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Within the field of occupational psychology, personnel selection is one of the most heavily invested areas, with over a hundred years of research. This is primarily as a result of the time and financial costs associated with the selection process and subsequent training (König, Klehe, Berchtold & Kleinmann, 2010; Schmidt& Hunter, 1998; Torrington & Hall, 1991). In order to maximise business efficiency, and reduce the costs incurred, it is imperative that an effective recruitment process is utilized. In a pivotal meta-analysis, Schmidt and Hunter (1998) investigated the practical and theoretical validity of nineteen selection processes, finding that a general mental ability test, combined with an integrity test, a structured interview and a work sample test was the strongest combination to ensure successful candidate selection, resulting in reduced costs to the recruiter. However, the recommendations of occupational specialists, and the procedures utilized by many companies often do not match. Believed in part to be the result of diffusion through mimetic pressure (the process of mimicking practices of other, similar businesses). Further explanations provided for the divide between scientifically supported practices and those utilized by companies are that of cost incurred (König, Klehe, Berchtold & Kleinmann, 2010). The process of mimetic pressure and cost efficiency helps to explain the rapid expansion of the use of social media pages by recruiting employers. Such social media pages provide a wealth of information about a candidate, much of which has little to do with ability or appropriateness for the position held and can result in stereotype activation prior to meeting with the applicant for interview, the point at which information would traditionally be gathered. 
Due to digital technology developing exponentially, evidence suggests that the growing access to, and use of online data influences the practices of employee recruitment (Boudlaie, Nargesian & Nik, 2019). Social media has been defined as ‘a group of internet-based applications that builds on the ideological and technical foundations of web 2.0, and that allow the criterion and exchange of user generated content’ (Kaplan & Haenlein, 2010. P-61). It serves as a conversational media, through which users can share images, videos and written content online and connect and develop relationships online. LinkedIn, Twitter and Facebook have been identified by a body of research as the primary platforms utilised within recruitment and selection (Caers & Castelyns, 2011; ** include more references). Although originally developed for social reasons, social media information is increasingly utilised by professionals working within Human Resources (HR), Recruitment and selection (R&S) and in site hiring managers in order to aid in recruitment decision making (Gibbs, MacDonald & MacKay, 2015). In a sample of 731 Belgian recruitment and selection professions Caers and Castelyns (2011) identified that 90.4% of respondents claimed their organisation has no formal policy on the utilisation of social media sites in hiring practices. Different social media platforms serve different functions, Facebook is a social networking platform, Twitter is classified as a microblogging site (Koch, Gerber & de Klerk, 2018), and LinkedIn a professional networking platform. Hargitta (2007) identified the importance of differentiating the purposes and functions of different social media sites rather than homogeneously, in order to identify important trends. Irrespective of to which platform a potential employer gains access, social media in general can provide a wealth of personal information about a candidate, that would otherwise not be accessible prior to interview, such as photographs, status updates and system generated cues, such as number of friends. 

The organisational – practitioner gap is of concern with regards to equal opportunities for applicants. Ideally, a hiring decision would be conducted systematically, with the employer attending objectively only to the characteristics that directly affect the ability of the applicant to perform the job. However, humans utilise many cognitive shortcuts to understand the world, including stereotypes, which can be defined as ‘beliefs about the characteristics, attributes, and behaviours of members of certain groups’ (Hilton & Von Hippen, 1996) and are believed to have the same characteristics be they desirable or undesirable as other members of that group. According to the Brunswic’s (1956) lens model, an individual’s environment can provide cues that are interpreted by an observer and from which inferences are drawn. Gosling, Ko, Manarelli and Morris (2002) placed these cues into one of two categories: identity claims and behavioural residue. Identity claims are intentional and controlled by the individual, in the context of social media this could refer to the ‘about me’ section, that can be crafted by the page creator. Behavioural residue are traces of past behaviour unintentionally left behind, such as wall postings (other-generated cues) and displayed number of friends (system-generated cues) over which the individual has less control (Antheunis & Schouten, 2011). An individual’s social media page will likely contain a variety of self-controlled identity claims, that can be sincere or strategic (Gosling et al, 2002), combined with other-generated, and system generated cues, over which less control is held. In most instances, impressions are formed quickly with minimal contact or information (Allport, 1954), often resulting in broad inferences about an individual’s personality. When considered in line with the complexities of information presented on an individuals’ social media page through a number of sources, it is highly likely that inferences of laypeople about an individuals’ personality based on such incomplete information will have a high error rate. This is particularly problematic as any pre-existing dispositions or attitudes associated with personal characteristics have the power to influence the recruiter’s final hiring decision (Cvico, Muffler & Bujiaba, 2012; Shannon & Stark, 2003). 

