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Abstract

This paper examines how human and Al interview agents impact job candidates’ emotional
responses, trust, and interview performance. While asynchronous video interviews (AVI) offer flexibility,
the lack of social cues often hinders rapport and impression management. Recent advances in
anthropomorphic Al technology promise more interactive experiences, but little is known about their
effects on interview dynamics. Grounded in theories such as Social Presence, Media Richness, and
Uncanny Valley, this study explores how Al agents shape candidate engagement and acceptance,
highlighting implications for designing more effective and human-centered Al-driven recruitment tools.
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Human vs. Al Interview Agent:
Behavioral and Attitudinal Differences and Their Impact on Interview Performance
Asynchronous Video Interview and Al

Interviews are widely regarded as one of the most effective methods for predicting job
performance (McDaniel et al., 1994). However, the rise of technology-mediated interviews, particularly
asynchronous video interviews (AVI), has introduced new complexities. In AVI, candidates record their
responses to pre-set questions, which are later reviewed by employers (Dunlop, Holtrop, & Wee, 2022;
Langer, Konig, & Krause, 2017; Rizi & Roulin, 2023; Tilston et al., 2024). This format, popularized during
the COVID-19 pandemic (Dunlop, Holtrop, & Wee, 2022), offers flexibility and efficiency but can feel
impersonal, lacking the interactive dialogue candidates typically expect, which may increase their
anxiety (Langer, Konig, & Krause, 2017).

Recent advances in anthropomorphic Al, like OpenAl’s ChatGPT-4.0 and other interactive Al
agents, are pushing AVI technology towards more engaging, two-way experiences (Knight & Rogers,
2024). Platforms like Apriora.ai already offer real-time conversational Al interviews, though these are
often limited by voice-to-text transcription and simple avatars that lack non-verbal communication cues
like facial expressions and body language, making the experience less natural than face-to-face
interviews. While promising Al prototypes are emerging (Chou et al., 2022; Chakraborty et al., 2023),
little research has explored how these technologies affect the internal emotional and behavioral
responses of candidates or their impact on interview performance.

This paper aims to investigate the effects of visually hyper-realistic Al interview agents on job
seekers' performance, particularly in high-stakes situations like employment interviews. We will
examine emotional and behavioral responses to Al interviewers, with a focus on key factors such as
trust, emotional engagement, impression management, and overall interview performance.

Additionally, this paper will connect these findings to established theoretical frameworks, including
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Media Richness Theory (MRT), Media Naturalness Theory (MNT), Al Device User Acceptance (AIDUA)
framework, Social Presence Theory (SPT), and Uncanny Valley Theory.
Media Richness and Media Naturalness Theory

Media Richness Theory (MRT) offers a framework for understanding how the richness of a
communication medium affects its effectiveness. Channels that provide more social cues, like face-to-
face communication are considered "rich", leading to better information exchange and more effective
communication (Daft & Lengel, 1986). In the context of AVI, research shows that richer media
environments can improve candidate behavior, increase positive outcomes, and lead to better interview
performance (Rizi & Roulin, 2023).

Media Naturalness Theory (MNT) posits that communication is most effective when it closely
resembles face-to-face interactions, where voice and visual cues are naturally integrated (Kock, 2004).
Access to non-verbal cues such as eye contact and body language enhances impression management
and aligns with both MRT and MINT (Basch, Kegelmann, & Lieb, 2020). Together, these theories suggest
that richer, more natural communication channels improve emotional engagement, facilitate rapport-
building, and enhance interview performance.

Social Presence Theory and Psychological Distance Theory

Social Presence Theory (SPT) explains how technology-mediated communication facilitates
social connections by transmitting cues that foster interpersonal closeness and immediacy (Short,
Williams, & Christie, 1976). SPT is closely related to Psychological Distance Theory, which describes the
degree of separation from the immediate, personal experience of “me,” in this place, at this moment
(Liberman et al., 2007). This perceived distance can hinder trust-building and rapport, as individuals rely
on social cues like mimicry, positive emotions, and tone of voice to gauge trustworthiness and form

connections (Thompson, 2023).
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Trust is essential in high-stakes interviews, directly shaping how candidates engage with the
interviewer. Establishing rapport breaks down psychological distance, helping candidates feel more at
ease and genuine. This sense of trust boosts confidence and encourages more accurate self-
presentation, leading to stronger performance evaluations and more reliable impressions (Tickle-
Degnen & Rosenthal, 1990). Without these trust-building cues in virtual interviews, candidates often
struggle to manage impressions effectively, which can negatively affect their performance (Blacksmith et
al., 2016).

In contexts like customer service interviews, employers often prioritize a candidate’s ability to
build rapport over technical qualifications, as the capacity to connect with customers is crucial (Gilmore
& Ferris, 1989). However, technology-mediated interviews often lack the richness of non-verbal social
cues required for effective impression management, which can result in lower performance ratings
compared to traditional face-to-face interactions (Blacksmith et al., 2016). Without the opportunity to
engage in behaviors like eye contact, body language, and synchronous dialogue, candidates may
struggle to establish trust and manage impressions, ultimately impacting their overall interview
performance.

