
DOI: 10.4018/JGIM.315307

Journal of Global Information Management
Volume 30 • Issue 1 

This article published as an Open Access article distributed under the terms of the Creative Commons Attribution License
(http://creativecommons.org/licenses/by/4.0/) which permits unrestricted use, distribution, and production in any medium,

provided the author of the original work and original publication source are properly credited.

*Corresponding Author

1

The Effect of Facial Resemblance 
on Cooperative Behavior in 
the Sharing Economy
Yajing Wang, Fudan University, China

 https://orcid.org/0000-0003-4553-8835

Yunjie Calvin Xu, Fudan University, China*

 https://orcid.org/0000-0001-8590-0806

Xiang Ni, Fudan University, China

ABSTRACT

In online sharing economy platforms, users often need to cooperate with strangers with minimal 
information. When personal photos are available on these platforms, how do users form social 
perceptions and consequently cooperative intention? According to the stimulus-organism-response 
(S-O-R) model and the kin selection theory, the authors propose that facial resemblance between 
two partners affects their perceptions of the cognitive trustworthiness, affective trustworthiness, 
attractiveness, and sociability of the partner, and that these social perceptions affect their cooperative 
intention. In the experiment, subjects evaluate the face of five potential partners of various levels of 
facial resemblance. The results support that the effect of facial resemblance on cooperative intention 
is mediated by social perceptions. Moreover, the transactional values and social values of the task 
partially moderate the effect of facial resemblance on social perceptions for female subjects. Sharing 
economy platforms may leverage the facial resemblance to facilitate cooperation among strangers.
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Introduction

The term sharing economy refers to the peer-to-peer sharing of access to underutilized goods and 
services (Huang & Lee, 2022; Zhao et al., 2020). The global e-commerce market has experienced 
the rapid growth of the sharing economy. For instance, according to Statista, the global revenue of 
ride-sharing services reached $156,176 million in 2019, and it is expected to grow 10.2% annually 
to reach $230,085 million by 2023 (Dadwal et al., 2020).

Matching transaction partners is a key function of the sharing economy platforms (Einav et al., 
2016). A sharing economy platform needs to match a user to a partner with whom they are comfortable 
interacting, even when they are strangers to each other. For transactions with personal interactions, 
such as sharing a ride (Wang et al., 2018), a good match requires not only the objective requirements 
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of the trip but also the type of person that the co-rider is. In the sharing economy context, a good 
matching function should facilitate cooperative behaviors. Cooperative behavior refers to the intention 
and behavior to achieve the common goal of both parties, such as participation in an online transaction 
with a potential partner (Axelrod & Hamilton, 1981).

In the sharing economy, social motivation is a crucial antecedent of cooperation with strangers 
(Bucher et al., 2016; Shiau & Chau, 2015). In traditional e-commerce, the motivation of users is 
often to meet transactional needs (i.e., obtaining high product and service value). However, in the 
context of the sharing economy, users also pursue social value, establishing social relationships with 
like-minded people for mutual appreciation, a sense of belonging, and companionship (Botsman & 
Rogers, 2010; Tussyadiah, 2016; Zhang et al., 2019). Thus, users on the sharing economy platforms 
may intentionally seek the social cues of others to form their social perceptions of their potential 
partners. Social perception refers to the perceived sociopsychological traits of others. The social 
perceptions of others ultimately affect one’s cooperative intention in the sharing economy.

Personal photos have been found to facilitate cooperative behaviors between strangers (Brand 
et al., 2012; Ert et al., 2016; Kim et al., 2020) and the formation of social connections (Hong et al., 
2020; Oeldorf-Hirsch & Sundar, 2016). Personal photos might serve as important resources for users 
to form social perceptions of a stranger. When a user derives favorable social perceptions from a 
potential partner based on their personal photos, they might have a stronger cooperative intention. The 
mere presence of a personal photo can either enhance other users’ trust (Bente et al., 2012; Ert et al., 
2016) or reduce it (Dai et al., 2018), suggesting that the characteristics of the personal photo matter.

One important characteristic of the personal photo is the facial resemblance between the two 
partners. Facial resemblance is defined as the similarity of one’s face to the other’s based on the 
look of facial features (Maloney & Dal Martello, 2006). Prior studies have found that an individual 
considers a user profile with photos that resemble their appearance as more trustworthy and attractive 
(DeBruine, 2002, 2004). However, users of the sharing economy platforms may form social perceptions 
other than trustworthiness and attractiveness. Furthermore, just as the development of trust can be 
culture-dependent (Zhao et al., 2020), the formation of social perceptions based on facial resemblance 
can be sensitive to culture and ethnicity. Provided that most prior studies were conducted in Western 
cultures (DeBruine, 2002; Krupp et al., 2008), the effects of facial resemblance need to be tested in 
other cultural settings.

In the context of the sharing economy, this study investigates how online facial resemblance 
may shape users’ social perceptions and lead to their cooperative intention. Specifically, this study 
explores the following questions.

1. 	 How does the facial resemblance between a user and the personal photo of an online stranger 
affect the user’s cooperative intention with the stranger through social perceptions?

2. 	 How does the user value of the task in the sharing economy moderate the effect of the facial 
resemblance on the user’s social perceptions? An understanding of the underlying mechanism 
helps to explain why the facial resemblance of two parties could be leveraged to facilitate 
cooperation.

This study draws on the stimulus–organism–response (S–O–R) model and the kin selection theory 
from the field of evolutionary psychology (Sohaib et al., 2019). This study systematically investigates 
the relationship between facial resemblance, social perceptions, and cooperative intention in China. 
The authors find that the facial resemblance of the personal photo positively affects cooperative 
intention through the mediation of four social perceptions, namely affective trustworthiness, cognitive 
trustworthiness, attraction, and sociability. Furthermore, the authors postulate that social perceptions 
based on facial resemblance are context dependent. The authors identify two user values of a sharing 
economy context, namely transactional value and social value. Transactional value refers to the degree 
to which users seek economic utility from a cooperation task, and social value refers to the degree to 
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which users seek relational utility from a cooperation task. The authors find that user values partially 
moderate the effect of facial resemblance on social perceptions of female subjects.

The contributions of this study are multifold. First, for practitioners, the findings of this study 
suggest personal photos might be used in the recommendation systems in the sharing economy 
platforms to facilitate cooperation by matching partners according to facial resemblance (Tchuente, 
2022). Second, the authors propose and empirically verify the mediating process from facial 
resemblance to cooperative intention. Third, the authors propose four social perceptions that users may 
infer from facial resemblance, i.e., cognitive trustworthiness, emotional trustworthiness, attractiveness, 
and sociability. They collectively provide a more comprehensive explanation of the psychological 
impact of personal photos. Finally, this study is among the first to identify transactional value and 
social value as task factors to moderate the effect of facial resemblance on social perceptions. This 
contingent view extends prior studies on the main effect of facial resemblance.

The remainder of this paper is organized as follows. First, the authors review the related literature 
on facial resemblance, social perceptions, the S–O–R model, and the kin selection theory. Second, 
the authors present a theoretical model and the research hypotheses. Third, the authors present the 
research method and the empirical results. Finally, the authors discuss the study results and the 
significance of this study to theory and practice.

Literature Review

Facial Resemblance and Social Perceptions
From the social psychology perspective, users have the innate ability to evaluate the personality of 
others from a personal photo. Cognitive neuroscience research shows that in the human brain, the 
amygdala automatically, instinctively, and subconsciously categorizes faces as trustworthy or not 
according to facial cues (Engell et al., 2007). A face provides not only personal information such as 
identity, expression, gender, and race (Webster et al., 2004) but also latent personality traits such as 
trustworthiness (Reed et al., 2012; Rule et al., 2013), dominance (Batres et al., 2015), aggression 
(Carré & McCormick, 2008) and competence (Sussman et al., 2013). Such perception occurs within 
100 ms of first seeing a stranger’s facial photo (Todorov et al., 2009).

People form many social perceptions based on facial photos. A principal component analysis has 
revealed two dimensions of social perceptions: valence and dominance (Oosterhof & Todorov, 2008). 
Dominance refers to the evaluation of others’ physical strength, ability, intelligence, skill, creativity, 
and efficacy. It conceptually corresponds to cognitive trust (Johnson & Grayson, 2005), which refers to 
the perceived capabilities and reliability of another person. Valence refers to the evaluation of another 
person’s intention to harm, friendliness, sincerity, and morality. This dimension roughly corresponds 
to affective trust (Chen et al., 2014), which refers to an individual’s perception of the kindness of 
another person. Attractiveness, as a dimension of social perceptions, has also been identified as a 
sub-dimension of valance (Brand et al., 2012; Oosterhof & Todorov, 2008; Sutherland et al., 2013). 
Similarly, sociability has been identified as a sub-dimension of valance (Oosterhof & Todorov, 2008).

Prior studies have also tested the effect of facial resemblance on various social perceptions. Table 
1 summarizes the most relevant literature. For instance, in the context of political candidate evaluation, 
people like and give better trait ratings to the candidate who is of higher facial resemblance to them 
(Bailenson et al., 2008). Weigold et al. (2013) found that facial resemblance affects people’s evaluation 
of others’ five major personality factors and intelligence. Facial resemblance also positively affects 
the perception of trustworthiness and attractiveness (DeBruine, 2002, 2004). While the “reading of 
face” is supposedly a universal human ability, most prior studies were conducted in Western culture. 
It is interesting to reconfirm its presence in eastern culture.
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Social Perceptions and Cooperative Behavior
Cooperative behaviors are deliberate decisions, because the other party may betray the cooperation 
and seek self-interest (Fehr & Fischbacher, 2003). Evolutionary psychology suggests that the cognitive 
processes in the human mind weigh the cost and benefit of a relationship (Cosmides, 1989). To avoid 
mistakes, people attempt to detect the cooperativeness in others’ body language, facial features, facial 
expressions (Bonnefon et al., 2017), and facial cues (Tognetti et al., 2013).

