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Abstract

In recent years, the community has been very concerned about the economic
consequences of physiological characteristics. As the construction of China's
market economy continues to progress, market competition is becoming more and
more intense. Sales personnel in enterprises are often responsible for transforming
corporate products and services into value, which also makes their position in
corporate competition increasingly prominent. Therefore, the recruitment, selection,
appointment and ultimate performance of sales personnel affect the survival and
development of enterprises to a certain extent. The real estate industry has strong
sales attributes, and it is often said that pearls are everywhere but not the same as
the eyes, so how to select the best sales talent and create a high-level sales team is
an eternal issue for real estate enterprises. Meanwhile, along with the promotion
and application of face recognition technology and the rapid development of the
meta-universe industry, facial features have gradually entered the vision of scholars
and business practitioners. Since ancient times, China has the tradition of face
recognition, so whether facial clues can help enterprises to better recognize and
employ people, and what is the theoretical support behind it.

In this paper, we introduce the prediction of behavioral traits, especially
individual sales performance, by facial features into the real estate industry, and
investigate whether the facial features (facial width-to-height ratio, fWHR) of
property salespeople can predict their sales performance? What is the mechanism
of action from the perspective of individual traits and external consumer
perceptions? What factors govern the predictive validity of fWHR on sales
performance?

This study deduces the overall research framework and hypotheses of this
paper based on combing related theories and literature, and empirically tests the
theoretical hypotheses through questionnaires, secondary data, and deep learning

methods to confirm that the fWHR in the facial features of salespersons can



effectively predict the individual performance of salespersons in the real estate
industry from the perspective of evolutionary cognition and social cognition. Study
1 extracted the facial features of real estate salespeople and analyzed the
relationship between the fWHR in the facial features of real estate salespeople and
their sales performance by linear regression, and initially found a positive
relationship between the fWHR of real estate salespeople and their sales
performance (quarterly average number of units sold, area sold and sales amount).
Based on Study 1, Study 2 analyzed the moderating effect of gender on the
relationship between facial features and sales performance in more detail, and the
results showed that the gender of salespersons moderated the relationship between
their fWHR and sales performance. Study 3 verified the mediating role of
individual achievement orientation in the relationship between fWHR and sales
performance by means of a questionnaire survey. Studies 4 and 5 explored the
relationship between salesperson fWHR, customer perceived trust, and sales
performance from the perspective of customer perceptions through a scenario-
based experiment to collect data on customer perceived trust.

The results of the study found that there was a significant positive relationship
between fWHR and sales performance (quarterly average number of units sold,
square footage sold, and amount sold), controlling for property salesperson
demographic information (gender, age, education, and marital status) and work
experience (hours worked), facial characteristics (facial width-to-height ratio,
fWHR) were associated with property salesperson performance, and the larger the
fWHR, the higher the sales The higher the fWHR, the higher the salesperson's
performance. Meanwhile, salesperson gender moderates the effect of fWHR on
sales performance, specifically, the effect of fWHR on sales performance is
positively significant among female salespeople, but not among male salespeople.
This paper also confirms the mediating mechanism between fWHR and individual

sales performance by means of multiple mediating effects analysis in two



dimensions: individual traits (achievement drive) and others' perceptions (customer
perceived trust). On the one hand, the results of this paper indicate that achievement
orientation is a mediating variable in the relationship between facial characteristics
and sales performance, i.e., the wider a salesperson's face is, the stronger his or her
achievement orientation tends to be, and a stronger achievement orientation leads
to higher sales ability and improves his or her sales performance. On the other hand,
customer perceived trust also plays a partially mediating role in the prediction of
fWHR on sales performance. Specifically, there is a significant positive relationship
between salesperson fWHR and customer perceived trust, i.e., salespeople with
wider faces tend to be more trusted by customers, and customer perceived trust is
positively related to salesperson performance, thus confirming the mediating role
of customer perceived trust. In addition, the comparison of the magnitude of the
mediating role of achievement orientation and customer perceived trust shows that
achievement orientation is stronger than customer perceived trust, which also
indicates that the effect of internal personality traits can be relatively stronger than
external perceptions in terms of personal performance achievement.

On the theoretical side, this paper complements and extends research on
salesperson performance, facial characteristics, and the intersection of the two from
the perspectives of evolutionary and social cognition, and provides new research
ideas. The predictive validity of objective physical characteristics on individual
behavioral traits is explored, and the moderating role of gender in this is examined.
The underlying mechanismof the relationship between fWHR and individual sales
performance is also explored at both the personal trait and consumer perception
levels.

In terms of practice, this paper can provide some guidance and implications
for marketers in the real estate industry. The findings of this paper point out that
fWHR can predict salesperson performance, and this predictive validity varies

across gender. This can not only provide guidance to the recruitment of front-line
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sales consultants and help build and optimize the team, but also provide a certain
degree of career guidance reference for employed people, i.e., people with different
facial features may differ in both personal character traits and customer perception
tendencies, thus causing their high and low performance. It can also provide
research scenario support for virtual sales scenarios. In the process of further
integration of metaverse technology with actual scenarios, online sales in the real
estate industry will gradually tend to be possible. Then for the design of virtual sales
consultant image, especially facial features, the results of this study also give some

insights.
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