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Digital images taken by mobile phones are the most frequent class of images created 
today. Due to their omnipresence and the many ways they are encountered, they require 
a specific focus in research. However, to date, there is no systematic compilation of the 
various factors that may determine our evaluations of such images, and thus no explanation 
of how users select and identify relatively “better” or “worse” photos. Here, we propose 
a theoretical taxonomy of factors influencing the aesthetic appeal of mobile phone 
photographs. Beyond addressing relatively basic/universal image characteristics, perhaps 
more related to fast (bottom-up) perceptual processing of an image, we also consider 
factors involved in the slower (top-down) re-appraisal or deepened aesthetic appreciation 
of an image. We span this taxonomy across specific types of picture genres commonly 
taken—portraits of other people, selfies, scenes and food. We also discuss the variety of 
goals, uses, and contextual aspects of users of mobile phone photography. As a working 
hypothesis, we propose that two main decisions are often made with mobile phone 
photographs: (1) Users assess images at a first glance—by swiping through a stack of 
images—focusing on visual aspects that might be decisive to classify them from “low 
quality” (too dark, out of focus) to “acceptable” to, in rare cases, “an exceptionally beautiful 
picture.” (2) Users make more deliberate decisions regarding one’s “favorite” picture or 
the desire to preserve or share a picture with others, which are presumably tied to aspects 
such as content, framing, but also culture or personality, which have largely been 
overlooked in empirical research on perception of photographs. In sum, the present review 
provides an overview of current focal areas and gaps in research and offers a working 
foundation for upcoming research on the perception of mobile phone photographs as 
well as future developments in the fields of image recording and sharing technology.

Keywords: photography, image aesthetics, individual differences, picture quality, contextual variables, object 
genre, user-centered model, smartphone camera

https://www.frontiersin.org/journals/psychology
https://www.frontiersin.org/journals/psychology
www.frontiersin.org
https://www.frontiersin.org/journals/psychology#articles
http://crossmark.crossref.org/dialog/?doi=10.3389/fpsyg.2022.786977﻿&domain=pdf&date_stamp=2022-02-28
https://www.frontiersin.org/journals/psychology#editorial-board
https://www.frontiersin.org/journals/psychology#editorial-board
https://doi.org/10.3389/fpsyg.2022.786977
https://creativecommons.org/licenses/by/4.0/
mailto:helmut.leder@univie.ac.at
https://doi.org/10.3389/fpsyg.2022.786977
https://www.frontiersin.org/articles/10.3389/fpsyg.2022.786977/full
https://www.frontiersin.org/articles/10.3389/fpsyg.2022.786977/full
https://www.frontiersin.org/articles/10.3389/fpsyg.2022.786977/full
https://www.frontiersin.org/articles/10.3389/fpsyg.2022.786977/full


Frontiers in Psychology | www.frontiersin.org 2 February 2022 | Volume 13 | Article 786977

Leder et al. Aesthetics of Mobile Phone Photographs

INTRODUCTION

In today’s world, there are many millions of images taken 
every day. Most of these are taken by mobile phones. It is 
estimated that, in 2020, about 6  billion users took 1.4 trillion 
photos with their mobile devices.1 The mobile phone is our 
go-to device for documenting trips, social encounters, and 
important events such as weddings. It is the everyday camera 
for recording domestic events and memorable objects, fashion, 
pets or food. With the rise of social media and digital 
communication and the Internet, mobile photos are also a 
main means by which we  record, curate, and communicate 
ourselves. Perhaps because of this prevalence of images, the 
camera has become one of the most emphasized features of 
mobile phones, with rapid technological improvements in aspects 
such as lenses and image sensors as well as image processing 
aspects including filters, color, and light correction. While these 
aspects certainly contribute to the technical quality of an image, 
the aesthetic appeal of the image most probably depends also 
on many more factors and psychological dimensions that are 
usually not covered by engineers (cf. Keelan, 2002).