Prior research has found that social perceptions have a direct influence on cooperative intention 
(Dijksterhuis & Bargh, 2001). Social perceptions are derived from the appearance, expressions, and 
gestures of a person (Allison et al., 2000), as well as personal photos (Allison et al., 2000; Sutherland 
et al., 2013). Individuals make decisions according to their perceptions of others (Hamidi & Moradi, 
2017; Rule et al., 2013). In the sharing economy, the trustworthiness, credibility, and sociability of 
a host enhance the rental decisions of consumers (Zhao et al., 2020; Zloteanu et al., 2018). On the 
Airbnb platform, the trustworthiness of a host brings not only a higher probability of booking but also 
a higher rental price (Ert et al., 2016). The physical attractiveness of a salesperson is also associated 
with a higher purchase intention (DeShields et al., 1996).

Social Perceptions as Mediators
Based on the literature on facial resemblance and cooperative behavior, this study identifies four 
social perceptions which mediate the effect of facial resemblance on online cooperative behavior. 
Two of these perceptions are cognitive and affective trustworthiness. In business contexts, the two 
dimensions of trust are distinguished by their formation mechanisms (McAllister, 1995; Zhang & 
Curley, 2018). Perceived cognitive trustworthiness refers to the perceived capabilities and reliability 
of a potential partner (Johnson & Grayson, 2005) and serves as an indicator of whether this potential 

Table 1. Summary of the Most Relevant Literature on Facial Resemblance

          Reference           Social 
perceptions

          Task 
context

          Moderator           Behavioral 
intention

Bailenson et al. (2008) • Trait ratings 
• Affective response 
• Feeling 
thermometer

Political 
candidate 
evaluation

Candidate 
familiarity

Intention to support

DeBruine (2004) Attractiveness No task • Same-sex 
• Other-sex

—

Krupp et al. (2008) — Public good 
game

— Public contribution

Weigold et al. (2013) • Extraversion 
• Emotional stability 
• Agreeableness 
• Openness to 
experience 
• Conscientiousness 
• Intelligence

No task — —

DeBruine (2002) Trustworthiness Trust game — • Intention to trust 
• Intention to betray

This study • Cognitive 
trustworthiness 
• Affective 
trustworthiness 
• Attractiveness 
• Sociability

Sharing 
economy

• Transaction value 
• Social value

Cooperative 
intention
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partner can complete a cooperative task and act responsibly. Affective trustworthiness refers to the 
perceived kindness of a potential partner (Chen et al., 2014; McAllister, 1995) and serves as an 
indicator of whether the potential partner cares about the user’s welfare and emotions. Studies on 
facial resemblance have investigated the subdimensions of trust, such as kindness and capabilities 
(DeBruine, 2002), or have considered trust as a unidimensional concept (Ert et al., 2016). The present 
study differentiates between the two dimensions of trust. The third social perception is attractiveness 
which refers to the physical beauty of a partner. The perception of attractiveness is a fundamental 
and intuitive element of the first impression. Prior component analysis has recognized the youthful 
attractiveness dimension as an additional dimension to valence and dominance (Sutherland et al., 
2013). The fourth social perception is sociability which refers to the degree to which an individual is 
willing to interact with others. People are more willing to cooperate with strangers of high sociability 
(Bucher et al., 2016; Zhang, 2019).

The authors consider the aforementioned four factors for the following reasons. First, these social 
perceptions have been repeatedly found to be relevant in the context of a cooperative task, especially for 
online transactions (Aldiri et al., 2008; Brand et al., 2012; Bucher et al., 2016; Zhang, 2019). Second, 
they encompass and extend the dimensions of social perceptions that have been identified in research 
on facial resemblance (see Table 1). Third, they encompass the dimensions of the first-impression 
formation based on human faces, namely trustworthiness, intelligence, and youthful attractiveness 
(Sutherland et al., 2013). Finally, personality traits such as extraversion, openness to experience, 
emotional stability, and agreeableness in the five-factor model of personality (Weigold et al., 2013) 
are implied by sociability, intelligence is implied by cognitive trustworthiness, and conscientiousness 
is implied by affective trustworthiness. Therefore, the four social perceptions offer good coverage of 
the dimensions of human personality.

The Stimulus–Organism–Response Model and The Kin Selection Theory
The S–O–R model provides an overarching framework to encompass the relationship between facial 
resemblance, social perceptions, and cooperative intention. The S–O–R model depicts the whole 
process from the stimuli to individual behavior (Mehrabian & Russell, 1974). The model posits that 
a stimulus (S) from the environment can affect an individual’s emotional and cognitive states (O) 
that in turn affect their approach or avoidance responses (R). The S–O–R model is widely adopted 
in e-commerce research. For instance, the textual and pictorial content of online reviews are also 
regarded as stimuli to enhance consumers’ perception of credibility, helpfulness, and argument quality 
and lead to positive emotion, empathy, trust, and ultimately intention to visit (Bigne et al., 2020).

The S–O–R model fits the relationship between facial resemblance, social perceptions, and 
cooperative intention well. A personal photo is a stimulus from the environment. Social perceptions 
inferred from the photo correspond to the cognitive states. Finally, cooperative intention is a typical 
approach response. The S–O–R model suggests that social perceptions could mediate the effect of 
facial resemblance on cooperative intention.

While prior literature and the S–O–R model suggest that people could form social perceptions 
according to faces, the kin selection theory offers an underlying mechanism to explain why people 
favor certain individuals. Hamilton proposed the concept of inclusive fitness and the kin selection 
theory (Hamilton, 1964a, 1964b). In addition to an individual’s fitness, inclusive fitness encompasses 
the fitness of other individuals who share the same genes as this individual. The kin selection theory 
postulates that nature tends to select genes that maximize inclusive fitness. Accordingly, altruism for 
relatives exists because it increases collective survival through the perseverance of altruistic genes. 
Let the genetic relatedness of two individuals be r, the reproductive benefit of altruism be B, and the 
reproductive cost be C, when r × B > C, the altruistic behavior would increase.

Facial resemblance serves as a key indicator of kinship between strangers. An individual first 
makes a relatedness judgment of a potential partner, and this judgment affects the individual’s 
subsequent social perceptions of the partner (DeBruine, 2002). The facial resemblance serves as a cue 
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of kinship relatedness; hence, it can enhance social perceptions. Experiments have demonstrated that 
people’s perceptions of children’s facial resemblance and their genetic closeness are highly correlated, 
suggesting that people use facial resemblance as a cue to genetic kinship (Maloney & Dal Martello, 
2006). Experiments conducted on adult faces have reproduced the same results (DeBruine et al., 2009).

However, kinship induction based on facial resemblance could have positive or negative 
implications in human relationships. In a mate-seeking context, the facial resemblance of an opposite-
sex partner reduces their perceived attractiveness, possibly due to the avoidance of inbreeding 
(DeBruine, 2005). However, in other contexts where cooperation is desired, facial resemblance 
increases individuals’ perceptions of the attractiveness of same-sex partners (DeBruine, 2004). It is 
also possible that people have a negative perception of themselves and project their self-evaluation 
onto others with a similar look (Kraus & Chen, 2010). However, the percentage of such people is 
low in the general population as most people strive to maintain positive self-esteem (Baumeister et 
al., 2005).

In short, the S–O–R model offers a framework to explain the mediation effect of social perception 
between facial resemblance and cooperative intention, and the kin selection theory posits that (a) 
genetic relatedness and expected benefit interact to affect altruistic behavior (e.g., cooperative behavior) 
for inclusive fitness, and (b) facial resemblance is a cue to genetic relatedness. These tenets collectively 
offer the theoretical underpinning to the formation of social perceptions based on facial resemblance.

Summary of Literature
The extant literature indicates that facial resemblance affects social perceptions that would affect 
behavioral intention. The S–O–R model offers a suitable overarching framework, and the kin selection 
theory explains why facial resemblance could affect social perceptions. However, prior research has 
not explicitly tested the mediation process by identifying the relevant social perceptions. Neither has 
prior research focused on the online contexts where most personal photos are displayed. While a few 
studies (Bailenson et al., 2008; DeBruine, 2004) have explored some potential moderators for facial 
resemblance, they have not considered contextual task factors. To fill these research gaps, this study 
proposes a more comprehensive model to study the effect of facial resemblance in the sharing economy.

Research Model and Hypotheses

Figure 1 displays the research model in the context of the sharing economy. According to the S–O–R 
model and the kin selection theory, the authors postulate that users’ cooperative behavior is influenced 
by the facial resemblance of an online personal photo through the mediation of social perceptions. 
The authors also postulate that transactional value and social value moderate the formation of social 
perceptions.
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Direct and Mediated Effects of Facial Resemblance
Facial resemblance affects the perceptions of a partner’s traits. According to kin selection theory, 
people identify kinship according to an individual’s face and make corresponding evaluations 
(Burnstein et al., 1994). Therefore, when people observe a high degree of facial similarity, they 
subconsciously perceive the partner as more genetically related. The innate need for collective fitness 
drives them to perceive the partner as more trustworthy (DeBruine, 2002), including both cognitive 
trustworthiness and affective trustworthiness (McAllister, 1995).

