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Index

A
ABCDE model of coaching, 147
Abilities: age and generation differences in,

118; defi nition of, 78; demands-abilities 
motivators, 123; improving performance by 
improving, 115; testing to identify different
types of, 85–87. See also Knowledge, skills,
and abilities (KSAs)

Ability tests: creativity, 86; deductive reason-
ing, 86; dexterity, 86; inductive reasoning, 
85; numerical reasoning, 85; sensory ability, 
86; spatial ability, 86; verbal reasoning, 85

ACHIEVE model of coaching, 147
Action learning, 144–145
Actualization, 101–102
AFL-CIO compensation report (2000), 84
Age differences: changes in motivation by,

118–119; summary of motivation trends by,
122fi g2

Amazon, 32, 34fi g4
Ambler, T., 40
American Express: ap proach to creating an 

employer brand by, 52–56; “challenging 
Work with a Purpose” employer brand at, 
55; employer value proposition (EVP) of, 
56; For Living campaign of, 55; Global Tal-g
ent Acquisition and Management team at, 
52; Powered by Innovation, Engineered by 
You campaign of, 55; updating the outdat-
ed Careers website of, 53

American Society for Training and Develop-
ment, 128

AmplifyTalent, 43
Anti-discrimination laws, 66–68
Apish Morphonology, 79, 82fi g2
Apple: job analysis on, 7; Universum list of 

top companies (2014) inclusion of, 32, 34fi g4
“Artist” cohort archetype, 120
Assessment: capability, 58–95; employee de-

velopment, 128, 133–140; performance 
management use of, 170, 172; psychomet-
ric, 67–68, 97–126fi g6 ; risk and value, 59–66;
succession planning role of, 161; summary 
of assessing, developing, and supporting
staff, 178–179fi g9 . See also Evaluation; Ques-
tionnaires; Testing

Assessment centers: description and origins 
of, 88–89; fi ve different simulation types 
used at, 89; matrix used to put together 
a, 90fi g0 ; role and number of assessors at, 
90–91; simple example of a, 91fi g1

Astrology personality models, 105
AT&T assessment center, 89
AT&T brand, 43
Atlantic Health System, 31, 34fi g4

B
Baby Boomers (born 1943 to 1960), 119, 120, 

121, 122fi g2
Bain and Company, 31, 34fi g4
Balanced psychological contracts, 132fi g2 ,

175–176
The Balanced Scorecard, 173
Ball Brothers Mason Jar Study, 4fi g4
Bank of America Merrill Lynch, 33, 34fi g4
Baptist Health, 31, 34fi g4
“Barnum effect,” 100
Barnum, P. T., 100
Barrow, S., 40
Behavior competencies benchmarking survey 

(2006), 14
Behavioral change programs, 143–145
Behavioral competencies: challenge of defi n-

ing, 13–17; comparing capability with, 15;
creating organization-wide framework for, 
16–25; defi nition of, 11; job description cat-
egory of, 11–13; process of establishing a
new habit and, 143; self-awareness for em-
ployee development need and, 135–136,
137; summary of assessing, developing,
and supporting staff, 178, 179fi g9 . See also
Competencies

Behavioral competency framework tradeoffs:
custom or generic content, 18; functional 
or organizational span, 19; issues to consid-
er, 17–18; leveled or fl at structure, 18–19; 
separate or blended content, 19–20fi g0

Behavioral competency frameworks: exam-
ining the task of building a, 16–17; exam-
ples of blended, 20fi g0 ; the good and bad
of, 21–25; the tradeoffs when building a, 
17–21

Page references followed by fi g indicate an illustrated fi gure.g
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Bernreuter Personality Inventory for Neurotic 
Tendency, Self-Suffi ciency, Introversion, 
and Dominance, 107

Bersin and Associates, 28, 46, 173
Best Employer Brand (ERE), 44
Big Data: monitoring change through, 173–

175; performance management use of,
170–171, 176. See also Data; Technological 
tools