How do we  choose a good photograph on our mobile 
phones? Let us say you  are with your friends and want to 
show them images of your recent hiking trip, your family 
gathering, a fancy dinner. What features make you  think, “I 
really want to share this one?” Let us say you  are handed 
another friend’s phone. When you are flipping through various 
pictures, what makes you stop and say “Wow, this is beautiful!?” 
“That is a great shot!.” Despite the prevalence of digital photos 
and phones in our lives, there is a lack of a systematic discussion 
of not only image-related, but also context- und user-related 
variables that affect our aesthetic responses to this domain. 
This leaves us without a means of explaining, anticipating, 
and empirically assessing the most basic of questions regarding 
our evaluations and selection decisions with mobile phone 
photographs—a current knowledge gap that both impacts our 
basic understanding of this medium, its relation to culture 
and communications, and the many pragmatic economic and 
social aspects involving one of the increasingly most basic 
features of our modern lives—mobile phone technology, and 
our digital existence. It is necessary to systematically investigate 
the factors affecting image beauty, from a psychological—
perceiver—viewpoint and develop a wholistic model of perceived 
image beauty which goes beyond traditional image quality 
metrics. The latter typically focus on image-related properties 
such as resolution, dynamic range, noise, blurriness, or various 
visual artifacts (e.g., Zhai and Min, 2020; Duanmu et al., 2021; 
Tade and Vyas, 2021). However, in many cases, an image will 
not be  perceived as aesthetically appealing or beautiful only 
for its lack of technical degradations. To understand the aesthetic 
appeal of images, it is necessary to move beyond image-related 
variables and take a broader set of contextual variables 
into account.

1 https://focus.mylio.com/tech-today/how-many-photos-will-be-taken-in-2020; 
https://www.statista.com/statistics/330695/
number-of-smartphone-users-worldwide/

Present Paper
The goal of this paper is to provide a systematic framework 
for understanding the aesthetic responses to photographs taken 
with mobile phones (hereafter Mobile Phone Photographs, 
MPP). We  approach this question from the perspective of 
research in empirical aesthetics and visual preference2 (Leder 
and Nadal, 2014; Pelowski et  al., 2017). Past models on art/
aesthetics, especially in conjunction with empirical work done 
to consider basic features of visual processing and appreciation 
(color, contrast, complexity, etc.) provide an important basis 
for the present discussion. Here, we  connect these models 
explicitly to the mobile photography domain. We  start with 
a range of image-related factors such as color, or contrast. 
We  also consider more intermediate processing-related factors 
such as symmetry or composition. We  combine our approach 
with a consideration of the influences of interindividual, and 
cultural-context related sources of variation, motivations, and 
expectations—the latter factors of which might show key 
interactions and differences in terms of specific image factors 
when choosing photos. To make this maximally applicable to 
pragmatic discussions of how photos are used, we  especially 
account for specific photo genres (i.e., contents), which represent 
the main types of pictures currently taken. Along with our 
review, we  propose a first taxonomy of the variables that are 
important for the aesthetic evaluation of photographs in general, 
and MPP, more specifically.

A Working Framework for Considering 
Mobile Phone Photographs
Figure  1 shows the main components of our approach, which 
is inspired by previous aesthetic processing models of Leder 
et  al. (2004) and Leder and Nadal (2014). In our framework, 
the individual user of the phone is in the center. On the left, 
we  depict aspects that an individual brings to an encounter, 
involving specific expectations depending on the situation (i.e., 
I  am  expecting to see a snapshot, to select a photo for a 
specific purpose, to see something beautiful, or even artistry, 
etc.). We  suggest that the photo genre (which objects are 
depicted) could be rather important in predicting which aspects 
might be  considered during assessments of image beauty. The 
user himself is also a source of variation—as our sense of 
beauty also reflects previous experiences and specific taste (Leder 
et al., 2004) that might largely differ due to cultural backgrounds 
and other sources for differences in aesthetic standards.