Except for mate-seeking contexts, research based on the kin selection theory also suggests that 
people regard similar faces as more attractive in prosocial contexts (Bailenson et al., 2008; DeBruine, 
2004). A prosocial context is a context that demands one to assist, comfort, or cooperate with others 
(Sproull, 2011). The context of sharing economy is a prosocial context that calls for cooperation. 
Bailenson et al. (2008) suggested that in addition to kin selection, similar faces also have a mere 
exposure effect. That is, a familiar face is considered more attractive because one has been exposed 
to it before (i.e., one’s face as a proxy of the new face).

Finally, because of the perceived kinship, people perceive similar others as being more like-
minded and sociable. People infer sociability from personal photos (Oosterhof & Todorov, 2008). 
A similar face elicits the so-called transference effect, that is, one projects his personality onto the 
other (Kraus & Chen, 2010). People prefer to interact with similar individuals (Massen & Koski, 
2014; McPherson et al., 2001). Therefore, they regard a similar face as more sociable. In summary, 
the authors propose the following hypothesis:

H1: Facial resemblance between a partner and an individual, as perceived by the individual according 
to a photo of the partner, positively affects the perceived (a) cognitive trustworthiness, (b) affective 
trustworthiness, (c) attractiveness, and (d) sociability of the partner.

Based on the S–O–R model, social perceptions, in turn, affect users’ approach or avoidance 
responses. First, the perception of trustworthiness affects cooperative intention (Rahman et al., 
2020). Trust is the cornerstone of business activities (Chau et al., 2007; Mou et al., 2017; Teubner et 
al., 2017). In the context of the sharing economy, trust has a notable effect on transactions because 
a partner is often a stranger (Lee & Pee, 2015). Cognitive trustworthiness reduces one’s concern 

Figure 1. The Research Model
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about the partner’s ability to complete a task. Affective trustworthiness reduces interpersonal risk 
and suggests the prosocial behavior of the partner. Therefore, both cognitive trustworthiness and 
affective trustworthiness enhance cooperative intention.

Second, the assessment of a partner’s attractiveness also affects cooperative intention. An attractive 
person is believed to have more favorable personal traits and be more successful in life (Eagly et 
al., 1991). In the sharing economy, users are inclined to cooperate with attractive people. When 
information regarding partners is limited, a user’s willingness to pay is higher for a more attractive 
partner (Brand et al., 2012; Wilson & Eckel, 2006).

Finally, people prefer to interact with highly sociable people. In the sharing economy, partners 
must exchange information and sometimes negotiate before making a deal. A partner’s sociability 
reduces communication barriers and helps individuals to meet their social needs. When befriending 
people is one’s goal for interaction, the sociability of a partner is an added value to them. Prior studies 
found that one’s selection of partners is affected by the perception of the partners’ sociability (Bucher 
et al., 2016; Zhang, 2019; Zloteanu et al., 2018). Accordingly, the authors propose the following 
hypothesis:

H2: An individual’s perceptions of a partner’s (a) cognitive trustworthiness, (b) affective 
trustworthiness, (c) attractiveness, and (d) sociability positively affect the individual’s cooperative 
intention with the partner.

The S–O–R model suggests that the influence of facial resemblance on cooperative intention 
is mediated by social perceptions. According to the S–O–R model, facial resemblance serves as a 
stimulus to the formation of social perceptions, and the cooperative decision is based on the cost and 
benefit deliberation of social perceptions. Even if one’s cooperative intention is altruistic rather than 
calculative, facial resemblance can still affect cooperative intention through social perceptions by 
reducing the perceived risk (Bailenson et al., 2008; Krupp et al., 2008). Besides the S–O–R model 
that suggests a causal chain, the theory of planned behavior has also been applied to describe a causal 
chain from perceptual beliefs to attitudes and intentions (Bucher et al., 2016; Zhang, 2019). Therefore, 
the authors propose the following hypothesis:

H3: The effect of facial resemblance on cooperative intention is mediated by perceived (a) cognitive 
trustworthiness, (b) affective trustworthiness, (c) attractiveness, and (d) sociability.

Contextual Task Factors
The effect of facial resemblance on social perceptions depends on the task context. Few relevant 
studies have considered the effect of moderators on facial resemblance. Favorable social perceptions 
based on facial resemblance occur within the same gender but not across genders (DeBruine, 2004). 
Without other information, facial resemblance is more likely to affect social perceptions when a voter 
is unfamiliar with a political candidate (Bailenson et al., 2008). The authors believe that the same-
gender condition and the unfamiliar-parties condition only set a boundary for facial resemblance to 
affect social perceptions. However, neither of these conditions is an attribute of the cooperative task.

In sharing economy, user values are important factors that influence users’ purchase intention, 
such as economic value, social value, emotional value, and technical value are essential value 
propositions (Prashar et al., 2019; Zhang et al., 2019). Dann et al. (2020) have found that social and 
economic values are equally important to purchase intention in sharing economy. Similar to prior 
studies (Zhang et al., 2019), this study identifies a transactional value and social value as moderators. 
Transactional value and social value refer to the significance of economic utility and relational utility, 
respectively, and are identified as task attributes. For example, in an online second-hand product 
market, transactional value is typically more prominent than social value; in a meal-sharing context, 
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social value is more prominent than transactional value; and in a room-sharing context, both factors 
are likely to be prominent.

Transactional value and social value moderate the relationship between facial resemblance and 
the expected return. Hamilton’s rule states that the expected return is equal to the product of the 
similarity (r) and reproductive benefit (B; Hamilton, 1964a, 1964b). Because facial resemblance 
implies similarity (DeBruine et al., 2009), the two types of user values represent the expected 
benefit. Therefore, both transactional value and social value moderate the relationship between facial 
resemblance and expected return.

The two types of user values also sensitize users to facial cues. Users seeking high transactional 
or social value look for facial cues that could suggest favorable personalities for the desired outcome. 
Thus, a photo with similar facial features is more likely to induce favorable social perceptions. 
Conversely, users seeking little transactional or social value do not bother to scrutinize a partner’s 
face. Therefore, the authors propose the following hypotheses:

H4: Social value positively moderates the effect of facial resemblance on individuals’ perceptions 
of a partner’s (a) cognitive trustworthiness, (b) affective trustworthiness, (c) attractiveness, and 
(d) sociability.

H5: Transactional value positively moderates the effect of facial resemblance on individuals’ 
perceptions of a partner’s (a) cognitive trustworthiness, (b) affective trustworthiness, (c) 
attractiveness, and (d) sociability.

In the context of sharing economy, the risk of a cooperative task is often a major factor influencing 
behavioral intention (Chang & Wang, 2018; Dai et al., 2018; Kim et al., 2008). The authors define 
risk as the amount of loss that users may incur during a task and regard it as a control variable for 
cooperative intention (Mou et al., 2020; Rouibah et al., 2022).

Research Methodology

For data collection, the authors used a vignette-based survey (Alexander & Becker, 1978) that involved 
presenting participants with a manipulated experimental scenario. This experiment-like design was 
used to control extraneous variables and to better establish the causality of the model. The ethics 
committee of the author’s affiliation granted ethical approval for this study. All participants provided 
informed consent for experimentation. The privacy rights of participants were protected.

Following the literature, the authors controlled gender in the experiment (DeBruine, 2004). 
Participants were shown photos of people of their gender. The data sets for men and women were 
analyzed separately. The authors designed four task scenarios to cover different combinations of high 
and low transactional value and social value. Because the authors do not hypothesize the interaction 
effects between transactional and social values, the purpose of the four scenarios was to only cover 
possible combinations of task contexts for generalizability. The participants, who were college students, 
were asked to use a hypothetical app to exchange idle books. The authors chose idle book exchange 
as the experimental task to avoid subjects’ pre-set value perceptions of typical sharing economy 
services such as room-sharing. To manipulate the transactional value, the participants were asked to 
exchange idle books for more valuable books or to get rid of them. To manipulate the social value, 
they were asked to exchange books to befriend people with similar reading interests or to exchange 
books without such an intention (see Table 2).
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The participants were randomly assigned to one scenario. Each participant was shown five photos 
representing five potential bartering partners. Adopting the common practice in the literature, the 
authors used the self-morphing technique to digitally manipulate the facial resemblance of the five 
partners’ photos, so that they had various degrees of resemblance to the subject’s face (DeBruine, 
2002). The personal photos of the participants were collected. Each participant evaluated four photos 
of low facial resemblance and one photo of high facial resemblance because the probability of 
encountering a stranger with a similar face is generally lower. Following previous studies (Bailenson 
et al., 2008), the weight of a participant’s photo was set to 40% in blending to achieve a high level 
of facial resemblance and 10% for a low level of facial resemblance. The low-resemblance blending 
controlled the effects of the morphing technology on the image, such as the smoothing effect.

The authors conducted a pilot experiment to test the instrument and to select an appropriate photo 
as a benchmark photo to produce high-resemblance blending. The authors randomly selected five 
male photos and five female photos from a photo bank as partner photos. The authors recruited 142 
female and 47 male college students for the pilot experiment. They reported their social perceptions 
of five photos of people of the same gender. According to the perception scores, the authors selected 
a photo with a medium level of social perceptions as the benchmark photo. The other four photos 
were used to create low-resemblance faces. Figure 2 illustrates the effect of morphing a participant’s 
photo. The use of the same partner photos for all the participants was to prevent the bias introduced 
by the particular social cues of the partner’s photo.

Table 2. Manipulations of Transactional Value and Social Value in Task Scenarios

          Transactional value

High Low

High 
social 
value

I intend to find people with the same reading 
interest and make some friends so that I 
feel happier and less lonely. I also intend to 
acquire items that are valuable to me.

