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Abstract

Promoting products via Instagram is a rapidly growing phenomenon in
the world of online advertising. These advertisements’ ability to stand
out and obtain desired consumer outcomes has become increasingly
challenging due to the enormous amount of advertisements already
present on this platform. One strategy that can be useful is celebrity
endorsement, which has — because of celebrities’ credibility and
attractive characteristics — proven to be an effective way to create
favourable attitudes and stronger purchase intentions. The present
study investigated the effects of an Instagram advertisement with an
(in)genuine, smiling celebrity on consumers’ behaviour. More
specifically, this study examined differences between consumers from
two countries: the Netherlands and Spain. An online experiment with
two conditions was conducted (i.e. ingenuine vs genuine, smiling
celebrity). The sample included 174 Dutch and 137 Spanish participants.
The results reveal that the type of smile significantly affects consumers’
purchase intentions. Attitudes towards the celebrity also influence the
effect of the type of smile on purchase intention. National background
was thus found to play a moderating role.

Keywords: Consumer behaviour, online advertising,
marketing, celebrities, cross-cultural, Instagram.

persuasion

1. Introduction

Celebrity endorsed advertisements have not only been a
phenomenon in more traditional settings. By collaborating with
celebrities in online platforms, such as Facebook, Twitter,
Instagram, and YouTube, marketers reach an enormous
audience because generally, celebrities possess large numbers
of followers. Celebrities are capable of grabbing consumers’
attention and conveying a sense of trust, which makes them
their

communications (Muda, Musa, and Putit, 2017).

attractive for marketers to use in marketing

For an online environment, in particular, the face of the
celebrity generates higher engagement (Bakhshi, Shamma, and
Gilbert, 2014). Consumers experiencing similar emotions as the
ones that are expressed in an online advertisement (i.e.,
‘mimicking facial expressions’) are likely to have positive
attitudes towards the advertisement as well (Lewinski, Fransen,
and Tan, 2014). Subsequently, these emotions may lead to
greater behavioral intentions (Kemp, Bui, and Chapa, 2012).
One specific facial expression that elicits positive consumer
behaviour is the smile (Kulczynski, llicic, and Baxter, 2016). An
intriguing feature that has not yet been investigated is the
authenticity of the celebrity smile: Does the consumer perceive
whether a celebrity is showing a genuine smile (or not)? In
addition, through culturally specific experiences, ingenuine

Resumen

La promocidn de productos a través de Instagram es un fenémeno en muy
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smiles could appear and be perceived as genuine (and reversed).
This might increase the risk of varying consumer behaviour
(Weker, 2016; Choi & Lewis, 2017). While a number of studies
investigated the effects of smiles on consumers mostly in service
industries (e.g., Otterbring, 2017), none integrated the potential
effect of celebrity endorsers’ smiles in online advertising settings
yet. The present study examines celebrity-endorsed
advertisements on Instagram and to what extent the exposure of
genuine vs. ingenuine smiles influences consumer attitudes and
behavioural intentions. A comparison is made of consumers from

two different cultures: the Netherlands and Spain.

2. Hypothesis development
2.1 Genuine and ingenuine smiles

According to Ekman and Davidson (1990) a genuine smile (or
Duchenne smile) refers to a spontaneous expression of true
enjoyment (the emotion happiness) that involves the activation
of the two most dominant facial muscles. In the periocular
region the facial muscles that pull the outer corners of the
eyebrows slightly downwards produce bagging below the eyes
and form wrinkles to the corner of the eyes. These facial
muscles are called Action Unit 6 (AU6). In the cheek region the
Action Unit 12 (AU12) related muscles draw both lip corners up

towards the cheekbones. In contrast, an ingenuine smile (or
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non-Duchenne smile) neither expresses enjoyment nor
activates both facial muscles at the same time (often, only AU
12 is slightly activated). In other words, the Duchenne smile
occurs particularly when someone generates the smile

uncontrollably and unconsciously.