Big Five (Five Factor Model of Personality), 110
Binet standardized IQ test, 80, 83
Biodata personality model, 106
Biographical interviews, 68, 71
Blair, T., 143
Blended competency framework: example of 

a, 20fi g0 ; separate content or, 19–20
Blended learning programs, 140–141
Blogging4Jobs, 38
Borman, W., 6
The Boston Consulting Group, 30, 34fi g4
Boyatzis, R., 13
British Civil Service: assessment center used 

in post-World War II, 88–89; job analysis 
used by the, 3

British Psychological Society (BPS), 111
Burns and McDonnell, 30, 34fi g4
BusinessWeek, 32

C
California Personality Inventory, 107
Calipers (Craniometry), 79, 80fi g0
Camden Property Trust, 30, 34fi g4
Cameron, 32, 34fi g4
Candidate experience: Australian poll con-

ducted on, 57; blame placed on organiza-
tion for poor, 57; CEB study on failure to 
collect data on, 173; identifying what goes
wrong with the, 58; increasing company 
focus on the, 57–58; interviews and, 69–70; 
legal requirements related to the, 66–68;
social media used to share poor, 57. See 
also Experience

Candidate misrepresentation: potential for 
psychometric assessment and, 98; surveys
confi rming incidents of, 60; value and risk 
evaluation to guard against, 60–66

Candidates: chemistry and mismatched per-
sonalities of recruiters and, 74–75; dishon-
est misrepresentation by, 60; evaluation
to guard against misrepresentation by,
60–66; fundamental attribution error and 
placing blame on the, 72–73; knowledge,
skills, and abilities (KSAs) of, 68, 77–87;
point of comparison and internal, 73; snap
judgments made by assessors on, 71–72;

understanding job requirements and po-
tential to fi ll them by, 58

Capabilities: comparing behavioral compe-
tencies with, 15; creating organization-wide 
framework for, 16–25; job description, 15–
16; performance = capability x motivation 
formula on, 97, 126; 10,000-hour rule on 
development of, 84

Capability assessment: diffi culties in coming
up with one rating, 75–77; fundamental at-
tribution error and placing blame during, 
72–73; genetic cognitive ability (IQ or its
derivatives), 58, 78–85; how chemistry and
personality issues impact, 74–75; increas-
ingly used by companies, 65; interviews 
used for, 68–77; issue of using out of con-
text data, 95; knowledge, skills, and abili-
ties (KSAs) and IQ testing for, 77–87; mea-
suring candidates against current needs 
versus future potential issue, 94–95; other 
traditional tools used for, 58–59; point of 
comparison issue of, 73–74; questions to
ensure appropriate measures for, 95–96;
snap judgments by recruiters impacting, 
71–72; value and risk, 60–66; work simula-
tions used for, 88–94

Capability framework tradeoffs: custom or 
generic content, 18; functional or organi-
zational span, 19; issues to consider, 17–18;
leveled or fl at structure, 18–19; separate or 
blended content, 19–20fi g0

Capability frameworks: examining the task of 
building a, 16–17; the good and bad of, 21–
25; the tradeoffs when building a, 17–21

Card sort, 10fi g0
Career development. See Employee develop-e

ment
Carleton College, 72
“The carrot or the stick,” 101
Carter, G., 23
Case study program, 141
CEB: Employer Branding at, 38; fi ndings on 

drop in identifying high potentials (2005–
2010) by, 166; high potential model of,
164; on high rate of signifi cant changes by 
organizations, 155; rating effectiveness of 
different development programs, 141–142;
reporting (2014) on average spent on em-
ployer branding, 40; reporting (2004) on
executive coaching use, 129; reporting 
on high level of change (2008–2012), 169; 
study on failure to collect data on candi-
date experience, 173; succession planning 
research (2013) by, 160

Center for Creative Leadership, 128, 166
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CEOs: compensation disparity between workers 
and, 84–85; succession planning for, 159–163

