twoo proximate effects which cues to identity may have: On the one hand a receiver of 

communicationn may use cues to identity to individuate a target in terms of personal identity 

(i.e.,, cues to personal identity). On the other hand, cues to identity can function as a basis for 

Thee assumption that such "belongingness" to the same group can be derived from the setting itself was 

strengthenedd by the fact that the manipulation of identity (in which either personal identity or social identity was 

madee salient) had no effects on the outcomes. 
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sociall  categorization, in which targets can be assigned as belonging to an ingroup or outgroup 

(i.e.,, cues to social identity), depending on the situation at hand. 

Al ll  this relies on the assumption that cues provide information about a person and may 

formm the basis for individuation as well as for social categorization. So, cues themselves have 

noo intrinsic meaning determining whether they wil l be used for one or the other. Whether or 

notnot a cue wil l be picked op to categorize is strongly dependent on the extent to which the 

sociall  identities referred to by these cues are accessible and relevant to everyday lif e (i.e., 

"fitting") ,, and have strong social stereotypes associated with them. As discussed in Chapter 

III ,, the wider context of the interaction and the relevance of cues determine whether or not 

cuess to identity wil l be used for individuation or social categorization. Therefore, whether 

cuess to identity are used as cues to personal identity or as cues to social identity is not 

necessarilyy determined by intrinsic features of these cues, but is the result of an interaction 

betweenn cues, their social background and wider context, and properties of the perceiver. 

Thee notion that cues to identity can be used to form impressions of personal identity as 

welll  as provide information about social identity was further elaborated in Chapter IV, which 

examinedd how cues function in an inter-group context. Results of Study 4.1 showed that when 

havingg to select a collaboration partner in the absence of cues to personal identity (i.e., when 

thee formation of a relatively unambiguous impression is impossible) cues to social identity 

becomee important in such a way that ingroup members are preferred. More importantly, when 

cuess to personal identity were present (even relatively superficial cues such as portrait 

picturess and first names), this ingroup favoritism disappeared and no consistent preference for 

eitherr group was shown. These findings were qualified in the second study of Chapter IV, 

whichh showed that it is not merely the recognition that someone belongs to a shared or 

differentt group, but also one's stance towards these particular groups (in terms of the relative 

identificationn with in- and outgroup). As results indicated, ethnocentric behavior under 

conditionss of anonymity was only displayed by individuals that strongly identified with the 

ingroup.255 But also for this latter group this effect completely disappeared when cues to 

identityy were present. Thus, the first two studies of Chapter IV suggest that when cues to 

personall  identity are not available, cues to social identity "kick in" and can rather strongly 

influencee behavior towards the interaction partner (particularly among high identifiers). What 

thiss suggests is that high identifiers are most prone to forming "depersonalized" perceptions 

255 and as a consequence identified relatively low with the outgroup, as ingroup identification was measured 

byy subtracting identification with the outgroup from identification with the ingroup. 
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off  their interaction partners—a logical consequence of their greater adherence to the ingroup-

outgroupp distinction. 

Inn Study 4.3 these findings were further explored. This study provided more insight in 

thee paradoxical relation between interpersonal evaluations (in the form of interpersonal trust) 

andd (social) behavior (in the form of invested trust). In this study, cues to personal identity 

provedd to be important for developing interpersonal trust (i.e., relational effects that associate 

withh positivity). However, the occurrence of trusting behavior depended once again on a 

counterpart'ss group membership (i.e., social identity). Only in the absence of cues to personal 

identityy did cues to social identity come into play, influencing whether trusting behavior was 

displayedd (i.e., toward ingroupers) or not (i.e., toward outgroupers). This finding underlines a 

patternn that emerges from the results: effects of cues to identity being noticeably different 

(andd even contradictory) when comparing the effects on interpersonal perceptions (such as 

liking,, attraction, and interpersonal trust), effects on social categorizations, and the 

subsequentt behavioral consequences (in terms of collaboration preferences, work satisfaction, 

andd actual trusting behavior). It appears that the effects on different components of person 

perceptionn can be contradictory, and this may explain the heterogeneity of the more distal 

sociall  effects of cues to identity. 

Inn sum, these findings corroborate the SIDE model, in that participants proved to be 

lesss willin g to team-up, and demonstrated less trusting behavior with anonymous others with 

whomm they could not identify (either on grounds of the other belonging to an outgroup, or 

becausee the ingroup has no affective meaning to the individual). Notably, this demonstration 

off  SIDE effects was obtained in dyads, which presents a social context for interaction which 

wouldd appear to be so strongly revolving around interpersonal considerations that one would 

expectt only weak effects of social category membership other than pervasive social categories 

suchh as gender and race. 

However,, for people that share group membership, findings were a littl e different from 

effectss traditionally demonstrated within the SIDE framework. The SIDE model predicts that 

personall  cues have an individuating effect, which disturbs the perceptual unity of the group 

(Leaa et al., 2001; Postmes et al., 2001; Sassenberg & Postmes, 2002; Spears & Lea, 1992). By 

this,, feelings of shared social identity decrease, which consequently affects the social 

influencess exerted by that identity. Direct support for this suggestion was indeed found in 

Studyy 3.3. Based on SIDE, one would expect that cues could have more consistent effects on 

thee willingness to collaborate with ingroup others, or invest trust in them, in those conditions 

inn which ingroup members cannot be individuated (i.e., when there are no cues to identity). 
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However,, this is not what the studies in Chapter IV showed: In these studies, presence of cues 

too identity did not negatively affect interactions with people with shared social identities. 

