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Introduction

Hamermesh and Biddle (1994)
Beauty affect wage in three channels:
Confidence
Visual stereotype
Oral stereotype
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Theoretical Framework

A = αx + η

(1)

A is worker’s productivity which is a function of an observable resume
variable x and an unobservable component η.
C = η + πB + C

C ∼ N 0, σC2



(2)

C is a signal a worker receives of her own productivity; which we call her
Confidence
C̃ = C + C̃ = η + πB + C + C̃



(3)

C̃ is a signal of worker’s productivity which employer can observe under
oral communication.
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Theoretical Framework

w ∗ = αx + δTO ∗ C̃

(4)

w ∗ is the employer’s estimate of the workers productivity.
ŵ = w ∗ + βV TV ∗ B + βO TO ∗ S

(5)

S = B + S

(6)

ŵ is the employers actual estimate and S is communication and social
skills which are also a function of beauty.
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Experimental Design
Design

Each experimental session includes 5 workers and 5 employers.
All participants submit their basic labor market characteristics and a
digital photograph of them.
Each worker j is then asked for an estimate Cj of how many mazes of
the next level of difficulty he expects to complete during a 15 minute,
a measure of worker confidence. He receives a piece rate of 100 points
per solved maze minus 40 points for each maze that he mispredicted.
Πj = 100 × Aj − 40 × |Cj − Aj | +

5
X

Wij

(7)

i=1
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Experimental Design
Design

Each worker j receives five actual wages Wij :
with probability 0.8, employer i 0 s estimate, wij ; Wij = 100wij
with probability 0.2, the average estimate w̄ , Wij = 100w̄

Before the employer decides on her 5 estimates but after she has seen
all the workers, she is told which of her estimates will contribute to
the workers earnings.
The exact timing of this randomization is important for the design
because it allows us to test for some types of direct taste-based
discrimination.
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Experimental Design
Design

Each worker is then matched with 5 different employers.
All employers see the same online resume of each worker but they
differ in the mode of interaction with the worker:
B
V
O
VO
FTF

The task of each employer i is to estimate the expected productivity
wij of each worker j in 15 minutes.Employer i faces a penalty of 40
points for each mispredicted maze of worker j.
Πi = 4000 −

5
X

40 × |wij − Aj |

(8)

j=1
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Experimental Design
Empirical Strategy

wij = αXj +αP Pj +βBj +δCj +τ Sij +ϑB Sij ∗Bj +ϑC Sij ∗Cj +ψAj +ζi +ij (9)

Xj is a vector of all observable job market characteristics and Pj is his
projected performance based on his practice time.
β and δ capture the visual/oral stereotype channels and confidence
channel respectively.
ϑB and ϑC are positive if there is taste-based discrimination in favor
of the physically-attractive or the confident.
ψ indicate whether employers have information that improves their
productivity estimate but which is not yet captured by worker
characteristics (Xj , Pj ,Bj , Cj ).
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Data Description
Subject Pool

They conducted 33 experimental sessions at three different university
campuses from August 2002 to March 2003.
The participants did not know each other prior to the experiment or
could see or communicate with each other upon arrival to the lab.
100 points = 0.25 Peso
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Data Description
Measurement of Beauty

The evaluators were 50 high school students from Tucuman.
They construct the variable BEAUTY as the mean over all raters
centered beauty ratings.
r˜ij = rij − rˆi
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Preliminary Results
Determinants of Maze-Solving Productivity

They first verify that physical attractiveness does not raise actual
productivity, So they regress measured log-productivity Aj on all resume
variables Xj and physical attractiveness:
Aj = θXj + φBj + j

(10)

Table 3

As you can see the coefficient on beauty is not significant.
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Preliminary Results
Determinants of Worker Confidence

They then show that beauty does raise the workers productivity estimates.
They regress confidence on resume variables Xj and beauty Bj .
Cj = λXj + µPj + ξAj + πBj + j

(11)

Table 3
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Preliminary Results
11th Slide
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Preliminary Results
Determinants of Employers Expectations

They also show that beauty does raise the employers productivity
estimates.
wij = αXj + αP Pj + βBj + τ Sij + ϑSij ∗ Bj + ψAj + ζi + ij

(12)

Table 4
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Decomposing the Beauty Premium

A one percent increase in confidence increases wages by about 0.2
percent in treatments O and VO and 0.3 percent in treatment FTF.
One standard deviation in beauty increases confidence by about 13
percent, In treatment O a one percent increase in confidence
increases wages by 0.20 percent. Therefore, the total increase in
wages of a one standard deviation increase in beauty which is
transmitted through the confidence channel is 130.20 = 2.6 percent.
The residual beauty premium after controlling for confidence in
treatment O is 8.7 percent for a one standard deviation increase in
beauty.
Table 4
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Preliminary Results
Determinants of Employers Expectations
151th Slide
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Decomposing the Beauty Premium
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Conclusion

One important caveat is that they only model the interview process.
Some policies which can be extrapolate from this experiment are:
blind interview procedures such as telephone interviews can reduce the
beauty premium.
The beauty premium would decline even more strongly by preventing
oral interaction between employer and employee.

But such a policy would likely decrease the quality of job matches
along other dimensions because employers learn valuable private
information during the interview stage.
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The End!
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