I intend to find people with the same reading interests and 
make friends so that I feel happier and less lonely. I also 
want to declutter and discard items that I do not need. I do 
not care about what I obtain. I can give away what I acquire 
as a gift.

Low 
social 
value

I have no intention to build a relationship 
with the people I make exchanges with. 
However, I intend to obtain items that are 
valuable to me.

I have no intention to form a relationship with the people I 
make exchanges with. I also want to declutter and discard 
items that I do not need. I do not care about what I obtain. I 
can give away what I acquire as a gift.

Figure 2. Effect of Morphing a Participant’s Photo
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In the main experiment, the authors recruited another 102 female and 96 male college students. 
These students were randomly assigned to four task scenarios. The participants were first asked to 
read a bartering scenario (see Table 2) and then evaluate the transactional value, social value, and risk 
of the task. They were then shown five morphed photos in random order and were asked to evaluate 
their cooperative intention and their social perceptions of the partner. Finally, the five morphed photos 
were displayed again together, and the participants were asked to select the photo that they perceived 
as most similar to themselves. This step was to verify the facial resemblance manipulation.

The items of the constructs were based on validated measurements, except for the three new 
items for sociability (refer to the Appendix). All measurements used a seven-point Likert scale or 
semantic differential scale. The items for social value measured the importance of a partner being 
easy to get along with, having a good relationship with the partner, and developing a friendship with 
the partner (Kim et al., 2015). The items for transactional value measured the importance of high 
returns, cost-saving, and economic value (Tussyadiah, 2016). The items for cooperative intention 
measured the willingness to cooperate with a person and to select the person for the task and the 
perception of the person as a suitable partner (Ert et al., 2016). The items for cognitive worthiness 
measured the ability and intelligence of the person in the photo (Johnson & Grayson, 2005). The items 
for affective trustworthiness measured the honesty, creditworthiness, carefulness, and kindness of the 
partner (Chen et al., 2014). The items for attractiveness measured the beauty of the partner (Wilson & 
Eckel, 2006). The authors self-developed the items for sociability, which measured the temperament 
of the partner, ease of communicating with the partner, and ease of getting along with the partner.

Data Analysis and Results

Because each participant evaluated five morphed photos, the data had a within-subject structure. 
The authors conducted a multilevel confirmatory factor analysis (MCFA) on the data from the pilot 
experiments to test the measurement model. Moreover, the authors performed multilevel structural 
equation modeling (MSEM; Geldhof et al., 2014) on the data from the main experiment to test the 
proposed hypotheses. A total of 900 [ 5 × (135 + 45)] observations from 135 female and 45 male 
participants were obtained in the pilot experiment. MCFA indicated that the fitness of the measurement 
model was satisfactory (normalized chi-squared < 3, RMESA = 0.086, CFI = 0.923, and TLI = 
0.894; Hu & Bentler, 1999). The model also exhibited satisfactory convergent and discriminant 
validity. The square root of all the average variances extracted (AVEs) was greater than 0.5. The factor 
loadings of all items were greater than 0.70. The composite factor reliability (CFR) of all factors 
was greater than 0.7. The correlations among the factors were also lower than the square root of the 
AVE. Separate tests of the measurement model by subject gender indicated satisfactory convergent 
and discriminant validity as well.

A total of 885 [ 5 × (89 + 88)] observations from 89 female and 88 male participants were 
obtained in the main experiment. The authors retested the measurement model with the data. The 
MCFA results indicated that the measurement model fit well (normalized chi-squared < 3, RMESA = 
0.045, CFI = 0.963, and TLI = 0.953). Moreover, the convergent validity and the discriminant validity 
of the measurement model were satisfactory based on the aforementioned criteria (refer to Table 3 for 
correlations). A t-test indicated that social value (t(89) = 30.350, p < 0.001) and transactional value 
(t(89) = 8.502, p < 0.001) were successfully manipulated. Of the 89 female participants, 58 selected the 
photo with 40% morphing as the most similar to themselves. A chi-squared test indicated significance 
(χ2

(4) = 221.212, p = 0.000). Of the 88 male participants, 67 selected the photo with 40% morphing 
(χ2

(4) = 282.437, p = 0.000).
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With a satisfactory measurement model, the authors performed MSEM by using the structural 
equation modeling package Mplus to test hypotheses for the female and male samples. For the female 
participants, facial resemblance had a significant positive effect on cognitive trustworthiness (b = 
0.225, p = 0.004), affective trustworthiness (b = 0.205, p = 0.020), attractiveness (b = 0.379, p = 
0.000), and sociability (b = 0.218, p = 0.042). Moreover, cognitive trustworthiness (b = 0.103, p = 
0.035), affective trustworthiness (b = 0.420, p < 0.001), attractiveness (b = 0.174, p = 0.001), and 
sociability (b = 0.249, p = 0.000) had significant positive effects on cooperative intention. Thus, 
H1a, H1b, H1c, H1d, H2a, H2b, H2c, and H2d were supported. Risk had an insignificant effect on 
cooperative intention, possibly because there was no obvious risk in the experimental scenarios.

The authors examined the mediating effects of social perceptions on the relationship between 
facial resemblance and cooperative intention. For the female participants, the authors tested the overall 
mediation effect of social perceptions with a Wald test. The results indicated that the overall mediation 
effect was significant (z (α = 0.05) = 9.49, χ2

(4) = 16.827, p = 0.002). Individual tests indicated that the 
mediation effects of cognitive trustworthiness (b = 0.023, p = 0.069), affective trustworthiness (b = 
0.086, p = 0.027), attractiveness (b = 0.066, p = 0.011), and sociability (b = 0.054, p = 0.039) were 
significant. Therefore, hypotheses H3a, H3b, H3c, and H3d were supported. After social perceptions 
were controlled for, the direct effect of facial resemblance on cooperative intention (b = 0.096, p = 
0.136) was insignificant. Therefore, for the female participants, the effect of facial resemblance on 
cooperative intention was fully mediated by social perceptions.

After averaging the factor scores of the items, the authors examined the moderating effect of 
contextual factors (see Table 4). The effect of facial resemblance on cognitive trustworthiness was 
significantly moderated by transactional value (b = 0.184, p = 0.016) and weakly moderated by 
social value (b = 0.118, p = 0.097). Moreover, the effect of facial resemblance on attractiveness was 
significantly moderated by transactional value (b = 0.184, p = 0.016). Thus, hypotheses H4a, H5a, 
and H5c were supported by the collected data. However, hypotheses H4b, H4c, H4d, H5b, and H5d 
were not supported. Therefore, user values affected some but not all social perceptions.

Table 3. Factor Correlation and the Square Root of the AVE in the Main Study

          Mean           SD           SV           TV           R           CI           CT           AT           ATT           SOC

SV 3.857 2.351 0.978

TV 3.663 2.267 -0.199 0.971

R 3.569 1.582 0.342 0.303 0.876

CI 4.606 1.364 –0.060 –0.085 –0.157 0.923

CT 4.553 1.188 0.096 –0.044 –0.102 0.493 0.842

AT 4.682 1.178 0.052 –0.107 –0.114 0.770 0.443 0.862

ATT 3.722 1.284 0.091 –0.064 0.008 0.624 0.676 0.562 0.896

SOC 4.478 1.289 –0.006 –0.097 –0.068 0.726 0.327 0.758 0.555 0.902

Note. SV = social value, TV = transactional value, R = risk, CI = cooperative intention, CT = cognitive trustworthiness, AT = affective trustworthiness, 
ATT = attractiveness, and SOC = sociability. Square roots of the AVEs appear in bold in diagonal cells.
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For the male participants, facial resemblance had a significant positive effect on cognitive 
trustworthiness (b = 0.330, p < 0.001), affective trustworthiness (b = 0.459, p < 0.001), attractiveness 
(b = 0.473, p < 0.001), and sociability (b = 0.478, p < 0.001). Cognitive trustworthiness (b = 0.094, 
p = 0.008), affective trustworthiness (b = 0.409, p < 0.001), attractiveness (b = 0.195, p < 0.001), 
and sociability (b = 0.204, p = 0.001) had significant positive effects on cooperative intention. Thus, 
hypotheses H1a, H1b, H1c, H1d, H2a, H2b, H2c, and H2d were supported. Risk had an insignificant 
effect on cooperative intention.

The results of the Wald test indicated that the overall mediation effect of the four social perceptions 
was significant (z (α = 0.05) = 9.49, χ2

(4) = 29.702, p = 0.000). Moreover, the individual mediating effects 
of cognitive trustworthiness (b = 0.031, p = 0.027), affective trustworthiness (b = 0.188, p = 0.000), 
attractiveness (b = 0.092, p = 0.006), and sociability (b = 0.097, p = 0.005) were significant. Thus, 
hypotheses H3a, H3b, H3c, and H3d were supported by data. In contrast to the result of the female 
participants, after social perceptions were controlled for, the direct effect of facial resemblance on 
cooperative intention remained significant (b = 0.149, p = 0.009) for the male participants. Therefore, 
social perceptions only partially mediated the effect of facial resemblance on the cooperative intention 
of the male participants. However, the moderating effects of user values on social perceptions were 
insignificant for the male participants (see Table 4). Hypotheses H4a, H4b, H4c, H4d, H5a, H5b, 
H5c, and H5d were not supported.

Conclusion

Discussion
In the sharing economy, can platforms match users by their personal photos to facilitate cooperation? 
According to the S–O–R model and the kin selection theory, the theoretical model of this study 
postulates the effect of online facial resemblance on four social perceptions and ultimately on 
cooperative intention. Social value and transactional value are postulated to moderate the effect of 
facial resemblance on social perceptions.