Studyy 4.3 provided a possible explanation for this by showing that trusting behavior is 

displayedd both as a function of interpersonal trust (a variable that has much in common with 

interpersonall  affection or positivity) and a salient shared social identity as members of an 

overarchingg social group. Therefore, pro-social behavior was predicted by both interpersonal 

andd social identity related factors. Put differently, behavior was influenced by liking of the 

groupp ("we"), but also by liking of the individual ("you"). It appears, then, that the results 

obtainedd in Chapter IV qualify those of Chapter III in one important regard: they do not only 

lendd support for the SIDE prediction that cues to identity can have negative effects on 

interactionn outcomes, but they also suggest that effects of cues to identity can be beneficial by 

increasingg interpersonal attraction. This qualification of course lends indirect support to the 

predictionss of classical theories of media effects, such as Social Presence Theory, Cuelessness 

Model,, and Social Information Processing Theory that argue that highly personalized 

impressionss are needed for social interactions. Thus, it shows that the effects of cues to 

identityy are at least in one sense as predicted: interpersonal attraction also being associated 

withh positive social consequences such as invested trust and willingness to collaborate. 

Howeverr at the same time the mixed nature of these effects also fundamentally undermines 

thee assumption embedded in these theories, that there would be fixed (determinist) effects of 

communicationn media. These results show that the social context importantly moderates the 

typee of social effects found. In that sense, results are also completely consistent with the 

distinctionn made by SIDE (and SCT) between interpersonal and social level effects. 

Similarr results were found in the last empirical chapter of this thesis that reports an 

experimentt in a real interaction setting. In this chapter, it was shown that the level of 

identificationn with a social group, in combination with the inability to individuate its group 

memberss affects the perception of shared identity. When cues to personal identity were not 

available,, high identifiers perceived more shared identity with people from the ingroup 

comparedd to low identifiers. This is completely in line with previous findings (Study 3.3) and 

SII  DE-expectations. 

However,, the opposite effect, in which cues to personal identity disrupt the unity of 

thee social group, thereby decreasing the feeling of shared identity was—again—not 

confirmed.. This suggests that when the shared social identity is de-emphasized due to cues to 

personall  identity, these cues at the same time increase rapport through making the person 

identifiable,, which is believed to have been responsible for strengthening a perceived 
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commonn bond with that target. Even though these interpersonal affections are theoretically 

distinctt from social identification, they could both produce social attraction (i.e., 

identification). . 

Thee feeling of shared identity was mirrored by perceptions of the collaboration: The 

participantss were satisfied working, and thought they had performed well when they had a 

clearr unambiguous impression, or when teamed-up with a person with whom they could 

identifyy on the basis of sharing a salient social identity. 

Thiss again confirms that two processes might be taking place at the same time, both 

leadingg to more positive evaluations of the interaction: On the one hand, positive evaluations 

aree formed on the basis of the social identity that people share. Then again, when cues to 

personall  identity might decrease the attention to this social identity, interpersonal attraction on 

thee basis of these cues seem to compensate for this loss, resulting in similarly positive 

outcomes. . 

Implications Implications 

Ass was shown throughout the thesis, cues to identity affect person perception. In fact, the 

resultss provide clear and unambiguous evidence that even relatively simple cues (portrait 

pictures,, banal biographical details, first names) have considerable influence on how people 

aree perceived. This finding has some important implications for theorizing about media 

effects,, and expands our understanding of the "social" causes and consequences of these 

effects. . 

However,, it should be kept in mind that a paucity of cues to personal identity may lose 

(somee of) its depersonalizing impact when communicators are not complete strangers. Put 

differently,, the effects of absence of cues to personal identity are potentially different when 

peoplee have pre-existing (maybe offline) relationships, for obviously, under those conditions 

peoplee already have (more or less crystallized) impressions of each other, which wil l be kept 

inn mind while interacting (for example, interacting via e-mail with a colleague who is working 

att home does not mean that one forgets what he or she looks like). 

Anotherr point that has to be made is that in ongoing interaction, people may overcome 

thee absence of instantly available cues to personal identity by textual or linguistic behavior, by 

whichh they could achieve more "personal" relationships over time (Walther et al., 1994). 

Evidencee exists that, when given sufficient time, a (computer-mediated) relationship could 

developp into a relationship as personal and intimate as a face-to-face relationship would be. 
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However,, when initial impressions are negative, it is questionable whether people voluntarily 

wil ll  pursue future interaction, thereby giving time no chance. 