Change: Big Data and monitoring, 170–171,
173–175, 176; CEB reporting on high level 
(2008–2012) of, 169; examining process of 
organizational culture, 156–176; how the 
psychological contract can be broken by, 
156, 157–159, 168; identifying high poten-
tials to prepare for, 163–168; moving from
balanced to transactional psychological
contract to manage, 175–176; as part of any 
health organization, 155; planning for suc-
cession, 159–168; various forms taken by, 
155. See also Organizations

Charles Schwab brand, 43
The Chartered Institute of Personnel Devel-

opment, 69
Chemistry issue, 74–75
Chevron, 31, 34fi g4
CHG Healthcare Services, 30, 34fi g4
Clinton, B., 143
Coaches: internal versus external, 148; joint 

responsibilities of participant and, 148;
mentors versus, 146; qualifi cations of, 149;
various models of coaching used by, 147

Coaching, 129, 146–151, 179fi g9
Coaching survey (2003), 146
The Coca-Cola, 7, 32, 34fi g4
Columbia University, 53
Communicating, the company brand, 47
Companies. See Organizationse
Compensation: disparity between CEO–

worker, 84–85; employer value proposition 
(EVP) on, 35; as employment relationship
component, 22; how other factors are more
important to employees than, 35–36; in-
creasing differences in, 84–85; psychologi-
cal contract violations related to, 158

Competencies: creating organization-wide
framework for, 16–25; hypothetical Eating 
and Drinking, 15; three components of, 15. 
See also Behavioral competencies

Competency-based interviews, 68–69fi g9 , 71
Competency framework tradeoffs: custom or 

generic content, 18; functional or organiza-
tional span, 19; issues to consider, 17–18; 
leveled or fl at structure, 18–19; separate or 
blended content, 19–20fi g0

Competency frameworks: examining the task
of building a, 16–17; examples of blended,
20fi g0 ; the good and bad of, 21–25; issues to
consider, 17–18; the tradeoffs when build-
ing a, 17–21

Complementary person-environment fi t, 123, 
127, 132

Concurrent validity, 63
Confi dentiality issues, 138, 153
Conscious competence, 143
Conscious incompetence, 143
Construct validity, 62, 63fi g3
Content validity, 62, 63fi g3
Core values: age differences and impact on 

shared, 119; branding by establishing, 47;
creating frameworks for, 20; generation dif-
ferences related to shared, 121; Protestant 
Work Ethic (PWE), 119; psychometric as-
sessment of employee’s shared, 112–115;
workplace culture and shared, 113–114

Costco Wholesale, 31, 34fi g4
Craniometry, 79, 80fi g0 , 81fi g1
Creativity ability, 86
Criminals: Apish Morphonology to predict,

79, 82fi g2 ; image of seventeen known, 82fi g2
Criterion validity, 63fi g3
Critical incident, 9, 10fi g0
Csikszentmihlyi, M., 144
Custom competency framework, 18

D
Darwin, C., 84
Data: employer branding inclusion of quali-

tative and quantitative, 51; employer value
proposition (EVP) qualitative and quantita-
tive, 36–37. See also Big Data

David Weekley Homes, 30, 34fi g4
Day-in-the-life experiences, 92
Deci and Ryan’s Self-Determination Theory, 

104
Deci, E., 104
Deductive reasoning ability, 86
Deloitte, 32, 34fi g4
Demands-abilities motivators, 123
Development centers, 136, 138
Development challenge, 128, 179
Dexterity ability, 86
Dictionary of Occupational Titles (DOT), 3–4, 

