
WINNING VOICES, WINNING FACES: HOW VOICE AND FACE 

PERCEPTION CAN “PREDICT” ELECTION RESULTS 

Mar Chust Rocher. Tutor: Julio González Álvarez. 

Trabajo final de grado en Psicología 2019-2020 (PS1048) 

 

 

RESUMEN 
 

En esta revisión bibliográfica hemos buscado información (2007-2020) acerca de cómo la percepción de la 

voz y la cara pueden predecir el resultado de las elecciones políticas. Esta información es relevante porque 

muestra que, al tomar decisiones, los humanos estamos muy influenciados por mecanismos cognitivos 

simples, comúnmente conocidos como estereotipos. Se han utilizado las bases bibliográficas de PsycInfo y 

Web of Science y se ha extraído finalmente una selección de 26 artículos.  

 Los resultados apuntan a la preferencia de los votantes por líderes políticos con un tono de voz grave, tanto 

en hombres como en mujeres. Dicha preferencia se correlaciona con la percepción de una mayor destreza 

física, competencia e inteligencia, así como de candidatos con experiencia, mostrando, además, una clara 

tendencia por aquellas voces que muestran un tono más variable.  

En relación a la percepción de rostros, los resultados indican una preferencia por las caras bellas, pues estas 

correlacionan con la percepción del éxito. Sin embargo, la percepción de la belleza está influenciada por el 

contexto y la ideología del votante: los rasgos masculinos son preferidos en tiempos de guerra y por aquellos 

de ideología conservadora, mientras que los rasgos femeninos son preferidos en contextos de paz y por 

aquellos de ideología liberal. Así, también la belleza pierde peso cuando el votante tiene una opinión bien 

formada del candidato. 

Como conclusión, consideramos que, al tomar decisiones, estamos influenciados por procesos 

estereotípicos inconscientes relativamente simples. Así, en el campo político la percepción de las voces y 

las caras muestra una clara relación con el resultado electoral. Sin embargo, se requieren futuros estudios 

para un conocimiento más preciso. 

 

ABSTRACT 

 
In this bibliographic review we have sought information (2007-2020) about how the perception of voice 

and face can predict the outcome of political elections. This information is relevant because it shows that, 

when making decisions, humans are highly influenced by simple cognitive mechanisms, commonly known 

as stereotypes. The bibliographic databases of PsycInfo and Web of Science have been used and a selection 

of 26 articles has finally been extracted. 

The results point to voters' preference for political leaders with a low pitched voices, both for men and 

women. This preference is correlated with the perception of greater physical dexterity, competence and 

intelligence, as well as experienced candidates, also showing a clear tendency for those voices that show a 

more variable tone. 

Regarding the perception of faces, the results indicate a preference for beautiful faces, as these correlate 

with the perception of success. However, the perception of beauty is influenced by the context and the 

ideology of the voter: masculine traits are preferred in times of war by voters of conservative ideology, 

while feminine traits are preferred in contexts of peace by those of liberal ideology. Thus, beauty also gives 

ground when the voter has a well-formed opinion of the candidate. 



 



REFERENCES 
 

Anderson, R. C., & Klofstad, C. A. (2012). Preference for Leaders with Masculine Voices 

Holds in the Case of Feminine Leadership Roles. PLoS ONE, 7(12). (*)  

Antonakis, J., & Dalgas, O. (2009). Predicting Elections: Child’s Play! Science, 323(5918), 

1183–1183. (*) 

Aung, T., & Puts, D. (2020, June 1). Voice pitch: a window into the communication of social 

power. Current Opinion in Psychology, Vol. 33, pp. 154–161. (*) 

Banai, B., Laustsen, L., Banai, I. P., & Bovan, K. (2018). Presidential, But Not Prime 

Minister, Candidates With Lower Pitched Voices Stand a Better Chance of Winning the 

Election in Conservative Countries. Evolutionary Psychology, 16(2). (*) 

Berggren, N., Jordahl, H., & Poutvaara, P. (2010). The looks of a winner: Beauty and electoral 

success. Journal of Public Economics, 94(1-2), 8–15. (*) 

Klofstad CA, Anderson RC, Peters S (2012) Sounds like a winner: voice pitch influences 

perception of leadership capacity in both men and women. Proceedings of the Royal Society 

B-Biological Sciences 279: 2698–2704. (*) 

Klofstad, C. A., Anderson, R. C., & Nowicki, S. (2015). Perceptions of competence, strength, 

and age influence Voters to select leaders with lower-pitched voices. PLoS ONE, 10(8). (*) 

Klofstad, C. A., & Anderson, R. C. (2018). Voice pitch predicts electability, but does not 

signal leadership ability. Evolution and Human Behavior, 39(3), 349–354. (*) 

Klofstad, C. A. (2016). Candidate Voice Pitch Influences Election Outcomes. Political 

Psychology, 37(5), 725–738. (*) 

Laustsen, L., Petersen, M. B., & Klofstad, C. A. (2015). Vote choice, ideology, and social 

dominance orientation influence preferences for lower pitched voices in political candidates. 