Thesee caveats notwithstanding, the present research lends itself to examining some of 

thee key assumptions made by various theoretical perspectives on the social effects of 

mediatedd communication. All of these implicitly assume that cues to personal identity (even if 

nott labeled as such) impact upon the perception of others: Social Presence Theory relates 

nonverball  signals and proximity to the communicator's sense of awareness of the other being 

presentt (Short et al., 1976), the Cuelessness Model connects the absence of cues to personal 

identityy to psychological distance and the feeling that the other is "not there" (Rutter, 1987), 

andd also the Social Information Processing Model mentions the presentation of socially 

revealingg information as important for social presence (Walther et al., 1994). Absence of cues 

too personal identity is believed to lead to deindividuation, which is a state in which people 

losee their individuality because "group members do not feel to stand out as individuals", and 

peoplee act as if they are "submerged in the group" (Festinger et al., 1952), and a lack of cues 

iss expected to decrease awareness of self and others (Kiesler & Sproull, 1992). Also the 

SIDE-modell  mentions that personal information individuates a person by which idiosyncratic 

impressionss are formed (Spears & Lea, 1992). 

Thee implicit assumptions of all of these perspectives is backed up by the results of the 

studiess presented in this thesis, in that even simple and relatively superficial cues to personal 

identityy exerted strong impacts on the perception of others. Cues to identity reduce ambiguity 

off  person perceptions, and make them more positive. 

However,, the different approaches are less successful when it comes to predicting the 

moree distal outcomes of cues to personal identity on online interaction and collaboration in 

particular.. As was shown by the results, personalized impressions were no prerequisite for 

flourishingg collaborations. This seems contradictory to the beliefs derived from Social 

Presencee Theory (Short et al., 1976) and the Cuelessness Model (Rutter, 1987) arguing that in 

thee absence of information about physical appearance or other forms of nonverbal cues, the 

interactionss will become impersonal, less spontaneous, and altogether less social. Therefore, it 

wouldd be expected that interacting in the absence of such cues to personal identity would 

resultt in more negative evaluations compared to when those cues are present. That is not what 

thee results presented in this thesis suggest. It seems that an absence of cues to personal 

identityy does not threaten the subjective quality of the interaction per se, and anonymity may 

evenn be beneficial, as was shown in Chapter III , where communicators felt more certain when 

noo cues to personal identity were present. 
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Basedd on these findings we can conclude that the way in which cues to personal 

identityy are used is more complex than was initially assumed, in part because usage may 

dependd on the social context of the interaction, i.e. where cues to social identity provide 

relevantt information about the individual. In the research presented in this thesis, cues to 

personall  identity prove to be essential only in conditions where participants are to interact 

withh a person "across the boundaries" of his or her group. In such a setting, overcoming 

anonymity,, even by "simple" cues to personal identity is sufficient to overcome initial 

aversionn to collaborate with, or put trust in the outgroup members. This adds power to the 

claimss made by the perspectives described above, that cues to personal identity are important 

forr interpersonal interactions. Indeed, it was shown that these cues increase interpersonal 

trust,, which caused the participants to expect reciprocal behavior (Study 4.3), but this is only 

thee case for counterparts from a distinct outgroup. It can therefore be questioned whether the 

predominantt value of these cues lies in providing highly personalized, warm, and affectionate 

impressions,, or in merely overcoming stereotypical thinking that is based on the cues to social 

identityy indicating the other's outgroup membership. As was shown in the seminal work of 

Tajfell  et al. (1971), ethnocentric behavior can occur on the basis of mere categorization (as in 

thee minimal group studies that were described in the introductory chapter), but, as it seems, 

alsoo easily overthrown by the individuating effect of cues to personal identity. One could 

arguee that if such a social "boundary" does not exist between communicators, cues to identity 

quicklyy loose their value, or even have negative effects (see Chapter III ) 

Therefore,, heralding that in collaboration practices rich communication is to be 

preferredd seems to be shortsighted if the moderating effect of social identity is not taken into 

account.. These findings accentuate that social contextual factors have to be taken seriously in 

orderr to fully understand what functions cues to identity fulfill : As the results clearly show, 

thee absence of cues to personal identity by no means harms interactions as long as there is no 

indicationn that a relevant social identity is not shared. 

However,, claims to the opposite—as could be made on the basis of SIDE—and 

suggestingg that collaborators would be better off being anonymous to each other when this 

mightt distract from their perceived unity, also does not receive consistent support in this 

thesis.. Following SIDE-reasoning, predictions were that when interacting with an ingroup 

other,, cues to personal identity result in individuation, by which these cues would de-

emphasizee unity on the basis of their shared group membership. Consequently, these cues 

draww away attention to the one thing that binds them together: their shared social identity. 

Thiss effect was found in the studies presented: Cues to personal identity decreased the 
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perceptionss of shared social identity. However, the subsequent effects that this was expected 

too have on outcomes related to the interaction were less uniformly found. Although in Chapter 

III ,, interaction was preferred in the absence of cues to personal identity, the subsequent 

chapterss suggested that participants were not influenced in their evaluations whether they 

weree able to individuate the other or not, providing no support for the SIDE model. 

Theree is no watertight argument for the fact that SIDE-predictions for the ingroup are 

inconsistentlyy supported in this research, but a possible explanation could be found in the 

naturee of the dependent variables that are commonly studied in SIDE research, compared to 

thee variables under investigation in this thesis. Much of the work on the SIDE-model has 

focusedd on outcomes related to normative behavior, social influence, and group polarization 

(seee Postmes & Spears, 2000b for overview of SIDE research). All of these are variables that 

revolvee around perceptions of groups and are relatively insensitive to interpersonal relations 

withinn those groups. 