Frank and Ekman (1993) proposed that an individual exposing a
genuine smile will observe positive emotions such as happiness,
pleasure, amusement, interest, and surprise. This is confirmed
by findings of Gunnery and Ruben (2016) and llicic, Kulczynski,
and Baxter (2018). Celebrity endorsers exposing a genuine
smile were perceived as more genuine and more persuasive,
than individuals expressing ingenuine smiles. Remarkably,
genuine smiles can also be produced on purpose. Weker (2016)
found that genuine smiles indeed can be ‘trained’, which means
that celebrities intentionally can activate the lines around the
eyes in such a way that their false smiles appear as genuine.
This implies that genuine smiles do not merely occur when
someone experiences true enjoyment and can even occur in
online situations with non-positive emotions (Krumhuber &
Manstead, 2009).

Several studies on consumer behaviour noted a positive effect
of genuine smiles on purchase intention. Celebrity endorsers, in
particularly, have been shown to elicit a positive attitude
towards the product they are endorsing (Peace, Miles, and
Johnston, 2006) and to draw more attention to products
(Wang, Cheng, and Chu, 2017). Genuine smiling endorsers were
capable of producing consumer joy and more positive attitudes
towards the overall advertisement compared to non-smiling
endorsers (Scanlon & Polage, 2011; Berg, Soderlund, and
Lindstrom, 2015). The study by llicic, Kulczynski, and Baxter,
(2016) also revealed that when consumers had negative
attitudes towards the celebrity endorser (and in turn: the
product), smiles were able to improve consumers’ attitudes
towards both the endorser and the product. Hence, the
following hypothesis is formulated:

Hypothesis 1: A genuine smiling celebrity has a positive
behavioural effect on consumers.

2.2 Attractiveness and credibility

Physical attractiveness could be considered the most
determinant factor for celebrity endorsers in an advertising
context to get the desired attention and interest from the
online consumer (Agam, 2017). Thomas and Johnson (2016)
found that a higher degree of attractiveness indeed related to
higher purchase intentions, but that this effect is mediated by
how consumers perceive the overall advertisement. Likewise,
Dom, Ramli, Chin, and Fern (2016) discovered that when an
attractive celebrity was used in an advertisement, consumers’
impressions about the product were positive before even
looking at it. Golle, Mast, and Lobmaier (2014) identified that
facial expressions are an imperative part of perceiving someone
as attractive. Specifically, smiling individuals (vs. non-smiling

individuals) did not only compensate for judgments of
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unattractiveness, but they were also capable of strengthening
the observer’s positive emotions. Facial beauty (e.g., geometry
of the face, health,
gender/femininity) also received major attention in research on

emotional  expressions,  skin
physical appearance. Little (2014) pointed out that not all facial
characteristics are perceived as universally attractive, and that
varying opinions always occur based on someone’s personal

preferences. The following hypothesis is formulated:

Hypothesis 2: Celebrity attractiveness influences the

relationship between smile type and behavioural intention.

Another characteristic that makes celebrities influential and
contributes to favourable consumer behaviour is credibility.
This refers to the degree to which a consumer can trust and
believe the celebrity endorser, and the degree to which a
consumer perceives the celebrity endorser as knowledgeable in
the advertising context (Erdogan, 1999). Empirical studies by
Spry, Pappu, and Cornwell (2011) and Jatto (2014) revealed that
celebrity endorsers can enhance the credibility of endorsed
products, which can in turn positively influence consumer’s
attitudes and purchase intentions.

Hypothesis 3: Celebrity credibility influences the relationship
between smile type and behavioral intention.

2.3 Cultural differentiations

Advertisements that are globally implemented could lead to
cross-cultural differences in forming attitudes and behavioral
intentions (Choi & Lewis, 2017). These differences could be
explained by a culture’s degree of uncertainty avoidance, which
refers to how cultures behave as a result of uncertain (buying)
situations via the Internet. Cultures high on uncertainty
avoidance need rules and formality to structure their lives and
are less open to changes and innovations. In contrast, cultures
low on uncertainty avoidance take more risks and are more
open to innovations (Hofstede, 2019).