In an attempt to combat discriminatory practice, UK law currently protects employees and applicants against discrimination on the basis of nine protected characteristics: age, sex, race, disability, pregnancy, marital status, sexual orientation, gender reassignment and religious background through the Equality and Human Rights Commisions act (2010). As a result of this legislation, information regarding these characteristics cannot be requested by a current or potential employer. However, there is no legislation to protect employees from discrimination based on biases as a result of physical appearance, such as attractiveness and weight (Pastian-Underdahl & Walker, 2015), or personality characteristics such as those identified within the big five inventory (Srivasta, 1999). The utilisation of media obtained through social media poses many legal and ethical issues, primarily due to a lack of formal policies regarding the appropriateness of utilising information from social media to aid hiring decisions (Gibbs, MacDonald & MacKay, 2014). Another key issue regarding potential discrimination results from employers gaining access to information that could bias judgements during the screening stage, which may result in the applicant not being given the chance to compensate that bias in an interview (Caers & Castelyns, 2011). The issue of reliability of information has been raised, an individual’s social media page could contrast starkly with their working abilities, there is also a considerable risk that the social media page accessed may belong to an individual with the same name. Improper use of information accessed through social media can have detrimental effects on both the screening process, resulting in invite to interview (Caers & Castelyns, 2011), and final hiring decisions (Boudlaie, Nargesian & Nik, 2019). 

**Paragraph on the personality traits of the big 5 and their implications in reference to recruitment and selection** 

**What information can be obtained by looking at an individual’s social media page? Consider the gap between what can be obtained by computer systems and algorithms, in contrast with the lay-person’s interpretation of ambiguous information. **

Studies have found that the propensity of the recruiter to utilise social media in their daily lives may impact the utilisation and perceived validity of such information within recruitment selection. Within a Belgian recruitment and selection (R&S) population, Caers and Castelyns (2011) investigated the differences in utilisation of Facebook and LinkedIn during the process of recruitment. Finding 70% of active LinkedIn users, and 43% of active Facebook users search for additional information about applicants through such social networking sites. With 40.2% of those using Facebook believing that a candidates’ profile picture provides an indication of the applicant’s level of extraversion. Interestingly extraversion was the only trait from the Big Five that was believed to be better understood as a result of accessing an individual’s profile image. 

Stacey – the following section has not been changed (apart from the referencing orders as was highlighted when presented with the research proposal). It needs to be condensed as the study focus has moved away from attractiveness in isolation and into the interaction between extraversion and attractiveness, and the issues of interpretation that underlie drawing inferences from social media information. 

