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Abstract
Prior research in social psychology indicates that East Asians from collectivistic and
interdependent sociocultural systems are more sensitive to contextual information than
Westerners, whereas Westerners with individualistic and independent representation have a
tendency to process focal and discrete attributes of the environment. Here we have demonstrated
that such systematic cultural variations can also be observed in cyberspace, focusing on self-
presentation of photographs on Facebook, the most popular worldwide online social network site.
We examined cultural differences in face/frame ratios for Facebook profile photographs in two
studies. For Study 1, 200 digital profile face photographs of active Facebook users were randomly
selected from native and immigrant Taiwanese and Americans. For Study 2, 312 Facebook
profiles of undergraduate students of six public universities in East Asia (Hong Kong, Singapore,
and Taiwan) and the United States (California and Texas) were randomly selected. Overall, the
two studies clearly showed that East Asian Facebook users are more likely to deemphasize their
faces compared to Americans. Specifically, East Asians living in Hong Kong, Singapore, and
Taiwan exhibited a predilection for context inclusiveness in their profile photographs, whereas
Americans tended to prioritize their focal face at the expense of the background. Moreover, East
Asian Facebook users had lower intensity of facial expression than Americans on their
photographs. These results demonstrate marked cultural differences in context-inclusive styles
versus object-focused styles between East Asian and American Facebook users. Our findings
extend previous findings from the real world to cyberspace, and provide a novel approach to
investigate cognition and behaviors across cultures by using Facebook as a data collection
platform.
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Psychologists have provided abundant evidence demonstrating that the context of one’s
culture affects cognition and social behavior, with systematic differences observed between
East Asians (specifically, Japanese, Korean, and Chinese) and Westerners with respect to
visual perception, attention, and reasoning (Nisbett & Masuda, 2003; Nisbett, Peng, Choi, &
Norenzayan, 2001) as well as motivation, relationality, and self-concept (Markus &
Kitayama, 1991; Oyserman, Coon, & Kemmelmeier, 2002). Westerners, due to the
individualistic, independent, and self-based focus of their culture, have a tendency to process
focal objects and organize information via rules and categories in an analytic way. In
contrast, East Asians, based on their collectivist and interdependent representation, tend to
view themselves as part of a larger whole, resulting in a holistic information-processing bias
where object and contextual information are jointly encoded (Kitayama & Uskul, 2011;
Masuda & Nisbett, 2001; Nisbett & Masuda, 2003; Park & Huang, 2010).
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Such context-inclusive styles for East Asian and object-focused styles for Westerners were
observed on the perception of simplistic and abstract visual stimuli. For example, Kitayama,
Duffy, Kawamura, and Larsen (2003) asked Japanese and Americans to reproduce the
display after a square frame containing a vertical line was shown. Japanese tended to be
more accurate at drawing the line in the relative (proportional) task, suggesting better
memory for contextual relationships, but Americans were more accurate in the absolute
(context-dependent) task, suggesting better memory for the exact size of the focal object.
More recently, Masuda, Gonzalez, Kwan, and Nisbett (2008a) further explored cultural
differences in drawing and photographic styles employed by contemporary artists. After
analyzing Web-accessible digital images of portraits selected from representative museums
in East Asia and the United States, they found that the ratio of the size of the face to the size
of the entire frame was substantially smaller in East Asian portraits than in Western
portraits, suggesting the attentional tendency for East Asian painters to deemphasize the face
and to engage more contextual field information, while Westerners tended to take portraits
with the person’s face occupying a larger proportion of the picture. Similarly, a study of
photograph-taking behavior indicated that when taking photographs of a model, East Asians
preferred to make larger backgrounds and smaller models compared to Americans when
they were free to set the zoom function of the camera as they saw fit. In addition, when
participants were asked to rate the quality and choose the best photographs from sets of
pictures, Japanese were less likely than Americans to appreciate extremely narrow
backgrounds and larger faces of models. These results indicated that the internalized cultural
predilections in visual attention, predominantly context-inclusive styles for East Asians and
object-focused styles for Westerners, affect varied artistic and photographic expressions
(Masuda et al., 2008a; Morling & Lamoreaux, 2008).