In accordance with the literature that has suggested the gender difference in the formation of social 
perceptions based on personal photos (Rehnman & Herlitz, 2006), this study treats male participants 
and female participants as independent samples. The empirical results indicate that facial resemblance 
had a strong effect on the social perceptions of the male and female participants, which is consistent 
with previous studies (Bailenson et al., 2008; Möhlmann, 2015). Moreover, social perceptions 
mediated the effect of facial resemblance on cooperative intention. For the female participants, social 
perceptions fully mediated the relationship between facial resemblance and cooperative intention. 
By contrast, for the male participants, the mediation effect was partial.

While the objective of this study is to explore how facial resemblance affects cooperative 
intention through social perceptions in a task context, the different mediation effects found between 
male and female samples call for theoretical exploration in future research. There are two plausible 

Table 4. Coefficients of the Moderation Effects for the Female and Male Participants

          Female sample           Male sample

Social value Transactional value Social value Transactional value

Cognitive trustworthiness 0.118* 0.184** –0.047 –0.002

Affective trustworthiness –0.077 0.046 –0.021 0.056

Attractiveness –0.077 0.156* 0.004 0.105

Sociability –0.071 0.005 0.039 0.119

Note. * p < 0.1; ** p < 0.05; *** p < 0.01.
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explanations. First, male and female photos differ in the conveyance of personal traits. Prior study 
has found that both males and females can identify which individual is more altruistic from two male 
photos; however, neither male nor female can detect the more altruistic one from two female photos 
(Tognetti et al., 2013). Second, subjects may induce some social perceptions from male partners but 
not from female partners. For example, a prior study has found that the width of a male face may 
indicate aggression (Carré et al., 2009; Efferson & Vogt, 2013). Therefore, the male subjects may 
have an additional route of the causal chain from facial resemblance to cooperative intention.

The authors also found the moderation effects of contextual factors were only partially and 
marginally supported. Transactional value and social value had partial moderation effects on cognitive 
trustworthiness and attractiveness for the female participants. However, no moderation effect was 
found for male participants. A possible explanation is that although the transactional and social values 
passed the manipulation check at the perception level, they were practically insufficient to produce 
a psychological impact on male subjects. Nevertheless, the partial support from female participants 
suggests that the moderation effects of user values shall not be dismissed and is worthy of future 
investigation.

Implications
This research makes the following theoretical contributions. First, this study introduces the kin 
selection theory and integrates it with the S–O–R model to explain why facial resemblance would 
affect cooperative intention in the context of sharing economy. This study recognizes the importance 
of personal photos as an information source in the formation of social perceptions (Maloney & 
Dal Martello, 2006). The authors develop a mediation model to reveal the indirect effect of facial 
resemblance on cooperative intention through social perceptions. Second, this study enriches the 
literature on facial resemblance in social psychology by examining a more comprehensive set of social 
perceptions. The results of this study suggest that people’s interpretation of facial resemblance is not 
limited to trustworthiness and attractiveness, the two most studied dimensions. Third, although it 
is only weakly supported, this study proposes task factors, i.e., social value and transactional value, 
as moderators in the formation of social perceptions based on facial resemblance. This contingent 
view of facial resemblance has not been considered. Although the data only partially support their 
moderation effects, they suggest a new research direction. Finally, this study tests the effects of facial 
resemblance in eastern culture and reconfirms their generalizability in various cultures.

This research also guides practitioners in the sharing economy. For platforms, since users 
frequently encounter and evaluate new partners, the results of this study suggest that a matching system 
may consider the match of personalities and that facial resemblance serves as means to approximate 
personality matching. A recommendation system can be enhanced by considering facial resemblance 
along with other criteria, provided that the personal photos of both parties are available (Tchuente, 
2022). This research also suggests that the moderation effect of the transactional and social value of a 
transaction is greater for female users. Therefore, for female users, a recommendation based on facial 
resemblance is more helpful in such transactions. However, the contribution of facial resemblance 
relative to other criteria (e.g., user ratings) is yet to be empirically explored. For online sellers (e.g., 
hosts on Airbnb), the disclosure of personal photos can at least attract people with a similar look. This 
is particularly helpful if the seller is new on the platform and has no other credentials. The findings 
of this study may also apply to other Internet-based services involving personal photos. For example, 
blog platforms may recommend fans according to facial resemblance to increase the possibility of 
establishing new links.

Limitations and Future Research
The findings of this study shall be interpreted with their limitations. First, this study treated male and 
female subjects as two independent samples in data analysis because previous studies have suggested 
that men and women have different abilities in perceiving faces (Lewin & Herlitz, 2002). Since the 
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gender difference in the formation of social perceptions based on facial resemblance is subtle and 
unclear, the authors did not propose separate theoretical models for men and women to explore the 
nuisance. Once the formation mechanisms are better understood, future research may propose separate 
models for men and women.

Second, in this experiment, the participants were exposed to photos of the same sex, while in an 
actual online environment, they might be exposed to both genders. The current design was to control 
the influence of courtship motives (DeBruine, 2004). Future research can factor in the courtship 
motive and extend this experimental design to cover the cross-gender scenario.

Third, an experimental environment was used to collect the data for this study, which might limit 
the generalizability of the findings. For example, the perceived user values might be less substantial 
than those in an actual scenario. Meanwhile, the perceived risk might also be less substantial. The 
artificial setting might have weakened the effect of these variables. Furthermore, an actual task 
context in the sharing economy may involve other factors, such as price and product quality, to affect 
cooperative intention. Future research could measure the relative importance of facial resemblance 
to other evaluation criteria.

Fourth, the participants of this study were recruited from the university and did not represent 
the full spectrum of users of sharing economy. Future research may extend the findings of this study 
to cover other age groups. Also, the subjects of this study were all Chinese subjects, which might 
limit the generalizability of the findings to other countries. Future research may verify the findings 
of this study in other countries.

Finally, this study considered only one context (i.e., second-hand book exchange) and two task 
factors (i.e., social value and transactional value). Cooperative tasks in sharing economy vary in other 
attributes as well, such as non-profit or for-profit. Besides social and transactional values, people may 
also seek pleasure in a task. Future research may explore other task contexts and various task attributes.

Competing Interests
The authors of this publication declare there are no competing interests.

Funding Agency
This work was supported by the National Nature Science Foundation of China [grant number 
#71531006] and the Program for Professor of Special Appointment (Eastern Scholar) at Shanghai 
Institutions of Higher Learning.



Journal of Global Information Management
Volume 30 • Issue 1

16

References

Aldiri, K., Hobbs, D., & Qahwaji, R. (2008). The human face of E-business: Engendering consumer Initial trust 
through the use of images of sales personnel on E-Commerce web sites. International Journal of E-Business 
Research, 4(4), 58–78. doi:10.4018/jebr.2008100105

Alexander, C. S., & Becker, H. J. (1978). The use of vignettes in survey research. Public Opinion Quarterly, 
42(1), 93–104. doi:10.1086/268432

Allison, T., Puce, A., & McCarthy, G. (2000). Social perception from visual cues: Role of the STS region. Trends 
in Cognitive Sciences, 4(7), 267–278. doi:10.1016/S1364-6613(00)01501-1 PMID:10859571

Axelrod, R., & Hamilton, W. D. (1981). The evolution of cooperation. Science, 211(4489), 1390–1396. 
doi:10.1126/science.7466396 PMID:7466396

Bailenson, J. N., Iyengar, S., Yee, N., & Collins, N. A. (2008). Facial similarity between voters and candidates 
causes influence. Public Opinion Quarterly, 72(5), 935–961. doi:10.1093/poq/nfn064

Batres, C., Re, D. E., & Perrett, D. I. (2015). Influence of perceived height, masculinity, and age on each other 
and on perceptions of dominance in male faces. Perception, 44(11), 1293–1309. doi:10.1177/0301006615596898 
PMID:26562897

Baumeister, R. F., Campbell, J. D., Krueger, J. I., & Vohs, K. D. (2005). Exploring the self-esteem myth. Scientific 
American, 292(1), 84–91. doi:10.1038/scientificamerican0105-84 PMID:15724343

Bente, G., Baptist, O., & Leuschner, H. (2012). To buy or not to buy: Influence of seller photos and reputation on 
buyer trust and purchase behavior. International Journal of Human-Computer Studies, 70(1), 1–13. doi:10.1016/j.
ijhcs.2011.08.005

Bigne, E., Chatzipanagiotou, K., & Ruiz, C. (2020). Pictorial content, sequence of conflicting online reviews 
and consumer decision-making: The stimulus-organism-response model revisited. Journal of Business Research, 
115, 403–416. doi:10.1016/j.jbusres.2019.11.031

Bonnefon, J.-F., Hopfensitz, A., & De Neys, W. (2017). Can we detect cooperators by looking at their face? 
Current Directions in Psychological Science, 26(3), 276–281. doi:10.1177/0963721417693352

Botsman, R., & Rogers, R. (2010). Beyond Zipcar: Collaborative consumption. Harvard Business Review, 88, 30.