Along four temporarily ordered processing stages, we  have 
listed contextual aspects that we  assume play an important 
role influencing two outcome checks which could be  key to 
photo processing. This marks a departure from many models, 
which tend to flow toward only one (or a collection of rather 
equally weighted) outputs. Here, we  are instead proposing an 

2 Note, this paper does take into account, to some extent, important ideas and 
work from humanities, art history (e.g., Gombrich, 1960; Freedberg, 1991), 
and image sciences in the humanities. However, to fully review these would 
exceed the scope of this project, whereas the focus on empirical studies in 
aesthetics allows us to better gear the theoretical work and its result to ongoing 
empirical research.
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initial “quick” outcome check 1, and a longer or “secondary” 
outcome check 2 whereby viewers might decide on an image. 
Of course, we  do not suggest that these different aesthetic 
experiences are determined by clearly distinctive, strictly linear, 
sequential processing stages (Campagna et  al., 2020); however, 
we  use this classification to allow a systematic assignment of 
features deemed particularly relevant for the outcomes. 
Specifically, we  distinguish early visual processing, followed by 
an intermediate processing level, with more explicit top-down 
integration with memory where we  also classify content—that 
is, object class or genre. This is followed by a “cognitive 
mastering” stage that was originally conceptualized in art 
processing models (Leder et  al., 2004; see Belke, 2020). To 
accomplish a decision on the later level, the cognitive and 
affective processing at early stages is followed by the potential 
to essentially continue engagement, requiring re-looping through 
the model, toward a more involved, overtly top-down assessment. 
This requires a more time-consuming check of various image 
features, to refresh memories or allow to repeat pleasurable 
moments of image beauty. However, these processes often 
integrate schema for what makes a beautiful image of a certain 
genre and can have highly idiosyncratic, meaningful, and 
sometimes self-relevant elements (see Pelowski et  al., 2017).

From Fast Preferences to Deeper Aesthetic 
Episodes
By varying the time provided to experience an image, it has 
been routinely shown that certain factors can be  of more or 

less importance in evaluations, presumably as these may 
be  attended to in different stages of the processing sequence 
(Leder et  al., 2004; Pelowski et  al., 2020). When considering 
visual artworks, we  previously argued that to move through 
one loop in the basic model takes about 500 milliseconds 
which would align with the initial “gist” outcome suggested 
above. Importantly, a gist of a scene contains information about 
objects, if they are visually distinct or salient, and thus can 
activate schemata that also refer to specific objects, for example, 
that an urban scene contains houses, or that a supermarket 
scene contains shelves. Further studies have shown that we then 
might go through subsequent re-processing or re-looping through 
the model. As a general minimal time for this, previous papers 
have argued that about 6  s mark the point at which initial 
appraisals tend to become more robust and less impacted by 
specific evaluation durations. Similarly, emotional responses 
might be  instantaneous and direct, but also might develop 
over time, with sudden, unexpected states of surprise and 
insight (Pelowski et al., 2017). While beauty can be experienced 
on a short time scale (e.g., Bachmann and Vipper, 1983), deep, 
absorbing aesthetic experiences surely need time to unfold 
their full power (Pelowski et  al., 2017) and mere extension 
in time allows for an aesthetic experience to arise.3 Accordingly, 
the fast perception of beauty and slower, more content-focused 

3 https://kunstgeschichte.univie.ac.at/forschungsprojekte/crea/
time-makes-the-difference/

FIGURE 1 | Main processing stages, influencing variables and two distinctive outcomes regarding beauty of mobile phone photographs.
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processing can reflect partly independent modes of processing 
(cf. Redies, 2015).