6
Diderot, D., 3
Distributive justice, 113
DPR Construction, 30, 34fi g4
Drogan, O., 174

E
Earth Rabbit personality (passage 1), 99, 100
Eastman Chemical, 31, 34fi g4
Eating and Drinking competency, 15g
Ectomorphs personality, 105
Edelman, 31, 34fi g4
Educational level, O*Net on, 5
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Edward Jones, 30, 34fi g4
Eichinger, R., 166
Einstein, A., 100
Employee branding, American Express ap-

proach to, 52–56
Employee development: assessment for, 133–

140; HR survey (2011) on formal assess-
ments of, 128; as means of communicating 
to employees they are valued, 127–128; of-
fering mentoring and coaching supports to, 
129, 146–151, 179fi g9 ; performance manage-
ment inclusion of, 171, 172; psychological
contract to frame the, 128–133; psychologi-
cal contract violations related to, 158, 168; 
psychometrics of potential outcomes of, 
135; self-awareness programs, 128, 134–
137fi g7 ; summary of assessing, developing,
and supporting staff, 178–179fi g9 ; three
components of, 128–129; work simulations 
operating as development centers, 136

Employee development components: or-
ganizational support through mentoring 
and coaching, 129, 146–151, 179fi g9 ; self-
awareness of developmental needs, 128, 
134–137fi g7 ; some form of development
challenge, 128, 179

Employee development programs: action 
learning approach to, 144–145; behavioral
change, 143–145; blended programs, 140–
141; case study or role playing, 141; com-
pany-organized training aligning to core
business processes, 140; formalized train-
ing program in given skill area, 140; job
rotations and assignments, 141, 142–143,
179fi g9 ; online development platform used
for, 145; potential benefi ts and failures of, 
151–153; rating the effectiveness of dif-
ferent, 141–142; self-awareness programs, 
134–137fi g7 ; summary of assessing, devel-
oping, and supporting staff, 178–179fi g9 ; tra-
ditional classroom training, 128; webinars,
141. See also Organizational support

Employee engagement: options available to 
improve, 115–118; relationship between
motivation and, 115–118

Employee generated content (EGC): creating 
trust and transparency through, 47; as start-
ing place for understanding, EVP, 47–48

Employee motivation: “the carrot or the stick” 
concept on, 101; changes with age and gen-
erations, 118–122fi g2 ; changing the work-
place to improve, 116; defi nition of, 11, 97;
employee engagement driven by, 115–118; 
extrinsic versus intrinsic, 101; fulfi llment of 
needs driving, 98, 101–104; improving the

employment relationship by understanding
the, 97–98; job description category of, 11–
13; performance = capability x motivation 
formula on, 97, 126; person-environment 
expressed through, 122–126fi g6 ; personality 
traits driving, 98, 104–112; shared values 
driving, 98, 112–115; summary of assess-
ing, developing, and supporting staff, 178,
179fi g9 . See also Psychometric assessment

Employee needs: age differences related to,
118; generation differences related to, 120–
121; Herzberg’s model of motivation and, 
102, 103; investing in employees’ psycho-
logical contract by responding to, 117–118;
Maslow’s Hierarchy of Needs theory on
motivation and, 101–102, 103; motivation
tied to fulfi llment of, 98, 101–104; needs-
supplies motivators, 123; as sometimes in
confl ict with private sector practice, 103–
104; Warr’s “vitamin model” on motivation 
and, 102–103

Employee trust: chicken and egg problem of 
building, 30; created through credibility,
respect, and fairness, 29; providing trans-
parent and honest depictions of company 
for, 47, 52

Employee turnover: calculating the costs of,
1; motivators for, 101

Employees: challenge of selecting them for 
recruitment or promotion, 57; creating
trusted relationship with, 29–30; employer 
branding as providing information about 
company to, 42, 44–45; HR problem of fail-
ing to consider vantage point of, 156; iden-
tifying high potentials among, 163–168;
offering mentoring and coaching supports 
to, 129, 146–151, 179fi g9 ; performance rat-
ings on, 135, 167, 170; Solid Potentials, 164, 
165fi g5 ; summary of how to assess, develop,
and support, 178–179fi g9 ; talent profi les of, 
162. See also Psychological contracts