Brand, R. J., Bonatsos, A., D’Orazio, R., & DeShong, H. (2012). What is beautiful is good, even online: 
Correlations between photo attractiveness and text attractiveness in men’s online dating profiles. Computers in 
Human Behavior, 28(1), 166–170. doi:10.1016/j.chb.2011.08.023

Bucher, E., Fieseler, C., & Lutz, C. (2016). What’s mine is yours (for a nominal fee): Exploring the spectrum 
of utilitarian to altruistic motives for Internet-mediated sharing. Computers in Human Behavior, 62, 316–326. 
doi:10.1016/j.chb.2016.04.002

Burnstein, E., Crandall, C., & Kitayama, S. (1994). Some neo-Darwinian decision rules for altruism: Weighing 
cues for inclusive fitness as a function of the biological importance of the decision. Journal of Personality and 
Social Psychology, 67(5), 773–789. doi:10.1037/0022-3514.67.5.773

Carré, J. M., & McCormick, C. M. (2008). In your face: Facial metrics predict aggressive behaviour in the 
laboratory and in varsity and professional hockey players. Proceedings. Biological Sciences, 275(1651), 
2651–2656. doi:10.1098/rspb.2008.0873 PMID:18713717

Carré, J. M., McCormick, C. M., & Mondloch, C. J. (2009). Facial structure is a reliable cue of aggressive 
behavior. Psychological Science, 20(10), 1194–1198. doi:10.1111/j.1467-9280.2009.02423.x PMID:19686297

Chang, W.-L., & Wang, J.-Y. (2018). Mine is yours? Using sentiment analysis to explore the degree of risk 
in the sharing economy. Electronic Commerce Research and Applications, 28, 141–158. doi:10.1016/j.
elerap.2018.01.014

Chau, P. Y. K., Hu, P. J.-H., Lee, B. L. P., & Au, A. K. K. (2007). Examining customers’ trust in online vendors 
and their dropout decisions: An empirical study. Electronic Commerce Research and Applications, 6(2), 171–182. 
doi:10.1016/j.elerap.2006.11.008

http://dx.doi.org/10.4018/jebr.2008100105
http://dx.doi.org/10.1086/268432
http://dx.doi.org/10.1016/S1364-6613(00)01501-1
http://www.ncbi.nlm.nih.gov/pubmed/10859571
http://dx.doi.org/10.1126/science.7466396
http://www.ncbi.nlm.nih.gov/pubmed/7466396
http://dx.doi.org/10.1093/poq/nfn064
http://dx.doi.org/10.1177/0301006615596898
http://www.ncbi.nlm.nih.gov/pubmed/26562897
http://dx.doi.org/10.1038/scientificamerican0105-84
http://www.ncbi.nlm.nih.gov/pubmed/15724343
http://dx.doi.org/10.1016/j.ijhcs.2011.08.005
http://dx.doi.org/10.1016/j.ijhcs.2011.08.005
http://dx.doi.org/10.1016/j.jbusres.2019.11.031
http://dx.doi.org/10.1177/0963721417693352
http://dx.doi.org/10.1016/j.chb.2011.08.023
http://dx.doi.org/10.1016/j.chb.2016.04.002
http://dx.doi.org/10.1037/0022-3514.67.5.773
http://dx.doi.org/10.1098/rspb.2008.0873
http://www.ncbi.nlm.nih.gov/pubmed/18713717
http://dx.doi.org/10.1111/j.1467-9280.2009.02423.x
http://www.ncbi.nlm.nih.gov/pubmed/19686297
http://dx.doi.org/10.1016/j.elerap.2018.01.014
http://dx.doi.org/10.1016/j.elerap.2018.01.014
http://dx.doi.org/10.1016/j.elerap.2006.11.008


Journal of Global Information Management
Volume 30 • Issue 1

17

Chen, X.-P., Eberly, M. B., Chiang, T.-J., Farh, J.-L., & Cheng, B.-S. (2014). Affective trust in Chinese 
leaders: Linking paternalistic leadership to employee performance. Journal of Management, 40(3), 796–819. 
doi:10.1177/0149206311410604

Cosmides, L. (1989). The logic of social exchange: Has natural selection shaped how humans reason? Studies 
with the Wason selection task. Cognition, 31(3), 187–276. doi:10.1016/0010-0277(89)90023-1 PMID:2743748

Dadwal, S. S., Jamal, A., Harris, T., Brown, G., & Raudhah, S. (2020). Technology and sharing economy-
based business models for marketing to connected consumers. In S. S. Dadwal (Ed.), Handbook of research on 
innovations in technology and marketing for the connected consumer (pp. 62–93). IGI Global. doi:10.4018/978-
1-7998-0131-3.ch004

Dai, Y. N., Viken, G., Joo, E., & Bente, G. (2018). Risk assessment in e-commerce: How sellers’ photos, 
reputation scores, and the stake of a transaction influence buyers’ purchase behavior and information processing. 
Computers in Human Behavior, 84, 342–351. doi:10.1016/j.chb.2018.02.038

Dann, D., Teubner, T., Adam, M. T. P., & Weinhardt, C. (2020). Where the host is part of the deal: Social 
and economic value in the platform economy. Electronic Commerce Research and Applications, 40, 100923. 
doi:10.1016/j.elerap.2019.100923

DeBruine, L. M. (2002). Facial resemblance enhances trust. Proceedings. Biological Sciences, 269(1498), 
1307–1312. doi:10.1098/rspb.2002.2034 PMID:12079651

DeBruine, L. M. (2004). Facial resemblance increases the attractiveness of same-sex faces more than other-sex 
faces. Proceedings. Biological Sciences, 271(1552), 2085–2090. doi:10.1098/rspb.2004.2824 PMID:15451700

DeBruine, L. M. (2005). Trustworthy but not lust-worthy: Context-specific effects of facial resemblance. 
Proceedings. Biological Sciences, 272(1566), 919–922. doi:10.1098/rspb.2004.3003 PMID:16024346

DeBruine, L. M., Smith, F. G., Jones, B. C., Craig Roberts, S., Petrie, M., & Spector, T. D. (2009). Kin recognition 
signals in adult faces. Vision Research, 49(1), 38–43. doi:10.1016/j.visres.2008.09.025 PMID:18948132

DeShields, O. W. Jr, Kara, A., & Kaynak, E. (1996). Source effects in purchase decisions: The impact of physical 
attractiveness and accent of salesperson. International Journal of Research in Marketing, 13(1), 89–101. 
doi:10.1016/0167-8116(95)00036-4

Dijksterhuis, A., & Bargh, J. A. (2001). The perception-behavior expressway: Automatic effects of social 
perception on social behavior (Vol. 33). Advances in Experimental Social Psychology. Academic Press. 
doi:10.1016/S0065-2601(01)80003-4

Eagly, A., Ashmore, R., Makhijani, M., & Longo, L. (1991). What is beautiful is good, but . . .: A meta-
analytic review of research on the physical attractiveness stereotype. Psychological Bulletin, 110(1), 109–128. 
doi:10.1037/0033-2909.110.1.109

Efferson, C., & Vogt, S. (2013). Viewing men’s faces does not lead to accurate predictions of trustworthiness. 
Scientific Reports, 3(1), 1047. doi:10.1038/srep01047 PMID:23308340

Einav, L., Farronato, C., & Levin, J. (2016). Peer-to-peer markets. Annual Review of Economics, 8(1), 615–635. 
doi:10.1146/annurev-economics-080315-015334

Engell, A. D., Haxby, J. V., & Todorov, A. (2007). Implicit trustworthiness decisions: Automatic coding of 
face properties in the human amygdala. Journal of Cognitive Neuroscience, 19(9), 1508–1519. doi:10.1162/
jocn.2007.19.9.1508 PMID:17714012

Ert, E., Fleischer, A., & Magen, N. (2016). Trust and reputation in the sharing economy: The role of personal 
photos in Airbnb. Tourism Management, 55, 62–73. doi:10.1016/j.tourman.2016.01.013

Fehr, E., & Fischbacher, U. (2003). The nature of human altruism. Nature, 425(6960), 785–791. doi:10.1038/
nature02043 PMID:14574401

Geldhof, G. J., Preacher, K. J., & Zyphur, M. J. (2014). Reliability estimation in a multilevel confirmatory factor 
analysis framework. Psychological Methods, 19(1), 72–91. doi:10.1037/a0032138 PMID:23646988

http://dx.doi.org/10.1177/0149206311410604
http://dx.doi.org/10.1016/0010-0277(89)90023-1
http://www.ncbi.nlm.nih.gov/pubmed/2743748
http://dx.doi.org/10.4018/978-1-7998-0131-3.ch004
http://dx.doi.org/10.4018/978-1-7998-0131-3.ch004
http://dx.doi.org/10.1016/j.chb.2018.02.038
http://dx.doi.org/10.1016/j.elerap.2019.100923
http://dx.doi.org/10.1098/rspb.2002.2034
http://www.ncbi.nlm.nih.gov/pubmed/12079651
http://dx.doi.org/10.1098/rspb.2004.2824
http://www.ncbi.nlm.nih.gov/pubmed/15451700
http://dx.doi.org/10.1098/rspb.2004.3003
http://www.ncbi.nlm.nih.gov/pubmed/16024346
http://dx.doi.org/10.1016/j.visres.2008.09.025
http://www.ncbi.nlm.nih.gov/pubmed/18948132
http://dx.doi.org/10.1016/0167-8116(95)00036-4
http://dx.doi.org/10.1016/S0065-2601(01)80003-4
http://dx.doi.org/10.1037/0033-2909.110.1.109
http://dx.doi.org/10.1038/srep01047
http://www.ncbi.nlm.nih.gov/pubmed/23308340
http://dx.doi.org/10.1146/annurev-economics-080315-015334
http://dx.doi.org/10.1162/jocn.2007.19.9.1508
http://dx.doi.org/10.1162/jocn.2007.19.9.1508
http://www.ncbi.nlm.nih.gov/pubmed/17714012
http://dx.doi.org/10.1016/j.tourman.2016.01.013
http://dx.doi.org/10.1038/nature02043
http://dx.doi.org/10.1038/nature02043
http://www.ncbi.nlm.nih.gov/pubmed/14574401
http://dx.doi.org/10.1037/a0032138
http://www.ncbi.nlm.nih.gov/pubmed/23646988