Bar et  al. (2006) demonstrated that preference judgments 
can be  made within milliseconds of image exposure (see also 
Todorov and Porter, 2014). Bachmann and Vipper (1983) 
replicated and extended the findings by Cupchik and Berlyne 
(1979) that people could not only differentiate art styles based 
on collative properties, but that this differentiation already 
seemed to be  apparent at very short presentation times in the 
range of milliseconds. Locher et al. (2007) argued that pictorial 
properties of an image (e.g., symmetry and complexity) can 
be  perceived well within 100 ms, including a gist of an image 
comprising expressive aspects and aesthetic judgments. Augustin 
et  al. (2008) found that processing of content in artworks 
(what is depicted) occurs as fast as 10 ms and is already strongly 
developed after presentations of around 50 ms, as is style. 
Similarly, Verhavert et al. (2017) showed that beauty judgments 
increased from 10, 20, 100 ms, but were available very fast, 
and might be  based on low-level sensory visual information 
available within the first 40 ms. Thus, within 100 ms, a picture 
is probably already “understood” in the sense that observers 
seem to comprehend quite a lot of visual information, but a 
delay of a few hundred ms is required for the picture to 
be  consolidated in memory. When consolidated, conceptual 
gist can be  represented as a verbal description of the scene 
image. This seems relevant for fast swiping techniques, where 
micro decisions might frequently be  made, but not 
necessarily remembered.

With increasing presentation time, as individuals can attend 
more to contextual aspects or cycle through the model attending 
to different features, the image becomes more differentiated 
and we may find differing types of interpretations and changing 
decisions (Bachmann and Vipper, 1983). As Belke (2020, p.  3) 
proposed, “appreciating art may be  inextricably linked to an 
epistemic orientation that genuinely drives object-processing 
beyond habitual recognition-routines toward a higher reflective-
level.” Although this epistemic orientation might sometimes 
take place in more mundane MPP, the everyday demands of 
delivering, illustrating, or memorizing events, serve goals that 
are distinctively different from typical encounters with artworks. 
Menninghaus et al. (2019), regarding aesthetic emotions, stated 
“aesthetic emotions are typically sought and savored for their 
own sake, with subjectively felt intensity and/or emotional 
arousal being rewards in their own right” and that they “entail 
motivational approach and avoidance tendencies, specifically, 
tendencies toward prolonged, repeated, or interrupted exposure 
and wanting to possess aesthetically pleasing objects” (p.  171).

Fast and Slow Decisions in Mobile Phone 
Photography
Following on this idea of fast decisions (Outcome Check 1), 
the use of mobile phones creates a situation in which fast 
and direct aesthetic responses (“swiping” or “giving likes”; cf. 
Thömmes and Hübner, 2020) are frequent and have become 
inherently part of the medium use. Related to aesthetic quality, 
evaluations of motif qualities such as “nice” or “hot” often 
are made so quickly that they are presumably based on some 

fast-accessible features of early vision, apparently associated 
with beauty, or their relative variation from image to image. 
For MPP, we  suggest an interplay of two main kinds the 
processing of image features, that can be measured (e.g., captured 
through image statistics), as well as more intermediate, 
subjectively evaluated features which are analyzed very quickly, 
processed in interaction with the depicted topic (“explicit 
classification”) or genre, that also are seen very quickly, but 
their aesthetic evaluation might follow later. For example, the 
distinction between “this is a beautiful image” from “this is 
a beautiful image of you!” where the latter results from an 
explicit match between the schema of a photographed person, 
while that former might be implicit, more superficial. Therefore, 
we  assume fast, sensory processing—while a stage in its own 
rite—provides the basis for later processes. We  suggest that 
the later Outcome Check 2 usually has a higher stage of 
conscious awareness and that one’s decisions can be  more 
explicitly articulated. On this processing level, a kind of matching 
between several variables is made—with expectation, with the 
prototypical set of images associated with an object genre; 
with the momentary goal and task. The feedback loops in 
Figure 1 illustrate some of the many possible paths of information 
processing and image feature combinations that are factored 
in when an MPP is assessed.