Thee variables that are under investigation in this thesis are of a slightly different 

nature,, and are more closely related to interpersonal relationships. Put differently, variables 

suchh as trust, collaboration preference, and work satisfaction are likely to be under the 

influencee of interpersonal perceptions as well as social categorization perceptions. Following 

thiss reasoning, it seems possible that the outcomes in Chapters 4 and 5, which showed no 

sensitivityy to the absence of cues to identity, may actually have been equally influenced by a 

greaterr shared social group membership as by decreased interpersonal rapport—both 

exercisingg an influence on the outcome variables, but in opposite directions. This was most 

clearlyy and directly demonstrated in Study 4.3, where reciprocal behavior was expected on the 

basiss of ingroup membership, but, when cues to personal identity were present, on the basis of 

interpersonall  trust. Similar reasoning would hold for the results of Study 5.1, where again it 

wass shown that the outcomes were related to the impact of (shared) social identity as well as 

too a rapport between individuals (e.g., Turner, 1999). 

Thiss brings us back to a point that was made in the introduction, in which I questioned 

whatt the best setting would be to study the effects of cues to identity. From an ecological 

validityy point of view, it was argued that the dyad would be preferable since one-to-one 

communicationn is a common form of interaction, both off- as well as online. In addition, and 

maybee more importantly, such a setting could be beneficial from a theoretical perspective. As 

wass concluded on the basis of the overview, the different theories do not agree on the more 

distaldistal outcomes that cues to personal identity are believed to cause, with biggest antipodes 

beingg Social Presence Theory versus the SIDE-model. It could be that this clash of beliefs 
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stemss from their different points of departure: For the majority of theories in this area, what is 

"social""  is restricted to the interpersonal sphere, whether with respect to what constitute 

"social""  cues or when considering "social" effects (Lea & Spears, 1995). Moreover, it is a 

givenn in such perspectives that face-to-face interaction should be the benchmark for what 

constitutess the most "social" of settings imaginable. Given these points of departure, it is 

almostt inevitable that mediation is seen as a restriction. Even if "mediated" relations are able 

too become equally rich, as suggested by Social Information Processing (Walther, 1992), it 

mightt take more effort and time compared to the highly interactive form of face-to-face 

interaction.. For SIDE, however, "social" is understood to be group-related, and social 

behaviorr is derived from group norms and group perspectives. Thereby, any signal that forms 

aa threat to the emphasis on the group inherently decreases its social power. By this, the 

possibilityy to exchange individuating information is not seen as social per se, and could even 

bee seen as operating in a certain sense to reduce social influences. So, whereas Social 

Presencee Theory and its followers place the individual center stage in their analyses of social 

cuess and social effects, SIDE ascribes a main role to the social group. 

Itt could well be that dyads form the "missing link" between on the one side the 

interpersonall  perspective and on the other the group perspective, since in such assemblies, 

notionss of the individual ("you") and the group ("we") are closely related. By this, studying 

dyadss would form the most conservative test for both the interpersonal as well as the group 

perspective,, and it puts their claims to the test in a setting in which people may find it 

relativelyy easy to transgress interpersonal and social levels of interaction; from "I like the 

group",, to "I like you" and vice versa. As was shown in the last two empirical chapters of this 

thesis,, ingroup others can be entrusted and are thought apt for collaboration on the basis of 

theirr social identity as well as on their personal identity. 

So,, even though it might sometimes seem that in these small ingroups of two persons 

interactingg online, the social outcomes of an interaction are unaffected by whether or not cues 

too personal identity are present, the conclusion that "anything goes" is not the right one to 

draw.. It is important to realize that even when distal outcomes are similar, this may be 

becausee opposite effects on two distinct more proximate processes cancel each other out. In 

thee presence of cues to identity positive interpersonal impressions may have effects consistent 

withh classical (determinist) theories of media effect which are counteracted by opposite 

effectss on social categorical effects (consistent with SIDE) exerted by those very same cues. 
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Inn conclusion, this thesis has shown that in CMC cues to identity have an impact on 

personn perception and subsequent effects related to collaboration practices. The fact that in 

(mostt forms of) CMC interactions the capacity to convey such cues is limited or may be 

absentt at all adds importance to the understanding of their effects. By this, 1 mean that cues to 

identityy may be important for first impressions and may play an important role in 

interpersonall  evaluations by creating clear, unambiguous impressions. However, when cues to 

identityy are limited, and picked up as cues that foster categorization, perceiving the other as a 

memberr of a relevant outgroup can have serious consequences for the subjective quality of the 

interaction. . 

Ass CMC is increasingly used in (inter-) group settings such as work units, departments 

orr complete organizations (Fulk & Collins-Jarvis, 2001; Rice & Gattiker, 2001), 

understandingg the effect of (characteristics of) CMC on the perception of others, and how this 

subsequentlyy affects interpersonal evaluations, is of key value. The results suggest that 

exchangingg personal information - even if it is very basic information such as a portrait 

picturee or first name - has a significant effect on interpersonal evaluations and maybe helpful 

too build interpersonal rapport. 

However,, this seems to be independent of, and different to how collaborations are 

perceived.. Results show that when having to interact across the boundaries of one's group (in 

whichh groups can range from work units, departments, to organizations as a whole), cues to 

personall  identity may prove important. However, the results also clearly indicate that when 

communicatingg within such boundaries, highly personalized interacting might be a lesser 

strategy,, and making communication tools as "interpersonally" rich as possible seems 

unhelpfull  at best. 