Journal of Global Information Management
Volume 30 • Issue 1

18

Hamidi, H., & Moradi, S. (2017). Analysis of consideration of security parameters by vendors on trust and 
customer satisfaction in e-commerce. Journal of Global Information Management, 25(4), 32–45. doi:10.4018/
JGIM.2017100103

Hamilton, W. D. (1964a). The genetical evolution of social behaviour: I. Journal of Theoretical Biology, 7(1), 
1–16. doi:10.1016/0022-5193(64)90038-4 PMID:5875341

Hamilton, W. D. (1964b). The genetical evolution of social behaviour: II. Journal of Theoretical Biology, 7(1), 
17–52. doi:10.1016/0022-5193(64)90039-6 PMID:5875340

Hong, S., Jahng, M. R., Lee, N., & Wise, K. R. (2020). Do you filter who you are? Excessive self-presentation, 
social cues, and user evaluations of Instagram selfies. Computers in Human Behavior, 104, 106159. doi:10.1016/j.
chb.2019.106159

Hu, L., & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis: Conventional 
criteria versus new alternatives. Structural Equation Modeling, 6(1), 1–55. doi:10.1080/10705519909540118

Huang, S.-L., & Lee, Y.-J. (2022). Diagnosing service success and failure incidents in the consumer-to-business 
sharing economy: A case of logistics sharing. Journal of Global Information Management, 30(2), 1–16. 
doi:10.4018/JGIM.20220301.oa4

Johnson, D., & Grayson, K. (2005). Cognitive and affective trust in service relationships. Journal of Business 
Research, 58(4), 500–507. doi:10.1016/S0148-2963(03)00140-1

Kim, D. J., Ferrin, D. L., & Rao, H. R. (2008). A trust-based consumer decision-making model in electronic 
commerce: The role of trust, perceived risk, and their antecedents. Decision Support Systems, 44(2), 544–564. 
doi:10.1016/j.dss.2007.07.001

Kim, J., Yoon, Y., & Zo, H. (2015). Why people participate in the sharing economy: A social exchange perspective. 
Pacific Asia Conference on Information Systems, 76. https://aisel.aisnet.org/pacis2015/

Kim, J. M., Kim, M., & Key, S. (2020). When profile photos matter: The roles of reviewer profile photos in 
the online review generation and consumption processes. Journal of Research in Interactive Marketing, 14(4), 
391–412. doi:10.1108/JRIM-10-2019-0163

Kraus, M. W., & Chen, S. (2010). Facial-feature resemblance elicits the transference effect. Psychological 
Science, 21(4), 518–522. doi:10.1177/0956797610364949 PMID:20424093

Krupp, D., DeBruine, L., & Barclay, P. (2008). A cue of kinship promotes cooperation for the public good. 
Evolution and Human Behavior, 29(1), 49–55. doi:10.1016/j.evolhumbehav.2007.08.002

Lee, J., & Pee, L. G. (2015). The relationship between online trust and distrust in business: Testing mutual 
causality from a cognitive-affective personality system theory. Asia Pacific Journal of Information Systems, 
25(3), 500–518. doi:10.14329/apjis.2015.25.3.500

Lewin, C., & Herlitz, A. (2002). Sex differences in face recognition: Women’s faces make the difference. Brain 
and Cognition, 50(1), 121–128. doi:10.1016/S0278-2626(02)00016-7 PMID:12372357

Maloney, L. T., & Dal Martello, M. F. (2006). Kin recognition and the perceived facial similarity of children. 
Journal of Vision (Charlottesville, Va.), 6(10), 4. doi:10.1167/6.10.4 PMID:17132076

Massen, J. J. M., & Koski, S. E. (2014). Chimps of a feather sit together: Chimpanzee friendships are based on 
homophily in personality. Evolution and Human Behavior, 35(1), 1–8. doi:10.1016/j.evolhumbehav.2013.08.008

McAllister, D. J. (1995). Affect- and cognition-based trust as foundations for interpersonal cooperation in 
organizations. Academy of Management Journal, 38(1), 24–59. doi:10.2307/256727

McPherson, M., Smith-Lovin, L., & Cook, J. M. (2001). Birds of a feather: Homophily in social networks. 
Annual Review of Sociology, 27(1), 415–444. doi:10.1146/annurev.soc.27.1.415

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. MIT Press.

Möhlmann, M. (2015). Collaborative consumption: Determinants of satisfaction and the likelihood of using a 
sharing economy option again. Journal of Consumer Behaviour, 14(3), 193–207. doi:10.1002/cb.1512

http://dx.doi.org/10.4018/JGIM.2017100103
http://dx.doi.org/10.4018/JGIM.2017100103
http://dx.doi.org/10.1016/0022-5193(64)90038-4
http://www.ncbi.nlm.nih.gov/pubmed/5875341
http://dx.doi.org/10.1016/0022-5193(64)90039-6
http://www.ncbi.nlm.nih.gov/pubmed/5875340
http://dx.doi.org/10.1016/j.chb.2019.106159
http://dx.doi.org/10.1016/j.chb.2019.106159
http://dx.doi.org/10.1080/10705519909540118
http://dx.doi.org/10.4018/JGIM.20220301.oa4
http://dx.doi.org/10.1016/S0148-2963(03)00140-1
http://dx.doi.org/10.1016/j.dss.2007.07.001
https://aisel.aisnet.org/pacis2015/
http://dx.doi.org/10.1108/JRIM-10-2019-0163
http://dx.doi.org/10.1177/0956797610364949
http://www.ncbi.nlm.nih.gov/pubmed/20424093
http://dx.doi.org/10.1016/j.evolhumbehav.2007.08.002
http://dx.doi.org/10.14329/apjis.2015.25.3.500
http://dx.doi.org/10.1016/S0278-2626(02)00016-7
http://www.ncbi.nlm.nih.gov/pubmed/12372357
http://dx.doi.org/10.1167/6.10.4
http://www.ncbi.nlm.nih.gov/pubmed/17132076
http://dx.doi.org/10.1016/j.evolhumbehav.2013.08.008
http://dx.doi.org/10.2307/256727
http://dx.doi.org/10.1146/annurev.soc.27.1.415
http://dx.doi.org/10.1002/cb.1512


Journal of Global Information Management
Volume 30 • Issue 1

19

Mou, J., Cui, Y., & Kurcz, K. (2020). Trust, risk and alternative website quality in b-buyer acceptance of cross-
border e-commerce. Journal of Global Information Management, 28(1), 167–188. doi:10.4018/JGIM.2020010109

Mou, J., Shin, D.-H., & Cohen, J. F. (2017). Trust and risk in consumer acceptance of e-services. Electronic 
Commerce Research, 17(2), 255–288. doi:10.1007/s10660-015-9205-4

Oeldorf-Hirsch, A., & Sundar, S. S. (2016). Social and technological motivations for online photo sharing. 
Journal of Broadcasting & Electronic Media, 60(4), 624–642. doi:10.1080/08838151.2016.1234478

Oosterhof, N. N., & Todorov, A. (2008). The functional basis of face evaluation. Proceedings of the National 
Academy of Sciences of the United States of America, 105(32), 11087–11092. doi:10.1073/pnas.0805664105 
PMID:18685089

Prashar, S., Tata, S. V., Parsad, C., Banerjee, A., Sahakari, N., & Chatterjee, S. (2019). Clustering e-shoppers 
on the basis of shopping values and web characteristics. Journal of Global Information Management, 27(2), 
24–38. doi:10.4018/JGIM.2019040102

Rahman, M. S., Hossain, M. A., Zaman, M. H., & Mannan, M. (2020). E-service quality and trust on customer’s 
patronage intention: Moderation effect of adoption of advanced technologies. Journal of Global Information 
Management, 28(1), 39–55. doi:10.4018/JGIM.2020010103

Reed, L. I., Zeglen, K. N., & Schmidt, K. L. (2012). Facial expressions as honest signals of cooperative intent in 
a one-shot anonymous prisoner’s dilemma game. Evolution and Human Behavior, 33(3), 200–209. doi:10.1016/j.
evolhumbehav.2011.09.003

Rehnman, J., & Herlitz, A. (2006). Higher face recognition ability in girls: Magnified by own-sex and own-
ethnicity bias. Memory (Hove, England), 14(3), 289–296. doi:10.1080/09658210500233581 PMID:16574585

Rouibah, K., Qurban, H., & Al-Qirim, N. (2022). Impact of risk perceptions and user trust on intention to re-use 
e-government: A mixed method research. Journal of Global Information Management, 30(1), 1–29. doi:10.4018/
JGIM.307117

Rule, N. O., Krendl, A. C., Ivcevic, Z., & Ambady, N. (2013). Accuracy and consensus in judgments of 
trustworthiness from faces: Behavioral and neural correlates. Journal of Personality and Social Psychology, 
104(3), 409–426. doi:10.1037/a0031050 PMID:23276271

Shiau, W.-L., & Chau, P. Y. K. (2015). Does altruism matter on online group buying? Perspectives from egotistic 
and altruistic motivation. Information Technology & People, 28(3), 677–698. doi:10.1108/ITP-08-2014-0174

Sohaib, O., Kang, K., & Miliszewska, I. (2019). Uncertainty avoidance and consumer cognitive innovativeness 
in e-commerce. Journal of Global Information Management, 27(2), 59–77. doi:10.4018/JGIM.2019040104

Sproull, L. (2011). Prosocial behavior on the Net. Daedalus, 140(4), 140–153. doi:10.1162/DAED_a_00120 
PMID:22167915