Evolutionary Psychology, 13(3), 1–13. (*) 

Laustsen, L., & Petersen, M. B. (2015). Winning Faces Vary by Ideology: How Nonverbal 

Source Cues Influence Election and Communication Success in Politics. Political 

Communication, 33(2), 188–211. (*) 

Lawson, C., Lenz, G. S., Baker, A., & Myers, M. (2010). Looking Like a Winner: Candidate 

Appearance and Electoral Success in New Democracies. World Politics, 62(04), 561–593. 

(*) 

Lenz, G. S., & Lawson, C. (2011). Looking the Part: Television Leads Less Informed Citizens 

to Vote Based on Candidates’ Appearance. American Journal of Political Science, 55(3), 

574–589. (*) 

Little, A. C., Burriss, R. P., Jones, B. C., & Roberts, S. C. (2007). Facial appearance affects 

voting decisions. Evolution and Human Behavior, 28(1), 18–27. (*) 

Little, A. C., Roberts, S. C., Jones, B. C., & DeBruine, L. M. (2012). The perception of 

attractiveness and trustworthiness in male faces affects hypothetical voting decisions 

differently in wartime and peacetime scenarios. Quarterly Journal of Experimental 

Psychology, 65(10), 2018–2032. (*) 

Mayew, W. J., Parsons, C. A., & Venkatachalam, M. (2013). Voice pitch and the labor market 

success of male chief executive officers. Evolution and Human Behavior, 34(4), 243–248. (*) 

Montano, K. J., Tigue, C. C., Isenstein, S. G. E., Barclay, P., & Feinberg, D. R. (2017). Men’s 

voice pitch influences women’s trusting behavior. Evolution and Human Behavior, 38(3), 

293–297. (*) 

Nagel, F., Maurer, M., & Reinemann, C. (2012). Is There a Visual Dominance in Political 

Communication? How Verbal, Visual, and Vocal Communication Shape Viewers’ 

Impressions of Political Candidates. Journal of Communication, 62(5), 833–850. (*) 



Olivola, C. Y., & Todorov, A. (2010). Elected in 100 milliseconds: Appearance-Based Trait 

Inferences and Voting. Journal of Nonverbal Behavior, 34(2), 83–110. (*) 

Pavela Banai, I., Banai, B., & Bovan, K. (2017). Vocal characteristics of presidential 

candidates can predict the outcome of actual elections. Evolution and Human Behavior, 38(3), 

309–314. (*) 

Puts, D. A., Apicella, C. L., & Cárdenas, R. A. (2012). Masculine voices signal men's threat 

potential in forager and industrial societies. Proceedings of the Royal Society B, 279, 601–

609. (*) 

Rule, N. O., Ambady, N., Adams, R. B., Ozono, H., Nakashima, S., Yoshikawa, S., & 

Watabe, M. (2010). Polling the face: Prediction and consensus across cultures. Journal of 

Personality and Social Psychology, 98(1), 1–15. (*) 

Rule, N. O., & Ambady, N. (2010). Democrats and Republicans Can Be Differentiated from 

Their Faces. PLoS ONE, 5(1), e8733. (*) 

Sorokowski, P., Puts, D., Johnson, J., Żółkiewicz, O., Oleszkiewicz, A., Sorokowska, 

A.,Pisanski, K. (2019). Voice of Authority: Professionals Lower Their Vocal Frequencies 

When Giving Expert Advice. Journal of Nonverbal Behavior, 43(2), 257–269. (*) 

Stel, M., van Dijk, E., Smith, P. K., van Dijk, W. W., & Djalal, F. M. (2012). Lowering the 

Pitch of Your Voice Makes You Feel More Powerful and Think More Abstractly. Social 

Psychological and Personality Science, 3(4), 497–502. (*) 

Tigue, C. C., Borak, D. J., O’Connor, J. J. M., Schandl, C., & Feinberg, D. R. (2012). Voice 

pitch influences voting behavior. Evolution and Human Behavior, 33(3), 210–216. (*) 

 