Cross-cultural differences have been found in how (frequent)
individuals smile, but also in how smiling is valued, perceived,
and judged (e.g., Lau, 1982; Hess, Beaupré, and Cheun, 2002).
Whereas generally, smiling individuals are perceived more
favourable, Krys, Vauclair, and Capaldi (2016) found that such
individuals can also evoke negative associations and effects in
cultures that are more uncertainty avoidant. As an explanation,
they argued that in social situations seen as uncertain,
expressing certainty with smiles can be perceived as
inconsistent behaviour. Subsequently, this could lead to more
negative evaluations (e.g., less intelligence). Moreover, other
studies claimed that the Duchenne marker (i.e., relying on
activation of eye muscles) is used worldwide to assess smile
Hess & Thibault, 2009),
intensity, and spontaneity (Quadflieg, Vermeulen, and Rossion,
2013). However, other studies contradicted these findings and

authenticity (e.g., amusement,

revealed that this marker is used differently across individuals,
and especially across cultures. For example, Ozono et al. (2010)
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and Mai, Ge, Tao, Tang, and Liu (2011) found that Asian
individuals relied more on eyes for judging smile genuineness,
but individuals from European or American cultures relied more
on the mouth. Subsequently, Thibault, Lesvesque, Gosselin, and
Hess (2012) found that the Duchenne marker is used differently
across cultures. Subsequently, this may lead to variations in
perceiving a smile as genuine or not. Based upon all
argumentations on uncertainty avoidance, it is expected that
cultural background influences the relationship between smile
type and purchase intention.

Hypothesis 4: Cultural (differentiated by

uncertainty avoidance) influences the relationship between

background

smile type (genuine or ingenuine) and behavioral intention.
3. Method

The present study had a two (celebrity smile: genuine,
ingenuine) by two (culture: Dutch, Spanish) between-subjects
design. The conceptual model is given in Figure 1. Celebrity
attractiveness and celebrity credibility were the mediators.
Culture influences the relationship between smile type and
purchase intention. Participants were randomly assigned to one
of two conditions with a different Instagram advertisement.

Figure 1 - Conceptual model of the present study

Culture

Senile type

“.] Puschase intention
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3.1 Sample

Originally, a total of 407 women completed an online survey.
Their identified through self-
identification (To what ethnic group do you belong?), which had

cultural background was
to match with the birth-country and the country-of-living
(Spain/the Netherlands), and home language use (Spanish or
Dutch). Mismatches (n=96) in this cultural identification were
omitted. The final sample consisted of 311 participants. There
were 174 Dutch and 137 Spanish participants. The mean age

was 22.67 years (age range: 18-33 years). According to

Hofstede (2019) Spain is a high uncertainty avoidance culture
(score 86 on a 0-100 scale). The Netherlands has a lower
avoiding uncertainty score, 53. This indicates that Spanish
consumers preferably avoid ambiguous or uncertain (buying)
situations, compared to Dutch consumers.

3.2 Advertisement

An Instagram advertisement for a Nike sports shoe was
presented with a picture of the celebrity Mila Kunis. There were
two variations (see Figure 2): a picture with a genuine smiling
Mila Kunis, and a picture with an ingenuine smiling Mila Kunis.

Figure 2 - Sports shoe offered in an advertisement with a genuine smile (left) and an ingenuine smile (right) of Mila Kunis
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3.3 Celebrity

Mila Kunis was chosen as the celebrity endorser. She is well
known and recognizable in the Netherlands and Spain. In order
to design the stimuli, two existing pictures of Mila Kunis were
used. Earrings were removed, as this was supposed incongruent
with the product’s purpose. The background remained neutral
to reduce any distraction or symbolic meaning across cultures.

The Facial Action Units specified by Ekman and Davidson (1990)
were used to create a genuine smile and an ingenuine smile.
Next to slight adjustments to muscles AU6 and AU12, the lower
row of teeth was made less salient in the genuine smile-
condition using the liquify-tool in Photoshop. This ensured a
more accurate comparison of both smiles. It was required that
the genuine smile showed bagging below the eyes, wrinkles in
the corner of the eyes and lip corners drawn up towards the
cheekbones (i.e., AU6 and AU12). In contrast, the ingenuine
smile showed a minor activation of AU12. The software toolbox
CERT for facial expression recognition developed by Littlewort
et al. (2011) was used to check the manipulation in the two
pictures. The CERT analysis confirmed that the smiles were
indeed genuine or ingenuine. This indicates that both smiles
differed in genuineness and that the ingenuine smile was less
likely to be perceived as genuine.