Thee final suggestion is therefore to have a broader focus in the study of media effects, 

lookingg beyond the mere capacity to convey cues, to the wider relation of those cues to the 

sociall  context, and the nature of the tasks at hand. What cues are used for is not so much 

determinedd by the medium, nor is it determined by the one giving off these signals: 

Ultimately,, the understanding of the effects of cues to identity depends on our understanding 

off  the receivers of such cues in their attempt to decode and make sense of an interaction as it 

occurss within its proper social context. 
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NEDERLANDSEE SAMENVATTING 

Dee mogelijkheid van een medium om persoonlijke informatie over te brengen, neemt in veel 

vann de theoretische perspectieven op de sociale effecten van Computer-geMedieerde 

Communicatiee (CMC) een centrale plaats in (zie voor overzicht: Bordia, 1997). Informatie 

overr iemands uiterlijk, geslacht of sociale achtergrond wordt als belangrijk gezien in het 

process van persoonsperceptie. Diverse theoretische perspectieven verwachten echter dat deze 

identiteitidentiteit cues verschillende, en soms zelfs tegenstrijdige, sociale consequenties hebben in 

onlinee interacties. Dat deze cues van invloed zijn op persoonsperceptie is vrijwel 

onomstreden,, echter hoe deze cues dit proces beïnvloeden en welke sociale uitkomsten dit 

heeft,, is tot op heden in empirisch onderzoek onderbelicht gebleven. 

Eenn belangrijk doel van dit proefschrift is dan ook meer inzicht te verschaffen in de 

wijzee waarop identiteit cues van invloed zijn op persoonsperceptie, waarbij onderscheid 

gemaaktt wordt tussen drie mogelijke functies. Zo kunnen cues informatie verstrekken die een 

persoonn tot een uniek individu maakt (individuatie). Daarnaast kunnen deze cues effect 

hebbenn op de affectieve interpersoonlijke relatie, waarbij de ander meer of minder positief 

wordtt geëvalueerd. Identiteit cues kunnen echter ook bijdragen aan sociale categorisatie, 

waarbijj  informatie over de sociale identiteit van de ander wordt gebruikt om personen te 

categoriserenn in termen van een ingroup of outgroup. 

Inn dit proefschrift staan deze directe gevolgen van identiteit cues voor 

persoonsperceptiee centraal bij het bestuderen van uitkomsten gerelateerd aan online interac-

ties.. Meer specifiek wordt gekeken naar de effecten op interpersoonlijke evaluaties (zoals 

ambiguïteitreductiee en positiviteit van impressies), evaluaties van de interactie (zoals 

samenwerkingsvoorkeuren,, werksatisfactie en subjectieve prestatie) en tevredenheid met het 

mediumm zelf. Dit alles wordt onderzocht aan de hand van een negental studies waarin de 

aanwezigheidd en aard van identiteit cues wordt gevarieerd. 

Inn het eerste empirische hoofdstuk worden 2 studies besproken. Studie 2.1 beschrijft 

eenn onderzoek waarin wordt aangetoond dat mensen verwachten meer op hun gemak te zijn 

alss ze via e-mail samen zouden moeten werken met een onbekende wanneer een portretfoto 

beschikbaarr zou zijn, dan wanneer ze dit zouden moeten doen zonder portretfoto. Deze 

identiteitt cues worden met name waardevol geacht als de taak sociaal-emotioneel complex is 

(zoalss het uitwisselen van vertrouwelijke informatie, of het leren kennen van iemand). Bij 

meerr eenvoudige taken (zoals het stellen van onpersoonlijke vragen of het uitwisselen van 
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niett vertrouwelijke informatie) geven de respondenten aan dat het ze niet uitmaakt of er 

identiteitt cues in de vorm van een portretfoto aanwezig zijn. 

Inn Studie 2.2 wordt aangetoond dat het verstrekken van relatief minimale persoonlijke 

informatiee (zoals een portretfoto of biografische informatie) een sterk effect heeft op 

interpersoonlijkee evaluaties: ze verminderen ambiguïteit en geven de personen een gevoel dat 

zee weten met wie ze interacteren (een effect dat ook in de Studies 4.1 en 5.1 wordt 

aangetoond).. Dit komt volledig overeen met impliciete aannames zoals gedaan door Social 

PresencePresence Theory (Rutter, 1987; Short, 1974; Short et al., 1976), het Cuelessness Model 

(Rutter,, 1987), het Reduced Social Cues Model (Culnan & Markus, 1987; Kiesler et al., 1984; 

Sproulll  & Kiesler, 1991), en het SIDE Model (Postmes & Spears, 1998; Reicher et al., 1995; 

Spearss & Lea, 1992). Al deze benaderingen veronderstellen een directe relatie tussen de 

beschikbaarheidd van persoonlijke informatie en gevoelens van "aanwezigheid" of "nabijheid". 

Niett alleen zorgen deze cues voor een minder ambigue impressie, ook blijkt dat 

identiteitt cues belangrijk zijn bij het vormen van een interpersoonlijke relatie met de ander. 