Sussman, A. B., Petkova, K., & Todorov, A. (2013). Competence ratings in US predict presidential election 
outcomes in Bulgaria. Journal of Experimental Social Psychology, 49(4), 771–775. doi:10.1016/j.jesp.2013.02.003

Sutherland, C. A. M., Oldmeadow, J. A., Santos, I. M., Towler, J., Michael Burt, D., & Young, A. W. (2013). 
Social inferences from faces: Ambient images generate a three-dimensional model. Cognition, 127(1), 105–118. 
doi:10.1016/j.cognition.2012.12.001 PMID:23376296

Tchuente, D. (2022). User modeling and profiling in information systems: A bibliometric study and future research 
directions. Journal of Global Information Management, 30(1), 1–25. doi:10.4018/JGIM.307116

Teubner, T., Hawlitschek, F., & Dann, D. (2017). Price determinants on Airbnb: How reputation pays off in the 
sharing economy. Journal of Self-Governance and Management Economics, 5(4), 53. doi:10.22381/JSME5420173

Todorov, A., Pakrashi, M., & Oosterhof, N. N. (2009). Evaluating faces on trustworthiness after minimal time 
exposure. Social Cognition, 27(6), 813–833. doi:10.1521/soco.2009.27.6.813

Tognetti, A., Berticat, C., Raymond, M., & Faurie, C. (2013). Is cooperativeness readable in static facial 
features? An inter-cultural approach. Evolution and Human Behavior, 34(6), 427–432. doi:10.1016/j.
evolhumbehav.2013.08.002

http://dx.doi.org/10.4018/JGIM.2020010109
http://dx.doi.org/10.1007/s10660-015-9205-4
http://dx.doi.org/10.1080/08838151.2016.1234478
http://dx.doi.org/10.1073/pnas.0805664105
http://www.ncbi.nlm.nih.gov/pubmed/18685089
http://dx.doi.org/10.4018/JGIM.2019040102
http://dx.doi.org/10.4018/JGIM.2020010103
http://dx.doi.org/10.1016/j.evolhumbehav.2011.09.003
http://dx.doi.org/10.1016/j.evolhumbehav.2011.09.003
http://dx.doi.org/10.1080/09658210500233581
http://www.ncbi.nlm.nih.gov/pubmed/16574585
http://dx.doi.org/10.4018/JGIM.307117
http://dx.doi.org/10.4018/JGIM.307117
http://dx.doi.org/10.1037/a0031050
http://www.ncbi.nlm.nih.gov/pubmed/23276271
http://dx.doi.org/10.1108/ITP-08-2014-0174
http://dx.doi.org/10.4018/JGIM.2019040104
http://dx.doi.org/10.1162/DAED_a_00120
http://www.ncbi.nlm.nih.gov/pubmed/22167915
http://dx.doi.org/10.1016/j.jesp.2013.02.003
http://dx.doi.org/10.1016/j.cognition.2012.12.001
http://www.ncbi.nlm.nih.gov/pubmed/23376296
http://dx.doi.org/10.4018/JGIM.307116
http://dx.doi.org/10.22381/JSME5420173
http://dx.doi.org/10.1521/soco.2009.27.6.813
http://dx.doi.org/10.1016/j.evolhumbehav.2013.08.002
http://dx.doi.org/10.1016/j.evolhumbehav.2013.08.002


Journal of Global Information Management
Volume 30 • Issue 1

20

Tussyadiah, I. P. (2016). Factors of satisfaction and intention to use peer-to-peer accommodation. International 
Journal of Hospitality Management, 55, 70–80. doi:10.1016/j.ijhm.2016.03.005

Wang, X., Agatz, N., & Erera, A. (2018). Stable matching for dynamic ride-sharing systems. Transportation 
Science, 52(4), 850–867. doi:10.1287/trsc.2017.0768

Webster, M. A., Kaping, D., Mizokami, Y., & Duhamel, P. (2004). Adaptation to natural facial categories. Nature, 
428(6982), 557–561. doi:10.1038/nature02420 PMID:15058304

Weigold, A., Weigold, I. K., Natera, S. N., & Russell, E. J. (2013). The role of face familiarity in judgments of 
personality and intelligence. Current Psychology (New Brunswick, N.J.), 32(3), 242–251. doi:10.1007/s12144-
013-9177-2

Wilson, R. K., & Eckel, C. C. (2006). Judging a book by its cover: Beauty and expectations in the trust game. 
Political Research Quarterly, 59(2), 189–202. doi:10.1177/106591290605900202

Zhang, J., & Curley, S. P. (2018). Exploring explanation effects on consumers’ trust in online recommender agents. 
International Journal of Human-Computer Interaction, 34(5), 421–432. doi:10.1080/10447318.2017.1357904

Zhang, T. C., Gu, H., & Jahromi, M. F. (2019). What makes the sharing economy successful? An empirical 
examination of competitive customer value propositions. Computers in Human Behavior, 95, 275–283. 
doi:10.1016/j.chb.2018.03.019

Zhang, Y., Phang, C. W., Gu, R., & Zhang, C. (2019). Antecedents and role of individual sociability on 
participation in mobile collaborative consumption. Internet Research, 29(5), 1064–1089. doi:10.1108/INTR-
03-2018-0131

Zhao, S., Fang, Y., Zhang, W., & Jiang, H. (2020). Trust, perceived benefit, and purchase intention in C2C 
e-commerce: An empirical examination in China. Journal of Global Information Management, 28(1), 121–141. 
doi:10.4018/JGIM.2020010107

Zloteanu, M., Harvey, N., Tuckett, D., & Livan, G. (2018). Digital identity: The effect of trust and reputation 
information on user judgement in the sharing economy. PLoS One, 13(12), e0209071. doi:10.1371/journal.
pone.0209071 PMID:30543680

Yangjing Wang is a PhD candidate in the Department of Information Management and Information Systems, School 
of Management, Fudan University, China. Her research interests include sharing economy and business analytics.

Yunjie (Calvin) Xu is a professor at the School of Management, Fudan University, China. He earned his PhD in 
management information systems from Syracuse University, New York. His research interests cover electronic 
commerce, knowledge management, and business analytics. His publications have appeared in Information 
Systems Research, the Journal of Management Information Systems, the Journal of Association for Information 
Systems, the Journal of the American Society for Information Science and Technology, Communications of the 
ACM, the Journal of Retailing, and Decision Support Systems.

Xiang Ni is an information systems PhD candidate at the Fudan University, China, School of Management. His 
research focuses on e-commerce, sharing economy, and consumer behavior.

http://dx.doi.org/10.1016/j.ijhm.2016.03.005
http://dx.doi.org/10.1287/trsc.2017.0768
http://dx.doi.org/10.1038/nature02420
http://www.ncbi.nlm.nih.gov/pubmed/15058304
http://dx.doi.org/10.1007/s12144-013-9177-2
http://dx.doi.org/10.1007/s12144-013-9177-2
http://dx.doi.org/10.1177/106591290605900202
http://dx.doi.org/10.1080/10447318.2017.1357904
http://dx.doi.org/10.1016/j.chb.2018.03.019
http://dx.doi.org/10.1108/INTR-03-2018-0131
http://dx.doi.org/10.1108/INTR-03-2018-0131
http://dx.doi.org/10.4018/JGIM.2020010107
http://dx.doi.org/10.1371/journal.pone.0209071
http://dx.doi.org/10.1371/journal.pone.0209071
http://www.ncbi.nlm.nih.gov/pubmed/30543680


Journal of Global Information Management
Volume 30 • Issue 1

21

APPENDIX

Social value (SV; 1 = very insignificant; 7 = very significant; adapted from D. J. Kim et al., 2008)

•	 In this scenario, it is _____ to me whether the partner is an easy-going person.
•	 In this scenario, having a good relationship with the partner is a _____ consideration.
•	 In this scenario, making friends and developing a friendship with a partner is _____ to me.

Transactional value (TV; 1 = very insignificant; 7 = very significant; adapted from Tussyadiah, 2016)

•	 In this scenario, increasing revenue and saving expenses are _____ for me.
•	 In this scenario, the economic value of the deal is a _____ consideration for me.
•	 In this scenario, economic considerations (such as getting wanted items) are my _____ motivation 

for participation.

Perceived risk (R; 1 = very small; 7 = very large; adapted from D. J. Kim et al., 2008)

•	 When online bartering has a negative outcome, the potential loss is _____ to me.
•	 If I end up with an unsatisfactory trading partner, the negative effect on me is expected to be _____.
•	 The negative consequences of ending up with the wrong partner are _____ to me.

Cooperative intention (CI; 1 = strongly disagree; 7 = strongly agree; adapted from Ert et al., 2016)

•	 I am willing to cooperate with this person.
•	 I am willing to choose this person in the scenario.
•	 I believe this person is the right partner.

Cognitive trustworthiness (CT; 1 = not at all; 7 = very; adapted from Johnson & Grayson, 2005)

•	 She/he looks ____ capable.
•	 She/he looks ____ wise.

Affective trustworthiness (AT; 1 = not at all; 7 = very; adapted from Chen et al., 2014)

•	 She/he looks ____ honest.
•	 She/he looks ____ creditworthy.
•	 She/he looks ____ kind.
•	 She/he looks ____ caring.

Attractiveness (ATT; 1 = not at all; 7 = very; adapted from Wilson & Eckel, 2006)

•	 She/he looks ____ pretty / handsome.
•	 She/he looks ____ charming.
•	 She/he looks ____ attractive.

Sociability (SOC; 1 = not at all; 7 = very; self-developed)

•	 She/he looks like ____ a good-tempered person.
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•	 She/he looks ____ easy to communicate.
•	 She/he looks ____ easy to get along with.