Employer brand: building employee trust 
in, 29–30; characteristics of, 41; company 
investment in their own, 40; comparing 
three lists on top companies with great, 
29–35; connection between EVP and, 
41–42; description and process of, 28–29; 
distinction between marketing campaign 
and, 45–46, 52; how it impact employees, 
42, 44–45; maintain consistency in the, 52; 
making it memorable, 52; making sure re-
cruiters are trained on the, 50; origins of 
the term, 40; product brand impact on the, 
43; various defi nitions of, 40–41. See also
Organizations
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Employer branding: attracting talent as out-
come of correctly done, 46; as being about 
giving employees information about com-
pany, 42; building on the existing employer 
brand, 45; Glassdoor’s Employer Branding 
for Dummies on, 41; human resources cre-s
ative approach to, 44; need to understand 
your audience for, 45; as process of shap-
ing perceived reputation, 41; SHRM on top 
actions taken for, 47

Employer branding channels: employee 
generated content (EGC) for, 47–48; face-
to-face interactions as, 50; issues to con-
sider for, 46–47; physical interactions with
people who represent the brand as, 49–50;
social networking used as, 48–49

Employer Branding for Dummies (Glass-s
door), 41

Employer branding lessons: build transparen-
cy and trust, 52; don’t focus on quantitative 
data, 51; know the difference between a 
campaign and brand, 52; maintain consis-
tency in the employer brand, 52; make the 
employer brand memorable, 52

Employer of choice, 41
Employer value proposition (EVP): American 

Express, 56; compensation and work hours 
components of, 35–36; connection be-
tween employer brand and, 41–42; describ-
ing workplace reality through use of, 35, 
36; EGC as starting place for understand-
ing, 47–48; fi nding ü themes of, 38, 39; how 
different companies may popularize the,
39; quantitative and qualitative data collec-
tion on, 36–37; what a good one looks like, 
38. See also Value assessment

Employer/employment relationship: change 
and the, 155–176; components of a healthy,
127; employee and the line manager, 157–
159; employee development that transforms 
the, 127–153; examples of employer brands
that set expectations about, 42–43; For-
tune’s 100 Best Companies to Work For on s
the, 29–31, 34fi g4 ; Glassdoor’s top companies 
(2014) on the, 31–32, 33, 34fi g4 , 35; improved 
by understanding employee motivation, 97–
98; supplementary fi t in the, 127; Universum
top companies (2014) on the, 32–33, 34fi g4 .
See also Person-environment fi t

Endomorphs personality, 105
ERE’s Best Employer Brand, 44
Ernst and Young, 32, 34fi g4
Esteem need, 101
Evaluation: of person-environment fi t, 122–

126fi g6 ; Hay system of, 23; of jobs, 22–23;

process of and criteria for, 22; of value and
risk, 59–66. See also Assessment

Executive coaching, 129, 146–151, 179fi g9
Executive coaching survey (2003), 146
Expectancy Theory, 113
Experience: defi nition of, 11; establishing the

criteria for, 1–2; job description category of, 
11–13; summary of assessing, developing,
and supporting staff, 178, 179fi g9 . See also
Candidate experience

Extrinsic motivation, 101

F
Face-to-face branding interactions, 50
Facebook: as channel for employer branding,

49; Glassdoor top twenty-fi ve companies 
list (2014) inclusion of, 31, 34fi g4 ; member-
ship size of, 48; Universum’s Ideal employ-
er list (2014) inclusion of, 33, 34fi g4

Fair Work Act (2009), 66–67
Fair Work Australia, 66
Fair Work Division (Federal Count), 66
Fair Work Division (Federal Magistrates 

Court), 66
Fair Work Ombudsman, 66, 67
Fairness, 29
FBI, 32, 34fi g4
Feedback: action learning and important role 

of, 145; employee development, 133–134; 
by managers used to identify high poten-
tials, 167; performance ratings form of, 135,
167, 170; 360-degree, 136–138, 170, 179fi g9 ; 
timing of, 139

Financial Services Authority, 140
“Find Your World” (Marriott), 45
Fitts, P., 143
Five Factor Model of Personality (Big Five), 110
For Living campaign (American Express), 55g
Forer, B., 100
Fortune magazine’s 100 Best Companies toe