Zoo wordt aangetoond dat in interacties met personen waarvan een portretfoto of biografische 

informatiee wordt getoond, deze personen positiever (Studie 2.2, 3.1, 4.1) en als 

betrouwbaarderr (Studie 4.3) worden geëvalueerd. Deze bevindingen zijn wederom volgens 

verwachtingg op basis van perspectieven die veronderstellen dat identiteit cues de mate van 

"intimiteit""  vergroten, zoals de Social Presence Theory (Rutter, 1987; Short, 1974; Short et 

al.,, 1976), het Cuelessness Model (Rutter, 1987), Information Richness Theory (Daft & 

Lengel,, 1984), maar ook meer recente benaderingen zoals de Social Information Processing 

TheoryTheory (Walther, 1992, 1996; Walther et al., 1994; Walther et al., 2001). 

Inn Hoofdstuk III wordt echter aangetoond dat de positieve effecten van identiteit cues 

opp interpersoonlijke evaluaties niet per se zorgen voor positieve evaluaties van de interactie. 

Err wordt dus geen steun gevonden voor de impliciete aannames gedaan door veel van de 

eerderr genoemde benaderingen, dat een betere interpersoonlijke evaluatie zal leiden tot een 

(subjectief)) betere interactie. De participanten die samenwerken zonder identiteit cues geven 

aann tevredener te zijn met het werkproces (Studie 3.3), de subjectieve performance (Studie 

3.22 en 3.3) en het medium (Studie 3.1 en 3.2) dan participanten die wel de beschikking 

hebbenn over deze identiteit cues. 

Dezee resultaten zijn opmerkelijk gezien vanuit het perspectief van Social Presence 

Theorie,Theorie, Culessness Model en Reduced Social Cues Model. Op basis van deze benaderingen 

zouu verwacht worden dat effecten van identiteit cues op interpersoonlijke evaluaties parallel 

zullenn zijn aan evaluaties van de interactie. De resultaten zijn zelfs tegenovergesteld aan 
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verwachtingenn gebaseerd op het Reduced Social Cues Model, waarbij anonimiteit ervoor 

zorgtt dat mensen hun individualiteit verliezen (deindividuatie) en zich minder bewust zijn van 

zichzelff  en de ander, met als gevolg antinormatief, egocentrisch en gedereguleerd gedrag 

(Kieslerr & Sproull, 1992). 

Eenn mogelijke verklaring voor deze paradoxale effecten kan worden gevonden door te 

kijkenn naar de derde functie van identiteit cues op persoonsperceptie: sociale categorisatie. 

Hierbijj  wordt verondersteld dat de afwezigheid van cues die informatie verschaffen over de 

persoonn inderdaad als gevolg kan hebben dat mensen minder bewust worden van de ander en 

zichzelff  als individu (m.a.w. deindividuatie), maar dat dit niet per definitie leidt tot anti-

normatieff  gedrag. Gebaseerd op het Social Identity model of De individuation Effects, of het 

SIDEE Model (Reicher et al., 1995; Spears & Lea, 1992, 1994) wordt gesteld dat als mensen 

zichzelff  en de ander kunnen herkennen als behorende tot dezelfde sociale groep, de 

afwezigheidd van deze cues de aandacht voor de gedeelde sociale groep zal versterken. Zonder 

cuess die de aandacht vestigen op de unieke eigenschappen van een individu, gaat er minder 

aandachtt uit naar (mogelijke) verschillen tussen de individuen en meer naar de eventuele 

gelijkheidd op basis van een gedeeld groepslidmaatschap (cf. Sassenberg & Postmes, 2002). 

Dezee aanname wordt bevestigd in de laatste studie van Hoofdstuk III , waarin wordt 

aangetoondd dat de afwezigheid van cues in de vorm van een portretfoto en biografische 

informatiee de perceptie van een gedeelde sociale identiteit versterkt. Het is vervolgens deze 

perceptiee van gedeelde sociale identiteit die verantwoordelijk is voor de (subjectief) betere 

samenwerking. . 

Opp basis van deze uitkomsten wordt geconcludeerd dat het van belang is om twee 

niveausniveaus van identiteit cues te onderscheiden: cues die de nadruk leggen op de individuele 

kenmerkenn van het individu; zogenaamde persoonlijke identiteit cues, en cues die de basis 

kunnenn vormen voor sociale categorisatie; oftewel sociale identiteit cues, waarbij personen 

kunnenn worden gecategoriseerd als lid van een ingroup of een outgroup, afhankelijk van de 

aardd van de cues en de situatie. Het is hierbij belangrijk te realiseren dat de inhoud van de 

cuess niet bepaalt of ze worden gebruikt voor het een of het ander; dezelfde informatie kan 

zowell  individuerend als categoriserend werken, afhankelijk van de situatie en de relevantie 

vann de sociale identiteit waaraan gerefereerd wordt (de zogenaamde "fit") . 

Inn Hoofdstuk IV en V staan deze twee vormen van identiteit cues centraal, waarbij de 

effectenn van het hebben van een portretfoto en voornaam (persoonlijke identiteit) worden 

onderzochtt in een context waarin de interactiepartner tot de ingroup (in dit geval de 
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Universiteitt van Amsterdam) ofwel tot de outgroup (de Vrij e Universiteit) behoort (sociale 

identiteit). . 