Naturally, many of the variables discussed in the present 
review are not restricted to MPP but should apply to the 
aesthetic appreciation of photographs more generally. 
Nevertheless, we  chose to center our discussion around MPP 
because of the way these images are produced, selected, and 
shared with others. While the vast majority of MPP users lack 
training in photography, their devices make it easy to record 
pictures that are more or less flawless from an image quality 
perspective. Selecting the best pictures through swiping and 
deciding on which ones they wish to share with their friends 
online makes it an interactive and social experience. Also, 
swiping to select the best photographs on one’s own phone 
is similar to browsing through a stream of images on social 
networks such as Instagram. These aspects of MPP, together 
with the fact that some of the most shared genres of images 
(such as selfies or food images) are frequently produced with 
mobile phones, make it, in our view, a unique domain of study.

VARIABLES AFFECTING IMAGE 
AESTHETICS OF MOBILE PHONE 
PHOTOGRAPHS

The Image: Early Visual Processing and 
Fast Preferences Based on Low-Level 
Image Features
Low-Level Perceptual Features
In empirical aesthetics, various psychologically relevant features 
have been studied in respect to image beauty and preference. 
Due to the scope of this review, we  do not discuss in detail 
computational approaches that relate specific image properties 
to aesthetic judgments (see Brachmann and Redies, 2017, for 
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a comprehensive overview on this topic). In our discussion 
we  focus on the psychologically meaningful variables, and 
rather neglect the merely technical descriptors (Graham et  al., 
2016) that usually do not yet reveal a clear relationship to 
processes involved in image aestheticisms, although they are 
apparently related (Lyssenko et al., 2016; Mayer and Landwehr, 
2018; Sidhu et  al., 2018).

Some of the visual features have also been discussed as 
candidates for universal basics of visual aesthetics and beauty 
preferences. For different features, there are different underlying 
theoretical concepts that are often used to explain why they 
are preferred. For example, natural scene statistics are thought 
to elicit preferences due to their correspondence with naturally 
occurring patterns (Graham and Redies, 2010; Spehar and 
Taylor, 2013; Kardan et  al., 2015; Graham et  al., 2016). Some 
features are associated with learning and cultural imprint, such 
as certain color preferences; others with biologically, evolutionary 
determined positivity (such as familiarity and resulting processing 
fluency, Winkielman et  al., 2003; Forster et  al., 2013), or as 
a result of some correspondences to neuro-cognitive-affective 
features of the human visual processing systems (e.g., symmetry, 
Bertamini et  al., 2018). Nevertheless, there is a clear need for 
more studies combining the very early visual image features 
to learn how these interact and eventually provide the necessary 
information to weight them in respect to aesthetic preferences. 
For example, Tinio et  al. (2020) studied the separated and 
combined effects of contrast, sharpness, and visual grain 
degradations on aesthetic judgments of photographs depicting 
natural and human-made scenes. Oren et  al. (2020) stated 
that their “conclusions call for future studies using multiple 
item types and various measurement methods for estimating 
value in order to modify current theories and construct a 
unifying framework regarding the relationship between low-level 
visual features and choice” (p.  1).

Perception and Preferences for Color and 
Brightness
Color, psychologically, is the sensation in our perception resulting 
from different photoreceptor activations, and their combinations, 
in relation to the overall distribution of light in the environment. 
Our visual system is very much attuned to recognize color, 
to an amount that Chaparro et  al. (1993) argued “[c]olour is 
what the eye sees best.” Often, color is conceptualized as having 
three dimensions, hue (the wavelength), saturation (intensity, 
purity), and brightness (Specker et al., 2018). Although we tend 
to give different colors categorical names and colors are powerful 
features to identify objects (e.g., yellow is the determining 
feature for banana), these categories are culturally and language-
dependent (Davidoff et  al., 1999). However, as Convey et  al. 
(2020) stressed, it seems that all cultures agree that black and 
white are the two most fundamental color categories.