Internet connectivity has become integrated into the milieu of social activities of most
societies and is widely used across the world as a popular platform for interaction and social
expression (Valkenburg & Peter, 2009). Given the evidence described above showing that
internalized cultural predilections shape cognition, it is reasonable to posit that sustained
exposure to a set of cultural practices will affect individuals’ social cognition both in the
offline world and in cyberspace. Internet websites, particularly online social network sites
such as Facebook and MySpace, provide the cyberspace for active users to systemize their
public profiles to communicate their motivation and interests to other social network
participants such as relatives, friends, and strangers. The burgeoning field of social and
personality psychology has provided evidence that there are striking consistencies in the
way individuals express and communicate their personality at online social network sites
that appear to be a product of extended social cognitions and behaviors (i.e., extended real-
life hypothesis; Ambady & Skowronski, 2008; Vazire & Gosling, 2004). Specifically, online
social network sites constitute an extended social context in which to reflect individuals’
characteristics, providing personal information that mirrors private thoughts, facial images,
and social behaviors (Ambady & Skowronski, 2008; Back et al., 2010; Vazire & Gosling,
2004).

The most popular online social network site is Facebook. As of January 2011, it attracted
more than 500 million users who spent an average of almost one hour per day on this site
(Facebook, 2011), and this global site had captured about 70% of social network users
outside the United States. In addition, Facebook had been successful in providing people
with a pathway to bridge their online (virtual world) and offline (real world) contacts with
other people living in varied sociocultural environments. For example, with a valid email
address, any user may create a personal profile complete with a profile photograph and a
variety of specific personal information (e.g., hometown, current city, date of birth, current
relationship status, favorite music/books/films, and the number of personal friends). This
information is voluntarily supplied by Facebook users. Therefore, users are given the
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opportunity to consider which aspects of their personality they prefer to present to other
users and which profile photos convey the best images of themselves. Accordingly,
Facebook users can actively manage their self-representation more systematically than in
face-to-face situations (Ellison, Heino, & Gibbs, 2006; Krämer & Winter, 2008).

In the present study, we demonstrate the continuity of attentional tendencies associated with
culture by studying variations of visual image on Facebook as a function of culture. We
measured the ratio of the face area to the area of the entire profile photograph and analyzed
the characteristics of profile photographs across cultural groups. As the area of the face
becomes larger, it limits the space of photo for contextual information (Masuda et al.,
2008a). In Studies 1 and 2, we examined cultural differences in self-presentation of
Facebook profile photographs with objective and subjective measures, respectively. In Study
2, we further tested the impact of culture on Facebook profile photos from a variety of cities
in East Asia and the United States. Given the evidence of the context-inclusive styles
utilized by East Asians and object-focused styles preferred by Westerners in visual
presentation, we hypothesized that the East Asian Facebook users would be predisposed to
post profile photos that depicted less face area and incorporated more context, whereas
Western Facebook users would post personal profile photos where context was less salient.

STUDY 1
The first study examined the cultural differences in profile photographs at online social
network sites (i.e., Facebook). Individuals from Taiwan and the United States were selected;
half of each group lived in their culture of origin and half were immigrants to the other
culture.

Methods
Samples—A total sample of 200 public digital profile photographs with faces of active
Facebook users (ages 18–29) in Taiwan and the United States were randomly selected across
gender using the network search tool provided by Facebook between February 10, 2010 and
February 18, 2010. There were four groups of subjects: 50 Taiwanese students in National
Taiwan University in Taipei, Taiwan and 50 American students from the University of
Illinois at Urbana-Champaign, IL; in addition, we selected 50 Taiwanese nationals studying
at the University of Illinois and 50 Americans currently studying in Taipei, Taiwan. To
isolate the cultural group, we used the Facebook search tool and located their current city
and hometown by their self-reported information. To isolate the 50 Taiwanese subjects, we
filtered their current city to “Taipei, Taiwan” and hometown to “Taiwan”. This yielded more
than 1000 profiles and from these, 50 students were randomly selected across gender by
eliciting a random number generator, with 26 males and 24 females. We used a similar
search process to isolate 50 students at the University of Illinois by filtering their current city
to “Champaign, IL” and hometown to any cities in the “United Sates”, focusing on
Caucasians (25 males, 25 females) based on their online photographs. We also isolated 50
Taiwanese students at the University of Illinois (26 male, 24 females) by filtering their
current city to “Champaign, IL” and hometown to any cities in “Taiwan.” Similarly, 50
Americans who were currently studying in Taiwan were selected by filtering their current
city to “Taipei, Taiwan” and hometown to any cities in the “United Sates,” focusing on
Caucasians based on their online photographs (27 males, 23 females). Because we are
interested in how culture influences the way subjects present their face, any individuals who
used a nonhuman object such as animated pictures, portraits of animals, and scenic settings
were excluded from the selections. Also, photos with low resolution (fewer than 200 × 121
pixels) were excluded.
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Measures—To evaluate the cultural variation in the use of context in profile photos on
Facebook, we followed the procedure conducted by Masuda et al. (2008a) and measured the
ratio of the face area to the area of the entire frames by using software ImageJ (National
Institute of Health, USA). The face area was measured according to the following two
criteria: (1) Height was determined by measuring the distance from the top of the head to the
chin, including hair or hat, and (2) width was determined by measuring the longest
horizontal distance across the entire face, excluding hair and hat.