3.4 Questionnaire

The participants were asked to imagine the following scenario:
Imagine you are scrolling through your Instagram timeline and
see this advertisement. You are searching for a new pair of
sports shoes. Then they were shown the sports shoe
advertisement and were asked some questions.

e Purchase intention was measured with one statement (/
would like to buy this product). Answers were given on a 5-
point-scale (strongly (dis)agree).

e The celebrity credibility scale consisted of six items: three
adjective pairs for expertise (e.g., (not) an expert) and, three
adjective pairs for reliability (e.g., (un)reliable).

e The celebrity attractiveness scale also consisted of six
items: three adjective pairs for physical appearance (e.g.,

ugly/good-looking) and, three adjective pairs for personal
characteristics (e.g., closed/open).

e Celebrity genuineness was measured with one question,
answered on a 5-point-scale (/ think the celebrity’s facial
expression is (not at all/very) genuine).

e Uncertainty avoidance was measured with six items
adapted from Jung and Kellaris (2004) (e.g., | prefer
structured situations to unstructured situations). Answers
were given on a 5-point-scale (strongly (dis)agree).

e Brand attitude was check with one question (How do you
feel about the brand Nike? negative/positive).

e There were four manipulation check questions (/ noticed
that the celebrity: was Mila Kunis / was smiling / had
wrinkles around the cheeks / had wrinkles around the eyes).

For some scales, the internal consistency was checked with
Cronbach’s a. For celebrity credibility a = .82, for celebrity
attractiveness a = .88, and for uncertainty avoidance a = .83. These
scales have a good reliability with Cronbach’s a higher than .70.

4, Results
4.1 Manipulation check

For the explicit manipulation check question (/s the facial
expression genuine?), an independent t-test showed that on
average the genuine smile (M = 3.24, SD = 1.51) was rated as
more genuine than the ingenuine smile (M = 2,73, SD = 1.47). This
difference, 0.51, was significant, (t(309) = 3.004, p =.003, 95% Cl
[0.18, 0.84]), and represented an effect of d = 0.34.

For the implicit manipulation check questions, Table 1 shows
the results. In both conditions, most of the participants
recognised Mila Kunis. With a genuine smile, almost all
participants (99%) noticed that she was smiling. With an
ingenuine smile, only 48% of the participants noticed that she
was smiling. In addition, as manipulated, in the condition with
the genuine smile, more participants noticed the wrinkles
around cheeks and eyes, than with the ingenuine smile.

Table 1 - Celebrity associations per (in)genuine smile conditions

Genuine smile condition
(n=153)

I noticed that the celebrity ...
was Mila Kunis

was smiling
had wrinkles around the cheeks
had wrinkles around the eyes

The implicit and explicit checks of the genuineness of the
the the
conditions. In addition, for brand attitude there were no

smiles confirmed difference between two

significant differences between the cultural groups in the
two conditions.

137 (90%)
151 (99%)

93 (61%)
101 (66%)

30

Ingenuine smile condition
(n=158)

141 (89%)
75 (48%)
21 (13%)
28 (18%)

4.2 The effect of (in)genuine smiling on purchase intention

The relationship between the (in)genuine smile and purchase
intention for the Dutch and Spanish participants is plotted in
Figure 3.
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Figure 3 - Relationship between smile type and purchase
intention per cultural group
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The mean purchase intention of the Spanish group was higher
compared to the Dutch group. The ANOVA revealed a
significant interaction between culture and smile type, F(1, 307)
=3.971, p = .047. This indicates that the Dutch and Spanish
participants were affected differently by the (in)genuine smiles.
Simple effects analysis confirmed that the purchase intentions
with an ingenuine smile were significantly lower than the
purchase intentions with a genuine smile in the Spanish group,
F(1, 307) = 11,704, p = .001, but not in the Dutch group. F(1,
307) =0,737, p = .391. This partly supported Hypothesis 1.

4.3 The effect of attractiveness and credibility

To examine whether purchase intention can be explained by
characteristics of the celebrity, a regression analysis was
performed using PROCESS procedures developed by Hayes
(2018). In the parallel multiple mediator model smile type was
the predictor. The two mediators were attractive and
credibility. The outcomes of this regression are presented in

Table 2.

Table 2 - Regression coefficients, standard errors (SE) and model summary information (based on 5000 bootstrap samples) for
the influence of the (in)genuine smile parallel multiple mediator model depicted in Figure 4

M; (Attractiveness)
Independent Coeff. SE p
X (Smile) a1 -0.308 0.079 <.001 a
M; (Attr.) == = =
M: (Cred.)
Constant M 3.995 0.126 <.001 ‘M.