Inn Studie 4.1 en 4.2 wordt aangetoond dat bij het selecteren van een toekomstige 

samenwerkingspartner,, de afwezigheid van persoonlijke identiteit cues (portretfoto en 

voornaam)) zorgt voor een vergrote aandacht voor sociale identiteit cues: zonder persoonlijke 

identiteitt cues worden leden van de ingroup geprefereerd als samenwerkingspartner. Als er 

echterr wel persoonlijke identiteit cues aanwezig zijn, verdwijnt deze voorkeur voor de 

ingroupingroup volledig. In Studie 4.2 wordt aangetoond dat het niet enkel gaat om de herkenning dat 

dee ander tot dezelfde of een andere sociale groep behoort, maar dat iemands standpunt ten 

aanzienn van deze sociale groep belangrijk is: alleen bij mensen die zich sterk identificeren met 

dee ingroup leidt de afwezigheid van persoonlijke identiteit cues tot een voorkeur voor de 

ingroup.ingroup. Echter, ook voor deze sterke identificeerders verdwijnt deze voorkeur volledig als 

persoonlijkee identiteit cues aanwezig zijn. 

Hiermeee wordt aangetoond dat als persoonlijke identiteit cues niet aanwezig zijn, 

sociaall  gedrag voor een groot deel bepaald wordt door sociale identiteit cues op het moment 

datt deze sociale identiteit een affectieve betekenis heeft voor het individu. Dit wordt verder 

onderzochtt in Studie 4.3, waarin de relatie tussen interpersoonlijke evaluaties (in de vorm van 

interpersoonlijkk vertrouwen), en sociaal gedrag (in de vorm van geïnvesteerd vertrouwen, 

oftewell  de bereidheid tot het uitbesteden van geld) centraal staat. Uit deze studie blijkt dat 

persoonlijkee identiteit cues een centrale rol vervullen bij de ontwikkeling van interpersoonlijk 

vertrouwenn (een affectieve evaluatie die veel overeenkomsten heeft met positiviteit en 

attractie).. Echter, of interpersoonlijk vertrouwen een voorwaarde is om vertrouwen te 

investeren,, hangt voor een groot deel af van de sociale identiteit van de partner: zonder 

persoonlijkee identiteit cues bepalen sociale identiteit cues of er vertrouwen wordt geïnvesteerd 

(aann leden van de ingroup) of niet (aan leden van de outgroup). 

Daarmeee wordt in Hoofdstuk IV aangetoond dat persoonlijke identiteit cues 

opmerkelijkk verschillende (en zelfs paradoxale) consequenties hebben. Deze cues hebben een 

positieff  effect op interpersoonlijke percepties zoals ambiguïteitreductie, positiviteit van 

impressiess en interpersoonlijk vertrouwen. Echter, bij evaluaties op groepsniveau leidt het 

ontbrekenn van persoonlijke identiteit cues niet tot verminderde samenwerkingsvoorkeur, 

werksatisfactiee en investering van vertrouwen, als de individuen tot een sociale groep behoren 

waarmeee geïdentificeerd wordt. 

Opp basis van het SIDE model werd verwacht dat persoonlijke identiteit cues de 

perceptuelee eenheid van de groep verstoren, met als gevolg een verminderde aandacht voor de 
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gedeeldee sociale identiteit (Lea et al., 2001; Postmes et al., 2001; Sassenberg & Postmes, 

2002;; Spears & Lea, 1992). De veronderstelling dat deze cues daarmee een negatief effect 

hebbenn op evaluaties van de interacties met personen uit de ingroup wordt in Hoofdstuk IV 

echterr niet bevestigd (in tegenstelling tot Hoofdstuk III , waar interacties zonder persoonlijke 

identiteitt cues positiever worden geëvalueerd). Bij interacties met mensen uit de ingroup zorgt 

dee aanwezigheid van persoonlijke identiteit cues niet voor een afname in 

samenwerkingsvoorkeurr (Studie 4.1 en 4.2) of geïnvesteerd vertrouwen (4.3). 

Eenn mogelijke verklaring hiervoor wordt gegeven in Studie 4.3 waarin blijkt dat 

vertrouwenn wordt geïnvesteerd naar aanleiding van interpersoonlijk vertrouwen (verkregen 

doorr persoonlijke identiteit cues), maar ook naar aanleiding van de gedeelde sociale identiteit. 

Mett andere woorden, hetzelfde sociale gedrag wordt getoond op basis van interpersoonlijke 

attractiee ("ik heb een band met jou") als ook op basis van de sociale identiteit ("ik voel me 

verbondenn met ons als groep"). 

Hiermeee vormen deze resultaten een belangrijke nuancering voor zowel de meer 

deterministischee benaderingen zoals Social Presence Theory  ̂ het Cuelessness Model en 

ReducedReduced Social Cues Approach, waarbij verondersteld wordt dat sterk gepersonaliseerde 

impressiess een essentiële rol spelen bij sociale interacties, als ook voor het SIDE Model 

waarinn de aandacht voor de sociale identiteit centraal staat bij het bepalen van sociaal gedrag. 