Work For, 29–30
Fortune magazine’s top ranking for social re-e

cruiting list, 44
Fundamental attribution error, 72–73

G
Galton, F., 79
Gartner, 32, 34fi g4
Gates, B., 84
GEICO, 41
Genentech, 30, 32, 33, 34fi g4
Generation differences: description of, 119;

employee motivation and, 119–122; sum-
mary of motivation trends by, 122fi g2
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Generation Me (born 1970 to the present), 
119

Generation X (born 1961 to 1981), 119, 120–
121, 122fi g2

Generation Y (Millennial Generation) [born 
1982 to 2005], 119, 120, 121, 122fi g2

Generic competency framework, 18
Genetic cognitive ability. See IQ (genetic cog-e

nitive ability)
GI Generation (born 1901 to 1924), 119
Gilbreth, F., 3
Gilbreth, L., 3
Gladwell, M., 84
Glassdoor: Employer Branding for Dummies

by, 41; on formation of psychological con-
tracts, 130–131; Glassdoor Talent Warrior, 
38; on relationship between information 
source and trust in the information, 46–47; 
top companies (2014) list by, 31–32, 33,
34fi g4 , 35

Goals: performance management concern of 
cascading, 171; performance management 
SMART, 170

Goldman Sachs, 32, 34fi g4
Google: rated as top company, 30, 31, 32, 33, 

34fi g4 ; “20 percent time” policy of, 29
Gordon Training International, 143
Gould, S., 83–84
Graphology (penmanship) personality mod-

el, 105
Great Depression, 3
Great Place to Work Institute, 29, 30, 33, 34
Group exercise simulations, 89
GROW model of coaching, 147
Guidewire, 31, 34fi g4

H
Hay Group, 23, 115
Hay system of evaluation, 23
“Hero” cohort archetype, 120
Herzberg, F., 102
Herzberg’s model of motivation, 102, 103
Hierarchical task analysis, 9, 10fi g0
High potential employees: CEB fi ndings on 

drop (2005–2010) in identifying, 166; CEB
high potential model to identify, 164–165;
identifying, 163–168; learning agility of,
166–167, 168; nine-box grid on potential 
and performance of, 164, 165fi g5 ; three con-
ditions required for designating a group of,
168

Hilcorp, 30, 34fi g4
Hill, B., 35, 36
Hiring decisions: based on knowledge, skills,

and abilities (KSAs), 68, 77–87; biased

judgments and self-fulfi lling prophecy col-
oring the, 72; how fundamental attribution 
error infl uence, 72–73; legal requirements 
for, 66–68; problem of predicting the out-
come of, 1; questioning the traditional 
methods used for, 58–59; require under-
standing of job requirements and poten-
tial to fi ll them, 58; on selecting staff for 
recruitment or promotion, 57. See also Re-
cruiting talent; Talent acquisition

Hiring experience: Australian poll conducted 
on candidates adn their, 57; high percent-
age of candidates blaming organization for 
poor, 57

Home inspector analogy, 59, 77
Homeland Generation (born 2006 to 2025),

119
Howe, N., 119
HR employee development survey (2011),

128
HR Examiner, 43
Huffi ngton Post 100 Most Social HR Expertst

on Twitter list, 43
Human resources (HR): branding creativity 

by, 44; problem of failing to to consider 
employees’ vantage point, 156; rating effec-
tiveness of development programs, 141. See 
also Practitioners

Hygiene motivation factors, 102

I
IBM, 169
Imperial China, 2
In-trays simulations, 89
Individual development plan (IDP), 170
Inductive reasoning ability, 85
Innate talent. See IQ (genetic cognitive ability)e
Institute of Personnel and Development, 174
Internal placements, 51
Inter-rater reliability, 61, 63fi g3
Interactional justice, 113
Interactive Intelligence, 31, 34fi g4
Internal candidates: placement made with, 

