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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). 



50 50 CuesCues to Identity in CMC 

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. 
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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. 
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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. 



ChapterChapter III:  From Attraction to Co-Act ion Study 3.2 61 

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-



66 66 CuesCues to Identity in CMC 

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> > 



68 68 CuesCues to Identity- in CMC 

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. 
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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. 




