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Facial expressions help us understand the emotions that underlie what another person is thinking, saying, or feeling. The ability to

identify and interpret facial expressions varies by individual. Five studies examine the viability of the Facial Expression Intelligence

Scale (FEIS) to measure individual ability to identify and interpret facial expressions.
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EXTENDED ABSTRACT
Faces provide insights into the traits and characters of indi-

viduals. For example, attractive individuals are often perceived (or 
stereotyped) as having more positive personality traits and success-
ful life outcomes (Eagly et al., 1991). Similarly, Ekman and Friesen 
(1974) demonstrated that individuals can perceive deceptive intent 
from facial structure and expression. Beyond face shape, symmetry 
and other structural characteristics, a more interesting component of 
impression formation is the dynamic nature of the face. The ability to 
accurately identify emotions in the face has been the subject of con-
siderable research, particularly in the area of emotional intelligence. 
Abilities to recognize and interpret facial expressions vary based on 
the individual (Mayer, Salovey, & Caruso, 2004).

Several scales have been created to measure individual abilities 
in the recognition of emotions; one popular scale is the Mayer, Sa-
lovey, and Caruso Emotional Intelligence Test (MSCEIT). Salovey 
and Mayer (1990) described Emotional Intelligence as “the ability to 
monitor one’s own and other’s feelings and emotions, to discriminate 
among them and to use this information to guide one’s thinking an 
actions.” According to the theories of Emotional Intelligence, the de-
gree to which people are good at monitoring their own emotions and 
those of others around them is likely to differ.

Existing scales rely solely on static photographs of expres-
sion, threatening ecological validity (Carroll & Russell, 1997; Tian, 
Kanade, & Cohn, 2001) and intense expressions, which may mask 
the subtle effects of dynamic displays, thereby failing to include 
the importance and authenticity of motion to facial expression and 
perception (Ambadar et al, 2005). Furthermore, there is evidence 
that the use of dynamic views in face perception research assists in 
emotion recognition, producing greater levels of accuracy than static 
views (Back, Jordan and Thomas, 2009.)

The overall purpose of this research is to create an instrument 
that will include dynamic and natural stimuli to identify whether 
individuals vary in their ability to identify and interpret facial ex-
pressions and to examine the implications of these (in)abilities on 
marketplace outcomes (e.g., job performance). Five studies exam-
ine individual abilities to identify and interpret facial expressions 
through the creation and validation of an instrument to measure these 
abilities.

Study 1 includes the development of a three component instru-
ment (FEIS): static recognition of facial emotional expressions, ac-
curacy of interpreting emotional expressions in different contexts, 
and the impact of dynamic facial expressions in emotion recognition. 
Muscular movements of the face were coded by facial expression 
recognition software programmed utilizing the Facial Action Coding 
System (Ekman and Friesen 1978). A series of static photographs, 
photographs embedded in a context, and dynamic videos were pre-
sented to study participants. Results of study one indicate that par-
ticipants exhibit a range of expression identification abilities.

Quartiles of each component were computed. Belonging to the 
first quartile meant scoring below the twenty-fifth percentile of facial 
expression identification scores, the second quartile meant scoring 
between the twenty-fifth and fiftieth percentile, the third quartile 
meant scoring between the fiftieth and seventy-fifth percentile, and 
the fourth quartile meant scoring amongst the top twenty-five percent 

of all facial expression identification scores. We would expect indi-
viduals who score poorly on component one (i.e., at the 25 th percen-
tile or lower) to score poorly on each individual task. A one-way be-
tween subjects ANOVA was conducted to compare the effect of each 
task on the overall component score. There was a significant effect 
of task on the overall component score (i.e., belonging to a particular 
quartile) at the p<.01 level for happy (F(3,238)=37.107, p=.000), an-
ger (F(3,238)=49.372, p=.000), disgust (F(3,238)=49.177, p=.000), 
sad (F(3,238)=43.790, p=.000), surprise (F(3,238)=38.682, p=.000), 
fear (F(3,238)=27.297, p=.000) and neutral (F(3,238)=41.631, 
p=.000). Furthermore, the mean scores by quartile demonstrate lin-
ear graphical trends. Interpretation and dynamic scores were com-
puted separately and demonstrate similar results, all significant at the 
p<.01 level.

Study 2 tests the convergent and discriminant validity of the 
scale by comparing the FEIS with existing scales of emotional intel-
ligence, namely the MSCEIT. Pearson correlations were conducted 
to test the relationship of the proposed instrument and its components 
with an existing scale (MSCEIT) and its four branches. Results in-
dicate the first component of the FEIS (Identify) is correlated sig-
nificantly with the MSCEIT total score (r(96) = .323, p<.01). This 
low-level correlation is expected given that both the first component 
of the FEIS and the MSCEIT measure a participant’s evaluation of a 
facial expression in a photograph. The second and third components 
(Context and Video), however, are not correlated with the total emo-
tional intelligence score provided by the MSCEIT, suggesting there 
is minimal overlap between the two instruments. The overall score 
for the FEIS and the MSCEIT exhibit a low-level correlation (r(96) 
= .255, p<.05). This pattern of results indicates that the MSCEIT and 
the FEIS examine distinct constructs. 

Structural equation modeling was used to examine the char-
acteristics of the FEIS model. The model, including the three com-
ponents of the FEIS scale and the MSCEIT (with its four compo-
nents), fits well (χ² (13) = 14.364, p = .35; CFI = .987, TLI = .980, 
SRMR = .047, RMSEA = .033 [90% CI = .000, .109]. All regression 
coefficients for the model components were significant at the .05 
level. This evidence provides support for the discriminant validity of 
the FEIS and its hypothesized structure.

The FEIS demonstrated acceptable test-retest reliability with 
a significant Pearson correlation of .79 for the overall score (r(85) 
=.79, p <.01) in Study 3. 

Studies 4 and 5 examine the face and predictive validity of the 
scale. Results indicate that marketing majors perform better than ac-
counting majors on the FEIS scale (Study 4) and that individuals 
with better emotion recognition ability, i.e., those who score higher 
on the FEIS scale, perform better in negotiation tasks (Study 5).

The current paper contributes to our understanding of market-
place metacognition (Wright 2002), persuasion knowledge (Fries-
tad and Wright 1994), and our knowledge and understanding of the 
intentions of others in the marketplace. Specifically, facial expres-
sion recognition can serve as an interpretive tool when assessing the 
goals and tactics of marketers.  FEIS also contributes to the social 
and emotional intelligence literatures by focusing on facial emotion 
recognition and creating an instrument that includes real-time, dy-
namic views of the face.
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