R%=0.047
F(1,309) = 15.100,
p<.001

In the regression analysis bias corrected and accelerated (BCa)
confidence intervals (Cl) were based on 5000 bootstrap
samples. The confidence intervals should be entirely above or
below zero. An ingenuine smile is less attractive (a; = -0.308,
95% BCa CI [-0.47,-0.16]), but not less credible (a,=-0.020, 95%
BCa ClI [-0.19, 0.15]), than a genuine smile. In addition,
attractiveness was found to negatively contribute to purchase
intention (b; = -0.372, 95% BCa CI [0.53, 0.22]). In contrast,

Dependent
M: (Credibility) Y (Purchase intention)
Coeff. SE p Coeff. SE p
-0.020 0.857 .818 c’ -0.330 0.106 .002
= o= == bz -0.372 0.078 <.001
= o= == bz 1.143 0.072 <.001
2.975 0.136 <.001 iy 1.247 0.360 <.001
R?=0.002 R? = 0.460
F(1,309) = 0.0534, F(3,307) = 4.045,
p=.817 p<.001

credibility was found to positively contribute to purchase
intention (b, = 1.143, 95% BCa Cl [1.02, 1.28]). The bootstrap
confidence interval for the indirect effect of attractiveness (a;b;
=0.115) was entirely above zero, 95% BCa Cl [0.05, 0.19]). There
was also evidence that the ingenuine smile directly negatively
influenced purchase intention independent of its effect on
attractiveness (¢’ = -0.330, 95% BCa CI [-0.53, -0.13]).

Figure 4 - A statistical diagram of the parallel multiple mediator model for the presumed influence of the (in)genuine smile
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4.4 The effect of culture

The assumption was made (Hypothesis 4) that cultural
difference (differentiated by uncertainty avoidance) influenced
the effect of smile type. On average, the Spanish participants
scored higher on uncertainty avoidance (M = 3.35, SD = 0.54)
than the Dutch participants (M = 3.23, SD = 0.60). This

difference, 0.12, 95% Cl [-0.26, 0.002], reached significance,
t(309) = -1.93, p = .055. Subsequently, two simple moderation
analyses were performed with Hayes’ (2018) procedures
(model 1). Culture was entered as independent variable, and
smile type as moderator. Credibility and attractiveness were
dependent variables. The outcomes of these analyses of the
regression are presented in Table 3.

Table 3 - Regression coefficients, standard errors (SE) and model summary information (based on 5000 bootstrap samples) for
the influence of the (in)genuine smile on credibility (Figure 5) and attractiveness (Figure 6)

Y1 (Credibility)

Independent Coeff. SE

X (Culture) di 2.950 0.036

W (Smile) dz -0.066 0.073

WxX ds -0.107 0.147

Constant 2.950 0.036
R?=0.281

F(3,307) = 39.898,

p <.001

The relationship between the (in)genuine smiles and the
celebrity credibility per cultural group is plotted in Figure 5.
Culture had a main effect on credibility (d; = 2.950, 95% BCa Cl
[3.44, 5.13]). The Spanish group perceived the celebrity as
more credible compared to the Dutch group. There was no
significant main effect for smile type (d>). Also, no interaction
effect between culture and smile type was found (ds).

Figure 5 - Relationship between smile type and celebrity
credibility per cultural group
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The relationship between the (in)genuine smiles and the
celebrity attractiveness per cultural group is plotted in Figure 6.
There was a significant main effect for culture (e;=-0.335, 95%
BCa CI [-0.49, -0.19]) and smile type on attractiveness (ez = -
0.289, 95% BCa Cl [-0.44, -0.14]). In addition, an interaction
effect between culture and smile type was found. (e;= 0.322,
95% BCa Cl [0.02, 0.62]). This implies that the Dutch group
perceived the celebrity as more attractive compared to the
Spanish group, in particular with the genuine smile.