Anthropomorphism and the Uncanny Valley

Anthropomorphism, or attributing human traits to machines, can evoke mixed reactions ranging
from comfort to unease (Samuel, 2019; Chaminade et al., 2007). As Al becomes increasingly human-like,
concerns about emotional attachment and psychological impact have emerged (Knight & Rogers, 2024).
Anthropomorphic Al agents, like OpenAl’s ChatGPT-4.0 and Replika, exhibit social and emotional
intelligence through human-like voices, memory, and contextual understanding, building rapport and
even fostering intimacy (Sufyan et al., 2024; Pentina et al., 2023). These qualities can fulfill social needs,
but may also trigger discomfort, as explained by the Uncanny Valley Theory, which suggests that near-

human Al elicits unease when they fall short of authentic human behavior (de Borst & de Gelder, 2015).
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In an interviewing context, the introduction of these Al agents adds complexity to understanding
trust and psychological distance in human-Al interactions. While some studies show people are more
comfortable sharing personal information with Al in mental health settings, benefiting from perceived
anonymity and reduced need for impression management (Lucas et al., 2014; Lee et al., 2020), others
indicate that Al interviewers can increase feelings of uncertainty and distrust, leading to more deceptive
behavior from candidates compared to human interviewers (Suen & Hung, 2024; Spence et al., 2014).

Beliefs about Al significantly shape these responses; people’s reactions often differ depending
on whether they think they are interacting with a human or a machine, even if the interaction is
identical (Lucas et al., 2014). This emphasizes the need to understand how job seekers' behaviors and
emotional responses are influenced by the perceived authenticity of Al interviewers, as Al continues to
transform technology-mediated interviews.

Al Device Use Acceptance (AIDUA) and Computer Are Social Actor (CASA)

Al Device Use Acceptance (AIDUA) builds on Venkatesh and Davis’s (2000) Technology Adoption
Model (TAM), which provides a framework for predicting how individuals accept and engage with new
technologies. AIDUA specifically examines how Al is accepted in recruitment contexts by exploring how
both employers and job seekers respond to Al interview technologies. For employers, Al offers benefits
such as increased efficiency, greater consistency, and reduced labor costs throughout the hiring process
(Malin et al., 2023). For job seekers, however, acceptance is shaped by factors like trust, emotional
responses, and perceived fairness (Gursoy et al., 2019).

While AIDUA has been explored extensively in consumer-facing contexts such as hospitality
(Tavakoli & Mura, 2018), retail (Faggella, 2019), and air transportation (West, Clifford, & Atkinson,
2018). However, from job seekers’ perspective, where the power dynamics between candidates and
employers are markedly different. This shift is critical because interactions with Al in a job interview

context carry higher stakes, which could amplify concerns around trust and transparency.
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Understanding how users respond to Al in these settings can be further explained using the
Computers Are Social Actors (CASA) theory (Nass et al., 1994). CASA posits that people naturally apply
social norms to computers and Al, responding to them as if they were human. When Al incorporates
anthropomorphic features such as human-like voice, facial expressions, or conversational abilities, this
effect intensifies, triggering familiar social behaviors and shaping perceptions of the Al’'s warmth,
competence, and trustworthiness (Kim & Hur, 2023) .

However, this anthropomorphism can have mixed effects on Al acceptance. While human-like Al
can make interactions feel more intuitive, overly realistic Al can increase cognitive load, especially in
high-pressure contexts like job interviews (Gursoy et al., 2019). This added complexity may hinder
candidate performance, as managing impressions becomes more challenging when faced with an Al that
mimics human behaviors too closely. Furthermore, emotions whether positive or negative, play a
mediating role in Al acceptance, with positive emotions enhancing engagement and negative emotions
creating resistance (Gursoy et al., 2012).

Implications

The findings from this paper emphasize that integrating hyper-realistic Al interviewing agent
into the hiring process requires a nuanced understanding of human behavior and perception. In a job
interview scenario, trust and rapport are essential for effective communication and accurate
performance evaluations (Tickle-Degnen & Rosenthal, 1990). If Al interview agents lack the non-verbal
cues and social dynamics inherent in human interactions, candidates may feel detached, increasing
psychological distance and ultimately leading to negative interview performance (Liberman et al., 2007).

Furthermore, the mixed responses to anthropomorphic Al highlight a critical design challenge:
while human-like features can enhance familiarity and engagement, they can also trigger discomfort
when not perfectly executed (de Borst & de Gelder, 2015). This delicate balance, as described in the

Uncanny Valley Theory, means that Al developers must be intentional in selecting which human-like
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attributes to incorporate. Overloading candidates with complex Al that fails to establish trust could lead
to increased cognitive load, negatively impacting their ability to present themselves effectively (Gursoy
et al., 2019).

These implications suggest that Al interview agents need to go beyond basic interactivity by
incorporating advanced social signals like mimicry, appropriate facial expressions, and adaptive
feedback to foster a sense of authenticity and reduce psychological distance (Thompson, 2023). This
approach would align Al interviews more closely with Media Richness Theory and Media Naturalness
Theory, promoting better emotional engagement and ultimately improving interview outcomes (Daft &
Lengel, 1986; Kock, 2004).

For roles where interpersonal skills are prioritized, a technology-mediated format that lacks
these essential rapport-building elements could disadvantage underrepresented candidates, reducing
the overall effectiveness of the selection process (Gilmore & Ferris, 1989). Therefore, the design of Al
interview agents should be tailored to different job contexts, balancing efficiency with the need to
create a realistic, human-centric interviewing experience.

Conclusion

As Al interviewing technologies become more sophisticated, blurring the line between human
and machine interactions, it’s crucial to explore how job seekers’ emotional and behavioral responses
shift in the presence of Al interviewers. By connecting these findings to established theoretical
frameworks, this research will shed light on the dynamics of human-Al interactions in interviews and

provide insights for developing more effective and equitable recruitment practices.
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