 ‘Attractiveness is a significant advantage for both children and adults in almost every domain of judgement, treatment and behaviour we examined’ (Langlois et al., 2000, p.404). A wealth of research has discovered a positive correlation between physical attractiveness and a host of positive occupational outcomes, including initial impression formation, hiring recommendations and predicted job success (Hosada, Romero & Coats, 2003), commonly known as the “what is beautiful is good stereotype”. This stereotype can be explained through the lens of implicit personality theory, which proposes that decision makers will judge attractive individuals more favourably than those who are less attractive as a result of the predominantly positive stereotype associated with attractive individuals (Hosada, Romero & Coats, 2003). 
In 1979, Heilman and Saruwatari investigated whether the all things beautiful stereotype was as pervasive and universal as previously thought. Utilising a 2 (applicant appearance: attractive/unattractive) x 2 (Applicant sex: male/ female) x 2 (job type: managerial/ non-managerial) multifactorial analysis, participants were asked to rate each applicant in terms of their? qualifications and whether or not they would recommend the applicant for the position. Results of the study found that the extent to which attractiveness positively or negatively influenced job applicants was dependent on the nature of the job and the applicants’ gender. If was found that, for men, attractiveness was advantageous regardless of position type. For women, however, the advantages of attractiveness were not as universal, with attractiveness being advantageous for nonmanagerial positions, but a disadvantage for women applying for managerial positions. This is a finding that has been seen in many replication studies since (see Heilman & Stopeck, 1985). **include more up to date references here*** 
Heilman (1983) explained this finding, in part, through the Lack of Fit model. This model proposes that attractiveness exaggerates gender related attributes. As such, if there is an incongruity between the attributes associated with the applicant as a result of gender, and the perceived skills required for the position, then that individual is less likely to be considered. The Beauty is Beastly effect (REF?) is primarily found to affect females applying for conventionally masculine-typed jobs (for example…) and appears not to apply to men applying for feminine typed jobs (e.g…._ (Agathe, Sporrle & Manner, 2010; Latu, Mast & Stewart, 2015; Pastian-Underdahl & Walker, 2015). One explanation offered for this finding is that a highly attractive women would be perceived as more feminine than their less attractive female counterpart. As a result both the positive and negative elements of the feminine gender stereotype are reinforced (Brewer & Archer, 2007). Masculine typed jobs are associated with the attributes that build the male stereotype. The resulting Beauty is Beastly effect occurs due to the incongruence between the feminine stereotype, and the masculine attributes associated with the job role (Johnson, Podratz, Dipboye & Gibbons, 2010; Pastian-Underdahl & Walker, 2015). It is important to note that the content of gender stereotypes is often oppositional, such that women who are perceived as highly feminine are not only associated strongly with feminine traits, but are assumed to be lacking in perceived masculine traits (Heilman, Manzi & Braun, 2015). 
Latu, Mast and Stewart (2015) investigated the role of interviewers and applicants' stereotypes, both implicit and explicit in the employability ratings of women, and found the Beauty is Beastly effect to only be present when attractive females applied for male-typed jobs for which appearance was unimportant for the job role. When attractiveness is a perceived positive attribute for the position, regardless of whether the position is masculine or feminine typed, attractive females receive higher ratings of employability than less attractive women. This could be due to the applicant attributes and job role requirements being more congruent (Heilman, 1983).** include more up to date reference** 
It has been suggested that the negative views held towards attractive women in the workplace extend beyond the lack of fit model and can be explained by the concept of intersexual rivalry and sexual insecurity (Sheppard & Johnson, 2019). A bias has been found in the ratings of employability, attractiveness of candidate and interviewer sex. The findings supported the all things beautiful hypothesis when the interviewer and candidate were of opposite sex, or when the interviewer and candidate were both male. It was found in contrast, however, that female interviewers rated highly attractive female applicants as considerably less employable than their less attractive counterparts (Agathe, Sporrle & Manner, 2010). However, when considering the level of attractiveness of the participant as a further variable, highly attractive female participants showed no evidence of discrimination against attractive female applicants, nor did they display any evidence of the all things beautiful effect (Agathe, Sporrle & Manner, 2010). This provides further support for the role of intersexual rivalry, and threat to self-image in the beauty is beastly effect. 
One explanation for the inconsistencies into the literature on attractiveness bias could be related to the job type considered within many studies. The beauty is beastly effect is argued to be the result of a lack of fit, however if no lack of fit is perceived the all things beautiful effect would be seen. Johnson, Podratz, Dipboye and Gibbons (2010) paid close attention to the job type, categorising a list of 33 jobs as being masculine, feminine or neutral, many of which had been utilised in previous research on attractiveness bias. The results found support for both the “all things beautiful” and “beauty is beastly” effect, finding attractiveness to be beneficial for men and women applying to most jobs through receiving similar ratings of employment suitability. Physical attractiveness was beneficial for men applying to all job types. The benefits of attractiveness were stronger when women applied to feminine typed jobs than masculine typed jobs. However, attractiveness was rarely found to be detrimental, simply less beneficial. The beauty is beastly effect was found only for attractive women applying for masculine jobs for which appearance was considered unimportant. In jobs in which appearance is important, such as sales, the all things beautiful effect is particularly evident (Johnson, Podratz, Dipboye & Gibbons, 2010). 
There is a wealth of evidence outlining situations of discriminatory work practices against attractive female workers (Agathe, Sporrle & Manner, 2010; Heilman, 1983; Heilman & Stopeck, 1985; Latu, Mast & Stewart, 2015; Pastian-Underdahl & Walker, 2015). Sheppard and Johnson (2019) highlight the importance of acknowledging that consistent discrimination faced by attractive women could have a negative impact on their careers. The increased access to information about potential applicants, including images and personal information poses several challenges to hiring professionals. Improper use of such information can lead to a form of unregulated discrimination, highlighting the importance of understanding the biases that can lead to institutional discrimination. 

**At this point the literature review will funnel into the key elements that are considered within the study design. Along with the hypothesis and primary research question**
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