Results and discussion
For all analyses, we adopted an overall significant level of at least p < .05. A two-way
analysis of variance (ANOVA) was conducted with culture of original group (Taiwanese vs.
American) and culture location (Taiwan vs. United States) as between-subjects independent
variables, and the ratio of face area as the dependent variable. The analysis revealed a
significant main effect of culture of original group: Taiwanese showed smaller ratio of face
areas on Facebook photos than Americans, regardless of the cultural locations of the
Facebook users, F(1, 199) = 7.57, p < .01, η2 = 0.037 (means of 8.81 % and 12.67 % for
Taiwanese and Americans respectively). Neither the main effect of cultural location, F(1,
199) = 2.35, p = .13, η2 = 0.012, nor culture of original groups by cultural location
interaction, F(1, 199) = 0.58, p = 0.45, η2 = 0.003, reached significance. These results first
demonstrated that Taiwanese deemphasized their faces and exhibited a predilection for
context inclusiveness in Facebook profile photos, whereas Americans tended to prioritize
the focal figure at the expense of the background. Although not significant, we do note that
congruent with the holistic/analytic hypothesis (Nisbett & Masuda, 2003; Nisbett et al.,
2001), Americans studying in Taiwan and Taiwanese studying in the United States both
showed a tendency to adjust their profile photos to perceptual tendencies of their host
country (see Figure 1).

STUDY 2
The finding of Study 1 suggests that there is a cultural variation of attentional tendencies at
online social network sites. We considered, however, that ecology such as climate can have
substantial impact on psychological process (Kitayama & Uskul, 2011) and might play a
role in self-presentation, as the Taipei students were in warmer environments, possibly
leading to a more contextual, outdoor presentation of photos that would include more
contexts. We thus collected new data from cities with more comparable climates and from a
broader range of cities as well. For Study 2, we collected Facebook profiles from three
Asian and three US cities with more comparable climates: Hong Kong, Singapore and
Taipei in East Asia and San Diego, CA, Austin, TX, and Berkeley, CA in the US. Moreover,
Facebook penetration rates were comparable among these cities. Digital profile photographs
and number of friends of each profile were examined in this study. In addition, to evaluate
the potential culture-independent and culture-specific characteristics of profile photos on
Facebook, we examined the characteristics on profile photos, including body portion,
number of people, background, and smile intensity, which had been suggested to play
critical roles on interpersonal perception and impression agreement on online social
networks (Krämer & Winter, 2008; Fitzgerald Steele, Evans, & Green, 2009). Given the
evidence form Study 1, we predicted that East Asian Facebook users living in Hong Kong,
Singapore, and Taiwan would present their online profile photos in context-inclusive style,
which depicted less face area and incorporated more context, whereas Western Facebook
users living in California and Texas would post personal online profile photos where context
was less salient. Moreover, based on previous studies of cultural psychology in laboratory,
we expected that American Facebook users would demonstrate greater smile intensity, a
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smaller number of friends, more head-only presentation, and equivalent outdoor-scene
background in photos, compared to their East Asian counterparts.

Methods
Samples—A total sample of 312 profiles accessible on Facebook of undergraduate
students (age 18–24 years) of public universities in three East Asian regions and three areas
in the United States were selected using the network search tool provided by Facebook,
between February 20, 2010 and March 5, 2010. The universities were selected according to
student population and had a high level of student selectivity. The Asian universities
selected were the Chinese University of Hong Kong, the National University of Singapore,
and National Taiwan University. The American universities selected were the University of
California, San Diego, the University of Texas at Austin and the University of California–
Berkeley. None of the selected samples from Study 1 were utilized in this study. Fifty-two
undergraduate students were randomly selected across genders from each university, and the
male/female distribution ranged from 30/22 to 25/27 (see Table 1). These were public
profile photographs and self-reported information on Facebook that were posted by active
users. The procedures for selection were the same as those described in Study 1.