Nascimento et al. (2017) found that viewers prefer the original 
colors in abstract paintings over rotated color versions, and 
found that artists’ color palettes throughout different epochs 
were dominated by the yellow-red range of the spectrum (cf. 
Altmann et  al., 2021, for related results). There has been a long 
tradition to believe that (all or at least most) people appreciate 

certain colors more than others, but there is also strong evidence 
that color preference has a lot to do with cultural background 
providing associations and a history of individual learning. 
Palmer and Schloss (2010) show that people liked those colors 
which (measured from independent samples) were associated 
with objects they like (e.g., blue skies) while they dislike colors 
that are strongly associated with objects they dislike (e.g., brown). 
Since these associations may vary, this might explain why color 
preferences are not universally shared (Taylor et  al., 2013). 
Jonauskaite et  al. (2020) found that girls choose pink or purple 
as their favorite hue more often than boys do and that the 
most common favorite hue in girls and boys was blue. Moreover, 
in adults, pink never was the favorite hue; instead, it was blue.

People often prefer saturated colors, and use filters that 
saturate colors of the whole image or image parts. Skelton 
and Franklin (2020) reported that when colors were highly 
saturated, infants look longer at colors that adults prefer, and 
infant looking time and adult preference were highest for blue 
hues and are lowest for green/yellow hues. Reymond et  al. 
(2020) argued that digital reproduction of artworks can vary 
greatly in saturation; however in an empirical study where 
color saturation was manipulated, this did not exert major 
influences on liking. Specker et  al. (2018, p.  48) argued that 
variation in associations connected to hue are often due to 
cultural variation and represent influences of language on color 
discrimination (Winawer et  al., 2007; Regier and Kay, 2009), 
cultural differences in affective meaning, as well as associations 
related to different hues (Saito, 1996). Probably, if two images 
differ in hue and saturation, the more saturated version is 
often preferred, but presumably only when the variables do 
not exceed a level of “naturalness” which could result in a 
Kitsch version (see Pelowski et al., 2020). This view is supported 
by a study of Nascimento et  al. (2021) who found that more 
natural color combinations are also associated with stronger 
aesthetic preferences.

Going beyond specific color properties, brightness is generally 
associated with positivity—and therefore is preferred consistently 
with a variety of stimuli. Specker et  al. (2018) concluded that 
“brightness seems to be associated with positivity across cultures” 
(p.  48). In relation to the emotional effect of color, Gao et  al. 
(2007) even concluded that influences of hue and cultural 
background are limited, whereas brightness could be  seen as 
a universally important influence. Specker et  al. (2018) explain 
this with our visual system employing two pathways, a chromatic 
one that processes color contrasts and an achromatic one that 
processes luminance contrasts (for a detailed discussion and 
evidence see Gegenfurtner and Kiper, 2003).

Lighting Conditions/Hue
An aspect related to color perception is color temperature, as 
a means of quantifying the color impression of a light source. 
Skelton and Franklin (2020) argued that the colors which are 
more generally liked tend to be  colder (blue) rather than 
warmer (yellow). In sum, the available literature suggests 
considerable interindividual differences regarding the perceived 
beauty of colors.
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Naturally, the distribution of light changes over the day, 
and images representing the light conditions at dawn are 
considered particularly beautiful. MPP are often taken indoor, 
under artificial lighting conditions. Another way of considering 
this is as hue, or the general color temperature of objects, 
often as a result of the temperature of the lighting. For humans 
as a visual species, lighting has been a key aspect of human 
perception and impacts aesthetic qualities (Pelowski et al., 2019 
for review). In general, many theoretical and also art-related 
discussions (e.g., considering the best light color temperature 
and conditions for maximizing displayed art’s beauty) have 
suggested target temperatures such as that around natural 
daylight (e.g., 5,500 K) or a relatively warmer interior (3,000 K). 
However, in reality, emerging empirical studies show a wide 
range of preferences and differences, although still relatively 
within the above ranges, most probably based on contextual 
variables—such as the exact study design or the nature of the 
illuminated objects (Pelowski et al., 2019). (For other art studies 
see also Nascimento and Masuda, 2014; or Pinto et  al., 2008; 
for television displays, see Sproson, 1983). For MPP, we  can 
assume that a wholistic image manipulation toward a natural 
light temperature might positively affect all images. The beauty 
of images could also be  improved through lighting, either by 
choosing different filters that change the range of light on a 
digital image, for example, removing disturbing shadows (Zhang 
et  al., 2020a), or by changing the light in the environment; 
the latter is an important feature, particularly for portrait 
photographers. For instance, light direction in a portrait changes 
the appearance of a person quite dramatically (Marković et  al., 
2019), as does the softness of the shadows which varies with 
light source size.

