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Introduction
Face perception research has traditionally used the bi-dimensional Stereotype Content Model (Fiske, Cuddy & Glick, 2007) to assess people’s emotional
and behavioral responses to others. These two dimensions, namely warmth (W) and competence (C), were soon joined by a third one that emerged from
research in cognitive psychology: dominance (D) (Sutherland, Oldmeadow & Young, 2016). Other dimensions have received so far few if any
consideration but appeared important in other areas of social judgment: trustworthiness, morality, openness, and neuroticism. But are these the only
dimensions that rule face perception?

Hypothesis
There are more than the 3 traditional dimensions used in cognitive psychology to face judgement. At least a fourth one ought to be included:
trustworthiness.

Results

Participants were recruited via social network to participate in a study on
face impression (N participants = 323, Mage = 28.17, SD = 14.24; 49.2%
female participants) and evaluated each 10 faces, for a total of 80 faces,
which resulted in 3230 * 7 dimensions * 3 items = 68880 ratings of trait
impressions.

The results of an EFA based on parallel selection suggested a 7 factors
structure explaining 61.36% of the variance. Bartlett’s Test of Sphericity
gave a p-value < 0.001. The normed χ2 of this model was 4.83. An EFA
enforcing a 7-factor structure (minimum residual extraction and promax
rotation) revealed that all items loaded on their expected dimension (Figure
2). Only the traditional 3 dimensions and trustworthiness had a sum-of-
square loadings > 2, altogether explaining 40% of the variance.

In order to test this 7-factor structure, we performed a CFA. The normed χ2
was 16.90. Parsimony of the model was reasonable (RMSEA = .07 with
90%CI [.068:.072]), reasonably different from a null model (CFI = .92), and
the overall difference between the observed and predicted correlations was
also satisfactory (SRMR = .07).

Discussion and Conclusion

There are indeed four main dimensions to face perception as far as we know: warmth, competence, dominance and trustworthiness.

- The other three variables did not appear in many different papers and were an attempt to explain the remaining 60% of the variance left.
- Morality, trustworthiness and warmth correlate so well with one another (0.66<r<0.7) that we could think that they are all unique parts of the same
broader dimension. But they all relate to specific features of human personality and do not cover the exact same notions.

- We need more studies concerning the number of face perception dimension and their relation to each other.
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Figure 2 : Exploratory Factor Analysis of the 7 initial dimensions
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Methods

Participants and Recruitment
323 participants (50.8% male) from 18 to 80 years old were recruited for the
study and 80 faces were used. Data acquisition was carried out mainly online.
Paper format was also seldomly used to ensure that all subjects could
participate to the study.

Procedure and Materials
Participants were each shown 10 faces at random, mainly from the 10k US
Adult Faces Database (Bainbridge, Isola & Olivia, 2013) and were asked to
rate them on 21 items (3 per dimension) on a 7-point Likert (Figure 1). The
dimensions are: warmth, competence, dominance, trustworthiness, morality,
openness and neuroticism (WCDTMON).

Figure 1 : Sample of the items used to measure face dimensions