We should note that the regions sampled in this study were ranked as the top three
populations of Facebook users in East Asia (52.4%, 49.7%, and 47.1% for Hong Kong,
Taiwan, and Singapore, respectively) and the top two populations of Facebook users in the
United States (51.5% and 44.6% for California and Texas, respectively) (Socialbakers,
www.facebakers.com), reflecting a representative sample of Facebook users from each
cultural environment. In addition, these regions reported a constant climate with relatively
warm weather and above-average daily sunshine hours (National Oceanic and Atmospheric
Administration, www.noaa.gov). In order to treat “City” as a systematic variable, we ranked
the cities within each culture from small to large so that for Asia, the cities were Taipei,
Singapore, Hong Kong and for the US cities, the order was Berkeley, Austin, and San
Diego. This allowed us to assess interactions between culture and city.

Measures—Digital profile photographs and number of friends of each profile were both
examined in this study. In the analysis of profile photographs, we measured the ratio of the
face area to the area of the entire frame for each sample. The criteria for identifying the area
of the face (Masuda et al., 2008a) and measuring method were identical to those in Study 1.
Because public information was voluntarily supplied and could change across days, we
recorded the number of friends associated with each profile on March 5, 2010.

To evaluate the potential culture-independent and culture-specific characteristics of profile
photos on Facebook, three independent raters who were blind to the hypotheses further
coded each profile photo into four different categories, including body portion (head with
full body, head only, or head with partial body), number of people (only one person, more
than one person, or a large group with more than six persons), background (indoor, outdoor,
or unsure), and smile intensity (smile with teeth, smile without teeth, or no smile) (Abel &
Kruger, 2010; Freese, Meland, & Irwin, 2007). These characteristics of profile photos posted
at online social networks had been suggested to play critical roles in interpersonal perception
and impression agreement (Fitzgerald Steele et al., 2009; Krämer & Winter, 2008).

Results and discussion
For all analyses, we adopted an overall significance level of at least p < .05. A two-factor
(culture and city) ANOVA including the ratios of face area as dependent variable revealed a
significant main effect of culture: Americans showed significantly larger size of the ratio of
face areas on Facebook profile photos than their East Asian counterparts, F(1, 306) = 15.53,

Huang and Park Page 5

Int J Psychol. Author manuscript; available in PMC 2014 June 01.

N
IH

-PA Author M
anuscript

N
IH

-PA Author M
anuscript

N
IH

-PA Author M
anuscript



p < .01, η2 = 0.048 (Table 1). In addition, neither the city main effect, F(2, 306) = 0.39, p = .
68, η2 = 0.003, nor the interaction of culture with city reached significance, F(2, 306) =
0.64, p = .53, η2 = 0.004. Thus the results confirmed our findings from Study 1.

Another two-factor (culture and city) ANOVA that included the number of friends as
dependent variable revealed no effect of culture, F(1, 306) = 6.928, p =.53, η2 = 0.002, or
interaction of culture with city, F(2, 306) = 1.32, p = .27, η2 = 0.019. The main effect of
city, however, was significant, F(2, 306) = 6.928, p < .01, η2 = 0.06. An examination of
means suggests that students in Taipei and Berkeley had the fewest friends whereas students
in Austin and Singapore had the most (see Table 1), reflecting that the tendency to
communicate and associate with other Facebook users may be more tightly bound to local
than to national culture.