51; point of comparison issue and, 73–74
Internal consistency reliability, 61, 63fi g3
International Coaching Federation, 149
“International Perspectives on the Legal Envi-

ronment for Selection” (Myors), 66
Interview recommendations: compare the

technique over time, 77; structure the inter-
view, 76; train the interviewers, 76–77

Interview types: biographical, 68, 71; compe-
tency-based, 68–69fi g9 , 71

Interviews: assessment by, 68–77; candidate
experience related to, 69–70; chemistry 
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issue of, 74–75; competency-based, 68–
69fi g9 ; diffi culties of coming up with one
rating of, 75–77; Fair Work Act (2009) on le-
gal requirements for conducting, 67; funda-
mental attribution error and placing blame 
during, 72–73; inaccuracies and poor pre-
dictions of, 70–71; point of comparison and
use of, 73–74; snap judgments made by as-
sessors during, 71–72

INTP personality (passage 3), 99, 100
Intrinsic motivation, 101
Intuit, 30, 31, 33, 34fi g4
IO psychology, 6
Ipsos Mori poll (2006), 115
IQ (genetic cognitive ability): Binet standard-

ized test of, 80, 83; debate over, 78–79;
declining reliance on, 84; history of and 
defunct theories about, 79–84; knowledge, 
skills, abilities (KSAs) assessment using,
78–85; questioning the relevance of, 58

IQ theories: Apish Morphonology, 79, 82fi g2 ; 
Binet’s test to identify learning disabilities, 
80, 83; continued debate over, 84; Crani-
ometry, 79, 80fi g0 , 81fi g1 ; Gould’s approach 
to, 83–84; Recapitulation, 79, 82fi g2 , 83fi g3

J
Job analysis: advantages of using a, 7–8; the 

art and science of, 8–13; early historic ori-
gins and evolution of, 2–3; O*Net’s classifi -
cation of jobs used in, 4–7; the origins of,
2–8; people decisions and role of, 1–2

Job analysis techniques: card sort, 10fi g0 ; 
critical incident, 9, 10fi g0 ; hierarchical task
analysis, 9, 10fi g0 ; job sample, 9, 10fi g0 ; rep-
ertory grid, 9, 10fi g0 ; structured observation, 
8–9, 10fi g0 ; visionary interview, 10fi g0 ; work 
logs, 8

Job description: bundling, 10–11; fi ve key in-
gredients of any job, 11; as least evolved
recruiting tool, 48; providing a more realist 
and engaging, 48; updating as necessary, 
12; vague language of many, 12

Job description categories: behavioral com-
petencies, 11, 178, 179fi g9 ; experience, 11,
178, 179fi g9 ; key activities, 11, 178, 179fi g9 ; 
motivation, 11, 178, 179fi g9 ; skills, 11, 178, 
179fi g9 . See also specifi c category

Job experience. See Experiencee
Job previews, 48
Job rotations and assignments, 141, 142–143,

179fi g9
Job sample, 9, 10fi g0
Job skills. See Knowledge, skills, and abilities e

(KSAs)

Jobs, S., 84
John Deere, 31, 34fi g4
Johnson & Johnson brand, 42
Journal of Brand Management, 40
Joy, B., 84
J.P. Morgan, 32, 34fi g4
Judgment: situational judgment tests assess-

ing, 92; snap judgments made by assessors
on candidates, 71–72

Justice: distributive, 113; interactional, 113;
procedural, 113

K
Kaplan, R., 173
Kenexa, 169
Kennedy Assassination, 119
Key activities: defi nition of, 11; job descrip-

tion category of, 11–13; of pulling shots of 
espresso, 11; summary of assessing, devel-
oping, and supporting staff, 178, 179fi g9 . See 
also Work activities

Kimpton Hotels and Restaurants, 31, 34fi g4
Knowledge, skills, and abilities (KSAs): defi -

nition of, 11; differentiating between abili-
ties, skills, and knowledge, 78; establishing
criteria for job skills, 1–2; hiring decisions 
based on, 68, 77–87; job description cat-
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