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Background 

• When primed to feel more powerful,  people appear to 
be more persuasive to independent observers 
(Lammers et al., 2013). 

• The perception of personal power elevates 
testosterone and decreases cortisol levels. These 
physiological changes lead to non-verbal psychological 
and behavioral changes perceptible to other people 
(Carney, Cuddy & Yap, 2010). 

• One way individuals feel a greater sense of personal 
power is when they think they are physically attractive 
(Anderson et al., 2012, Belmi & Pfeffer, 2013). 
 
 

Methodology 
 

Half of the class (7 female, 14 male) was randomly assigned to 
play the role of the Candidate, while the rest was assigned the 
role of the Recruiter (2 female, 19 male). Before the 
negotiation began, participants answered several planning 
documents. One of the Candidate role’s planning exercises 
included one of two reflection exercises: 
• High attractiveness prime: “Think about a time in your life 

in which you thought you were more physically attractive 
compared to others.” 

• Low attractiveness prime: “Think about a time in your life 
in which you thought you were less physically attractive 
compared to others.” 

 
In the exercise, the Candidate had an alternative offer of 2200 
points, while the Recruiter had an alternative offer of 4500 
points. Candidates negotiated with the Recruiter for 30 
minutes. After submitting their contract forms to the 
experimenter, the Recruiters evaluated the Candidate on 
several personality traits on a 5-point Likert scale. 

Results (cont’d) 

Conclusions 
People who think they are attractive have a greater 
sense of personal power which can make up for a deficit 
in actual power. With a greater sense of personal power, 
there is a self-fulfilling prophecy effect wherein the 
increased negotiator confidence has measurable effects 
in improving negotiation performance despite lacking 
any objective advantages over other candidates without 
the sense of personal power. 

Research Inspiration 
 

• Negotiation is a ubiquitous feature of social life (Neale 
& Bazerman, 1991). 

• Research suggests that subtle social cues can 
influence people’s construals and behaviors in a 
negotiation (Kay et al., 2004). 

• This study examines how an individual’s perception 
of personal attractiveness affects his or her behavior 
in negotiation and how the other negotiation 
partner responds. 

Purpose 

The purpose of this study is to examine whether subtle 
cues, such as people’s beliefs about their physical 
attractiveness, can influence their performance in the 
context of a negotiation. 
 
The study was an experiment that used the New Recruit 
exercise. It was conducted on the students enrolled in the 
Negotiations (OB289) class at the Stanford Graduate 
School of Business. The students were between 22 and 35 
years old. Throughout the study, all participants were 
unaware that they were involved in the study. They were 
debriefed at the end of the lecture. 

Questions addressed in this study: 
1. Does priming negotiators to think they are 

attractive or unattractive affect their performance 
in negotiations? 

2. Does the prime affect how others perceive them? 

Hypotheses: 
1. Negotiators primed to think they are attractive will 

perform better on objectively identical negotiation 
role plays than those who were primed to think 
they are unattractive. 

2. Negotiators primed to think they are attractive will 
be perceived as more powerful by their negotiation 
counterpart than those who were primed to think 
they are unattractive. 

Results 

The Candidates that were primed to think they are attractive 
were able to claim greater absolute value for themselves by 
31%.  

Average Value Claimed by Candidate 

(p = .04) 

M=4918 
SD=1454 

M=6433 
SD=1727 
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Candidates primed to think they are attractive claimed a 
greater share of the total value, despite having no objective 
advantages over the Candidates primed to think they are 
unattractive.  

Recruiter 
56% 

Unattractive 
44% 

Average % Value Claimed, by Negotiator Condition 

Attractive 
55% 

Recruiter 
45% 

(p = .06) 

Candidates who were primed to think they were 
attractive were perceived by the counterparts (i.e. the 
Recruiter) as more powerful. 

Candidate Power Ratings by Recruiter 

M=2.91 
SD=.54 

M=3.67 
SD=.71 
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(p = .01) 

Excerpts from Planning Documents 

The three statements above capture the sentiment 
expressed by many of the Candidates despite being in an 
objectively unfavorable negotiation position due to the 
alternative offers. 

I have a lot of power 
I can get the other person to do what I want 
I feel that the other person will do what I say 