Dee resultaten van Hoofdstuk IV tonen aan dat persoonlijke identiteit cues niet alleen zorgen 

voorr verminderde sociale identificatie, maar tegelijkertijd voor een verhoogde interper-

soonlijkee attractie. Echter, de veronderstellingen van veel van de deterministische 

benaderingenn dat de aanwezigheid van persoonlijke identiteit cues "vaste" sociale gevolgen 

heeft,, worden in dit onderzoek fundamenteel ondermijnd doordat wordt aangetoond dat de 

socialee context voor een belangrijk deel de sociale uitkomsten modereert: de aanwezigheid 

vann persoonlijke identiteit cues is absoluut geen voorwaarde voor positieve sociale interacties. 

Dezee bevindingen worden in Hoofdstuk V getoetst in een online interactiesetting 

waarinn participanten in tweetallen een taak moeten uitvoeren, waarbij wel of geen 

persoonlijkee identiteit cues aanwezig zijn, en van wie sociale identiteit cues informatie 

verstrekkenn over het groepslidmaatschap van de ander. Deze studie laat zien dat de mate van 

identificatiee met een sociale groep een belangrijke rol speelt: bij gebrek aan persoonlijke 

identiteitt cues ervaren sterke identificeerders een sterkere perceptie van gedeelde identiteit 

mett mensen van de ingroup dan lage identificeerders. Daarentegen wordt het tegenoverge-

steldee effect, waarbij persoonlijke identiteit cues de perceptuele eenheid van de groep versto-

renn en daarmee het gevoel van een gedeelde identiteit verminderen, niet gevonden. 
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Alss mogelijke verklaring hiervoor wordt opgevoerd dat persoonlijke identiteit cues 

weliswaarr de nadruk op de gedeelde sociale identiteit verminderen, maar tegelijkertijd de 

interpersoonlijkee band versterken. Geconcludeerd wordt dat met name bij interacties tussen 

tweee individuen, waarbij interpersoonlijke oordelen en groepsoordelen hoogstwaarschijnlijk 

nauwerr met elkaar verbonden zijn dan bij groepen die bestaan uit meer dan twee leden, 

attractiee tot de ander ook zal zorgen voor attractie tot de groep. 

Eenzelfdee patroon wordt ook gevonden bij evaluaties van de interactie: de 

samenwerkingspartnerss zijn meer tevreden met hun werk en denken dat ze beter hebben 

gepresteerdd als ze een heldere, onambigue impressie kunnen vormen op basis van 

persoonlijkee identiteit cues, óf als er wordt samengewerkt met een persoon met wie ze zich 

kunnenn identificeren op basis van de gedeelde sociale identiteit. Interacties worden alleen 

negatieff  geëvalueerd als er geen persoonlijke identiteit cues aanwezig zijn, én er geen sociale 

identificatiee is. Hiermee wordt de veronderstelling bevestigd dat er twee processen zijn die 

beidee kunnen zorgen voor positieve evaluaties van de interactie. Positieve evaluaties worden 

verkregenn door de aandacht voor de sociale identiteit die mensen delen, maar als dit niet 

mogelijkk is omdat persoonlijke identiteit cues de aandacht van de sociale identiteit afleiden, 

zorgenn deze cues ervoor dat de interactie positief wordt geëvalueerd op basis van interper-

soonlijkee attractie. 

Hett is dus belangrijk te realiseren dat, alhoewel de sociale uitkomsten hetzelfde zijn, deze tot 

standd komen door processen die fundamenteel van elkaar verschillen. Als persoonlijke 

identiteitt cues aanwezig zijn, zorgen de persoonlijke impressies voor effecten overeenkomstig 

mett de meer klassieke (deterministische) theorieën over media-effecten. Echter, als deze cues 

niett aanwezig zijn, vormt sociale categorisatie de basis voor sociaal gedrag. Een belangrijke 

suggestiee is dan ook dat bij het bestuderen van media effecten het van groot belang is niet 

alleenn te kijken naar de capaciteit van een medium om hoogwaardige interpersoonlijke 

informatiee over te brengen (te vergelijken met face-to-face interacties), maar ook naar de 

socialee context waarin deze interacties plaatsvinden. Alleen als deze beide factoren in 

ogenschouww worden genomen, kan de functie van identiteit cues worden bepaald, en de 

socialee uitkomsten worden voorspeld. 
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Communicationn theories generally assume that 
thee ability to see and know a person has a major 
impactt on the interaction. This book presents a 
numberr of studies that investigate these 
assumptions,, taking a closer look at the 
effectss of personal information (so called "cues 
too personal identity") in online interactions. The 
researchh shows that even relatively minimal 
cues,, such as portrait pictures and first names 
off the people interacting, have a strong impact 
onn interpersonal evaluations: When these cues 
aree present, impressions are less ambiguous 
andd more positive. However, these positive 
effectss on person perceptions do n^generalize 
too other outcomes. Whether or not cues lead to 
positivee evaluations on dimensions such as the 
perceivedd success of the interaction or trust in 
thee other, depends on social group membership. 
Onlyy in conditions where communication takes 
placee with a member of a different group (an 
outgroup]] do cues to personal identity become 
important.. In contrast, when people recognize 
themselvess and the other as being part of the 
samee social group, the absence of these cues 
iss no disadvantage and can even be beneficial to 
communicationn and collaboration practices. 
Thesee results contribute to a more sophisticated 
understandingg of the conditions under which the 
presencee of personal information is relevant, 
andd conditions under which other factors (such 
ass social group membership) take precedence. 
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