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Abstract
Business leaders often use their face to strengthen the organizational brand. The objective of this research is to understand the impact

of C-executives’ facial appearance (babyfacedness vs. maturefacedness) on purchase intention. We show that it is important for a company
to match the face of the top executive delivering a message with the topic they articulate. Babyfaced executives should be favored when
the topic concerns corporate social responsibility whereas maturefaced executives should be favored when the topic concerns technology
or competitor orientation. Perceived benevolence, leadership or competence mediates these effects.

Research Background
Research on appearance-based impressions has demonstrated that people can form strong and reliable impressions about a target’s

character based on his/her facial appearance (Todorov and Uleman 2002). Babyfaced people who possess round face, large eyes, high
eyebrows and small chin are universally attributed child-like characteristics and traits such as trustworthiness, warmth or honesty
(Montepare and Zebrowitz 1998; Zebrowitz 1997). On the other side, maturefaced individuals are often attributed traits of leadership and
competence (Todorov et al. 2005; Zebrowitz and Montepare 2005).

Perhaps more than at any time, business leaders are putting a public face on their company’s brands. Building on the literature on
first impressions, we suggest that the facial appearance of top executives can impact consumer purchase intention. Gorn et al. (2008)
recently showed that the babyfacedness of a CEO can affect consumer judgments in a public relations crisis. They found that babyfaced
CEO were perceived as having a lower intention to deceive than maturefaced CEO. Yet, situational cues, such as the severity of the crisis,
can suppress or reverse this effect, thus babyfacedness is not always an advantage (see also Todorov et al. 2005).

Interview is a very common public relation tool for top executives and we suggest that it is important for a company to match the
face of the top executive giving the interview with the topic they articulate in the interview. The topics selected in this research are directly
linked to the dimensions of market orientation: customer orientation, competitor orientation and technological orientation (Narver and
Slater 1990; Gatignon and Xuereb 1997). We also included an interview on corporate social responsibility (CSR) as CSR orientation has
been suggested as being part of market orientation (Narver and Slater 1990).

We hypothesized that for an interview concerning customer orientation or CSR, purchase intention will be higher if the top executive
has a baby face than if he has a mature face. On the other hand, for an interview concerning competition or technology orientation, purchase
intention will be higher if the top executive has a mature face than if he has a baby face. The rational is that customer orientation and CSR
require the interviewee to be perceived respectively as warm and benevolent and these traits are associated with babyfaced individuals
(Brown et al. 2002; Choi and Wang 2007). Interview on competition and technology require the interviewee to be perceived as competent
and leader (Spence and Helmreich 1983). These traits are associated with maturefaced individuals and are contradictory with the perceived
submissiveness of babyfaced individuals (Zebrowitz and Mcdonald 1991).

Empirical evidence of the impact of babyfacedness on purchase intention
304 students from a major Mexican business school participated in an experiment using a 2 (face: babyface vs. matureface) x 4

(interview: customer, competitor, technology and CSR) between subject design. Average age of the participants was 20 (62.5% girls).
Participants were asked to carefully read a Business Week interview of the CEO of a communication company named Dalmex. The
interview featured a photograph of the CEO. Eyes form, eyebrows and chin were manipulated on the photo to make two different versions
(baby and mature face) of the same individual. A pretest enabled us to check the successful manipulation of perceived babyfacedness
(p<0.001). We also checked that perceived age and attractiveness were similar between the 2 pictures. The 4 interviews had the same length
and we controlled that readability was the same between interviews. Finally, using the scale developed by Narver and Slater (1990) we
used 4 contrasts to check that the manipulation of the topics was successful (all p<0.001). Purchase intention was measured on a 1
(definitively would not purchase) to 7 (definitively would purchase) scale.

A 2 (face) x 4 (interview) ANOVA on purchase intention revealed the expected significant interaction effect (F(3,275)=3.69, p=.012).
As hypothesized, we found a significant main effect of face for the CSR interview(F(1,64)=4.80, p=.032) such that babyfaced executives
lead to higher purchase intention than maturefaced executives. This was however not the case for the customer orientation interview (F<1).
As hypothesized, we also found a significant main effect of face for the technology interview (F(1,65)=4.04, p=.048) as well as for the
competitor interview (F(1, 68)=4.61, p< .035) such that maturefaced executives lead to higher purchase intention than babyfaced
executives.

We used ANCOVAs to test for the meditational role of benevolence for CSR and of competence and leadership for the technology
and competitor interviews. The previously significant effects of babyfacedness on purchase intention were no longer significant when the
covariates were entered in the analysis (all p>0.12) The mean square for the face effect was reduced on average by 55%.

Discussion
This research confirms the effect of top executives’ babyfacedness on purchase intention. The topic of the interview given by C-

executives moderates this effect such as babyfaced executives should be favored when the topic concerns corporate social responsibility
whereas maturefaced executives should be favored when the topic concerns technology or competitor orientation. The facial appearance
of C-executives should hence be matched with the topic he or she will articulate. The underlying process was also detailed and it should
thus be feasible to extend these finding to other topics (e.g. financial performance). The null effect for customer orientation needs further
research.
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This research also ads to the body of research studying the role of public relations in shaping brand equity. We provide a case in which
corporate associations built through public relations have an impact on purchase intention (a product level outcome) (Brown and Dacin
1997).
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Mental Rumination: How Unwanted and Recurrent Thoughts Can Perturbate the Purchasing
Behavior

Alain Debenedetti, Universite Paris-Est, France
Pierrick Gomez, Reims Management School and Université Paris-Dauphine, France

Rumination is a set of long-lasting, recurrent, unwanted, and counter productive thoughts. In clinical psychology, rumination is often
mentioned as a consequence of post-traumatic events (Horowitz, 1976) or as an antecedent of depressive disorders (Nolen-Hoeksema,
1996). Martin and Tesser (1989, 1996, 2006) endorse a general view of rumination, removing it from its clinical context. Whereas
individuals have many occasions to ruminate in their consumer’s life, especially during their purchase decision process, ruminative
thoughts have never been integrated into consumer behavior paradigm. Based on Martin and Tesser’s motivational approach, we will first
present rumination, then suggest some avenues for future research.

What is rumination?
In Martin and Tesser’s model, rumination refers to thoughts ‘that recur in the absence of immediate environmental demands requiring

the thoughts’ (Martin and Tesser, 1996, p.1). Rumination differs from other thinking processes because:

• It does not only occur once: what is central to rumination is not the content or any other quality of the involved mental activity
but the circularity of the process.

• If some situations favor their apparition, ruminative thoughts are unintentional insofar as they revolve in the absence of immediate
environmental cueing (Koole et al., 1999).

Put differently, rumination is intrusive, anchored into a temporal dimension, and differs from other thinking processes which often
deal with wanted tradeoffs.

Martin and Tesser’s theory is based on one core principle: people’s thoughts are always goal-directed. People continually compare
their desired goal to their current states to regulate their behaviors. When a lack of progress towards the goal is perceived, ruminative
thoughts are likely to appear (Martin and Tesser, 1996; Scott and McIntosh, 1999). In theory, each interrupted goal can initiate rumination
(e.g. to do well on one’s life / to buy a muffin), but the centrality of the goal in the individual’s life defines the duration and the frequency
of ruminative thoughts. In Martin and Tesser’s model, emotions can not be considered as antecedents of rumination but as signals which
inform the individuals that a major goal is threatened. The failure in problem solving strategies (instrumental thoughts) initiates ruminative
thoughts and the emotions that go with them (affective thoughts).