Dependent
Y, (Attractiveness)

p Coeff. SE p
<.001 e -0.335 0.078 <.001
372 e -0.289 0.077 .002
468 es 0.322 0.155 .038
<.001 3.527 0.039 <.001
R?=0.113
F(3,307) = 12.992,
p<.001
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Figure 6 - Relationship between smile type and celebrity
attractiveness per cultural group
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5. Discussion and conclusion

Celebrity endorsers who express a smile in advertisements have
been found to influence the attitudes and the behavioral
intentions of consumers. In this study, we assumed that a
celebrity exposing a genuine smile in the advertisement would
have a more positive effect on purchase intention than
exposing an ingenuine smile. This was supported. The
difference in genuineness of the smile had a direct effect on
consumer behaviour (i.e., a more genuine smile implies a higher
purchase intention). In addition, consumer attitudes towards
the celebrity mediated the relationship between the smile type
the celebrity exposes in advertisement and purchase intention.
A differentiated picture emerged. An ingenuine smile was
perceived as less attractive and contributed negatively to
purchase intention. In contrast, a genuine smile was perceived
as more credible and was found to positively contribute to
purchase intention.
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The comparison of the two cultural groups gave some
interesting findings. The Spanish group had a higher purchase
intention compared to the Dutch group. In addition, the two
cultural groups were affected differently by the (in)genuine
smile. The purchase intention with an ingenuine smile was
lower than the purchase intention with a genuine smile in the
Spanish group, but not in the Dutch group. The celebrity Mila
Kunis was perceived as more credible and less attractive by the
Spanish group, compared to the Dutch group. The ingenuine
smile made her less attractive according to the Dutch group.

The rise of advertising on Instagram has made it increasingly
challenging to stand out with advertisements and to positively
influence consumer behaviour. The findings of this study
acknowledge that celebrities exposing genuine smiles evoke
more positive attitudes compared to ingenuine smiles, which in
turn positively influences consumer behaviour. This emphasizes
the emerging role of the use of smiling endorsers. In addition,
the findings shed light on the important distinction of smiles in
advertisements about how consumers perceive them. In
addition, different cultural groups might have different views
on smile genuineness. Subsequently, culturally determined
judgments of smiles might damage the valence of consumers’
attitudes and their intention to purchase a product when they
find out the endorser expresses an ingenuine smile. Thus,
marketers and advertising companies who aim to implement
advertisements on Instagram or other online advertising
environments should be aware of the different effects across
cultures that may occur as a result of endorsers exposing a
genuine or an ingenuine smile.

6. Limitations and future research

This study has limitations that give rise to some suggestions for
further research. The first limitation refers to the product that
was being used in the advertisement. Due to the explicit focus
on the celebrity (and facial expression), the advertisement
disregarded product aspects such as price, availability (e.g., in
stores) or beneficial features of the shoes. Yet, this could
influence someone’s purchase intention. Future research could
add such product aspects within the stimuli to make the buying
situation more realistic and to examine these aspects in relation
to the celebrity endorsers’ characteristics. Secondly, this study
provides evidence for the fact that the type of smile that is
being exposed leads to different ratings for attitudes, and that
these attitude ratings are mostly still below average. This raises
questions about whether other endorser aspects contributes to
forming these attitudes, and what their relationship is towards
each other. Therefore, future research could focus on the
process in which attitudes towards celebrities are formed and
which specific endorser characteristics participants take into
account to base their attitudes on. This will provide a deeper
insight into the underlying mechanisms of the actual
contribution of facial expressions in relation to attitudes within
online advertisement contexts. Thirdly, and further elaborating
on the previous limitation, the current study only focused on
one specific online advertising environment, but differing
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consumer effects can also occur in other environments. For
example, Broeder and Remers (2018) and Broeder and Crijns
(2019) found that in the sharing economy, individuals’ booking
intentions could be increased when making use of specific
profile pictures that enhance trustworthiness. Specifically,
Broeder and Remers (2018) revealed that eye contact brought
along more trust, and this led to a higher booking intention of
an Airbnb accommodation. This implies that other facial
characteristics (next to the smile) can also contribute to positive
perceptions, and subsequently to how individuals behave as a
result of an advertisement. Therefore, future research should
attempt to examine the role of these previously investigated
facial characteristics on consumer behavior within different
environments to expand and validate the findings across
several platforms in which buying situations occur. Finally, even
though that it was specifically chosen in this study to focus on a
sample of female consumers, future research could also
attempt to seek gender differences among the sample
population (see the meta-analysis by Knoll & Matthes 2017).
After all, Golle, Mast, and Lobmaier (2014) found larger benefits
for smiling male faces, contradicting previous research (e.g.,
Krumhuber, Manstead, and Kappas, 2007) that mostly found
larger benefits for female faces.
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