The reliability coefficient for the coding of characteristics among three raters was high
(averaged kappa = 0.93). Therefore, we averaged across raters for the four categories (a total
of 12 items) and computed proportions (percentage of total number) in which the
characteristics were manifested as shown in Table 2. The results indicated that East Asians
and Americans showed similar presentations of background information, as there was no
effect of indoor/outdoor background (χ2 = 0.20, p = 0.905), nor did the cultures differ in the
number of people in their profile photos (χ2 = 4.46, p = 0.107). However, culture-specific
presentations of body portion (χ2 = 17.33, p < .01) and smile intensity (χ2 = 7.57, p < .05)
on their profile photos were reported. With regard to body portion, Americans were more
likely to exhibit their entire face without other body part on the photo, demonstrating their
preference for prioritizing their face at the expense of the background, consistent with the
holistic/analytic hypothesis (Nisbett & Masuda, 2003; Nisbett et al., 2001). Interestingly,
with regard to smile intensity, Americans tended to show greater intensity of smiling (i.e.
smile with teeth) compared to their East Asian counterparts (58.3% vs. 45.5%), whereas
East Asians more likely to be less emotionally expressive (i.e. smile without teeth) than
Americans (28.6% vs. 16.5%), reflecting the cultural variations in emotional expression for
happiness when personal photographs were taken by others. This finding is consistent with a
series of previous results showing that the intensity of Easy Asians’ facial expression was
weaker than that of North Americans (Chim, Moon, & Tsai, 2009; Tsai, 2007; Tsai,
Knutson, & Fung, 2006; Tsai, Louie, Chen, & Uchida, 2007; Tsai, Miao, & Seppala, 2007).
Furthermore, our result is considered in light of evidence that American culture encourages
open emotional expression for happiness (Kitayama & Markus 1994; Kitayama, Markus, &
Kurokawa, 2000; Matsumoto, 2009) and of observation that East Asian cultures place
greater emphasis on promoting emotional balance and control (Markus & Kitayama, 1991;
Matsumoto, 2009; Uchida & Kitayama, 2009).

GENERAL DISCUSSION
Overall, our results demonstrated cultural variations in online social network (Facebook)
profile photographs. Study 1 examined the salience of face versus background in the online
profile photos among four cultural groups: native and immigrant Taiwanese and Americans.
The results indicated that Taiwanese Facebook users exhibited a predilection for context
inclusiveness whereas American Facebook users tended to prioritize the focal face in profile
photos. Study 2 demonstrated the generality of the effect, as natives were sampled from
three East Asian and three American cities. We reported that Americans tended to exhibit
their entire face without other body parts and also were more likely to show greater smile
intensity compared to their East Asian counterparts on Facebook profile photos. The finding
is congruent with the notion of context-inclusive styles for East Asian and object-focused
styles for Westerners (Kitayama & Uskul, 2011; Masuda & Nisbett, 2001; Nisbett &
Masuda, 2003; Park & Huang, 2010), and provides evidence supporting the notion that
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culture-preferred styles are implicitly embedded in cultural products (Morling &
Lamoreaux, 2008; Masuda et al., 2008a). We believe this may be the first demonstration that
culture influences self-presentation on Facebook, the most popular worldwide online social
network site.

Given the suggestion that Facebook constitutes an extended social context and mirrors
various perspectives of individuals’ characteristics into a personal profile (Ambady &
Skowronski, 2008; Back et al., 2010; Vazire & Gosling, 2004), the cultural differences of
attentional biasing between focal face and contextual information in the virtual world (i.e.,
Facebook) is likely derived from repeated exposure to culturally characteristic systems
(Markus & Kitayama, 1991; Masuda & Nisbett, 2001; Miyamoto, Nisbett, & Masuda, 2006;
Oyserman et al., 2002). One seminal framework for understanding the impact of culture on
visual attention suggests that sustained social practices and ideas of interdependence in East
Asian cultures (specifically, Japan, Korea, Taiwan, China, and Hong Kong) facilitate their
sensitivity to social and contextual cues, and the training of social practices and ideas of
independence in Westerners shapes their emphasis on focal and discrete attributes of the
environment (Masuda & Nisbett, 2001; Nisbett & Masuda, 2003). Although there is no
significant effect of acculturation in Study 1, our data found that Americans studying in
Taiwan and Taiwanese studying in the United States both showed a tendency to adjust their
profile photos to attentional biases of their host country, congruent with the prediction of the
situated cognition hypothesis and the notion of the holistic/analytic hypothesis (Nisbett &
Masuda, 2003; Nisbett et al., 2001). The observed cultural variation in the ratio of the face
area to the entire frame on Facebook photos in the present study appears to result from
cultural preferences for contextual processing. Recent studies have measured individuals’
eye movements, suggesting that there are cultural preferences for attending to different
aspects of visual images. For example, Chua, Boland, and Nisbett (2005) examined the
pattern of eye movement in East Asians and Westerners when viewing scenes with
embedded central objects. They reported that Westerners tended to fixate longer and more
on focal objects, whereas Chinese participants had shorter fixation durations and more
saccades to background scenes, indicating that East Asians are likely to see visual images
contextually, attending to more relational information between objects and backgrounds.
Following that, Goh, Tan, and Park (2009) reported a distinct eye-movement pattern within
cultures, favoring the conclusion that East Asians are more sensitive to context in aesthetic
preference and representational domains than Westerners. Finally, Masuda et al. (2008a)
demonstrated that Americans took portrait photographs in which the face of the portrait
occupied a larger area of the frame than the background, whereas photographs taken by
Japanese consisted of a much larger portion of the background relative to the face.
Therefore, we suggested that the cultural variations on Facebook profile photographs can be
attributed to a context-inclusive preference for East Asians and object-focused preference
for Westerners.

Although evidence on cultural variations of attentional tendency for the real world is
accumulating, cultural influences on cognition and social behavior in the virtual world are
still unexplored. In one of the crosscultural studies on the Internet, Masuda, Wang, and Ito
(2008b) investigated the characteristics of the websites related to governmental institutions
in East Asia (China, Japan, and Korea) and North America (Canada and USA). Despite not
directly examining the cultural variations in context-inclusive versus object-focused styles
on photographs, they reported that the home pages created by East Asians were more likely
than those of their North American counterparts to have more verbose descriptions and to
contain more links to other websites, suggesting a greater complexity of information
presented by East Asians, in agreement with the notion of a more context-inclusive style.
Congruent with these findings on cyberspace, our results demonstrated that East Asian
Facebook users are more likely as well to display contextual information in photographs of
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self. This extends the observation that the analysis of cultural values is implicitly embedded
in cultural products (Morling & Lamoreaux, 2008), from traditional measures to Web-based
measures.

There is an emerging literature suggesting that genders are differentially displayed on
several traditional media such as newspapers and magazines in the real world, with women
framed from a more distant perspective compared to men—a phenomenon known as “face-
ism” or “face prominence” (Archer, Iritani, Kimes, & Barrios, 1983; Szillis & Stahlberg,
2007). The differential display of men and women has been suggested to be invariant across
different cultural groups (Archer et al., 1983). In line with this perspective, we further
examined whether gender impacted our findings. Our results showed that, although not
significant, there was a tendency for men to be higher in facial prominence than women
across cultures (male vs. female: 9.52 vs. 8.14% for Taiwanese, and male vs. female:
13.98% vs. 11.43% for Americans in Study 1; male vs. female: 7.99% vs. 7.05% for East
Asians, and male vs. female: 13.67% vs. 11.63% for Westerners in Study 2), congruent with
recent researches demonstrating gender differences in self-posted profile photos in online
social network sites (Cooley & Reichart Smith, 2010; Smith & Cooley, 2010; Szillis &
Stahlberg, 2007). Our findings are thus suggestive of a crossculturally invariant form of
gender stereotype (Williams & Spencer-Rodgers, 2010) and provide evidence that cultural
values as well as social gender stereotypes appear to be internalized by individuals and
jointly influence their presentation of photographs in cyberspace.

One of the limitations of the work reported here is that, because we were interested in how
culture influences the way individuals present their face on cyberspace, all nonhuman
objects (e.g., animated pictures, portraits of animals, and scenic settings) were excluded
from the selections. This selection bias may ignore the possibility that the visual
presentation of the proportion of nonhuman objects differs by culture. One hypothesis would
be that, according to the idea of individualism/collectivism and context-inclusive/object-
focused style, East Asian Facebook users would tend to display more nonhuman
photographs, indicating less emphasis on the individual and lower intensity of self-
presentation. This study examined only Facebook profile photographs with users’ faces, and
further work is required to examine the cultural impact on other types of profile photograph.
Moreover, there also may be a subtle difference between individuals who post publicly
versus privately. These issues should be considered in further research regarding online
behaviors.

In sum, we demonstrated culture-specific and culture-independent characteristics in
Facebook profiles. The two studies together demonstrate the context-inclusive style
characteristic of East Asians and object-focused styles for Westerners in self-presentation on
Facebook, the most popular worldwide online social network site. The findings support the
notion that the analysis of cultural values are internalized by individuals and implicitly
embedded in cultural products (Morling & Lamoreaux, 2008). Our findings further extend
previous evidence of systematic cultural differences in the offline world to cyberspace,
supporting the extended real-life hypothesis (Ambady & Skowronski, 2008; Vazire &
Gosling, 2004) which suggests that individuals express and communicate their self-
representation at online social network sites as a product of extended social cognitions and
behaviors. Importantly, this research also provided a novel approach to investigate social
cognition and human behaviors across cultures by using Facebook as a research platform.
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Figure 1.
The ratio of the face area to the size of the entire frame on Facebook profile photographs
across four groups in Study 1. The error bars indicate the standard errors of the means for
each group.
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