Contrast and Sharpness of Images
Psychologically, the concepts of contrast, and image sharpness 
are often closely related. Both have well-studied effects on 
image beauty. Contrast is often used as a manipulation of 
visual fluency—and, as a consequence, subjectively perceived 
fluency (Forster et  al., 2013) where it produces reliable effects 
on preference (Reber et  al., 1998). In these studies, researchers 
also have manipulated perceptual fluency through different 
degrees of figure-ground contrast and found that participants 
liked the same image more with higher figure-ground contrast. 
van Dongen and Zijlmans (2017) found consistent preferences 
for high over low contrast versions, independent of cultural 
or social background of the perceiver. Findings also suggest 
that relative sharpness of an image usually is appreciated over 
blurriness. Leder (2001) showed, much as with contrast, that 
more fluently made versions of sharper pastel paintings were 
preferred, but that a short period of familiarization could also 
change the preference toward the less sharp-contrast versions. 
These findings are in contrast with the aesthetic practice to 
smoothen images to make them more attractive and beautiful, 
as in “soft glam” effects from the 1970s, which may be  more 
important with people photos. Filters producing softened edges 
can also smooth skin and make faces appear more averaged 
(Langlois and Roggman, 1990) which could conceal less attractive 
features in faces (Leder et  al., 2017). Selective focus also helps 

segmenting a photograph through bringing some parts into 
focus while deliberately defocusing others. In MPP, such effects 
are implemented using advanced image processing techniques 
that blur parts of an image to simulate “bokeh” effects (Ignatov 
et  al., 2020).

Basic Shape Features—Curvature
Low-level features of early vision also comprise features of 
shape, although the distinction from more intermediate features 
might be  discussed. The most frequently studied shape feature 
has been curvature, which has even been discussed as a possible 
universal feature of preference in humans (e.g., Munar et  al., 
2015; Palumbo et  al., 2015). Bar and Neta (2006) showed that 
under very brief presentation times (84 ms), participants preferred 
various objects, furniture, household objects, and abstract 
patterns, with curved contours, and suggested that this would 
be  in accordance with sharp shapes being more associated 
with fear (Bar and Neta, 2007). Leder et al. (2011) also showed 
that this effect interacted with object’s valence and was mainly 
found for neutral and positively valanced objects. Thus, curvature 
affects beauty of many objects, geometric forms, household 
objects, furniture, or car interiors (Leder and Carbon, 2005), 
and this effect persists even when controlling for symmetry, 
prototypicality, and balance. The positive effect of curvature 
on beauty has also been shown in the appreciation of curved 
interior spaces (Vartanian, et al., 2013b). Vartanian et al. (2013b) 
and Thömmes and Hübner (2018) found that curvature was 
positively valued in architectural photographs.

The Image: Intermediate Visual Properties
On an intermediate level of image processing, a more wholistic 
impression is built at a similar temporal scale as early features 
are processed. Berlyne’s empirical works with visual pattern 
revealed the importance of variables such as complexity, novelty, 
order, or ambiguity which he termed “collative” (Berlyne, 1970). 
Cupchik and Berlyne (1979) presented two studies, employing 
reproductions of paintings and artificial patterns that varied 
in collative properties and found that perceivers could 
discriminate these properties after only a single glance (50 ms), 
and of course after much longer presentation times (500 and 
5,000 ms).

However, if a scene is initially processed as a single entity, 
then, what is the nature of this entity? An alternative approach 
to gist representation (Oliva and Torralba, 2001, p.  255) takes 
“advantage of the regularities found in the statistical distribution 
of image properties when considering a specific scene category 
(e.g., a highway must afford speed, so ground is a flat surface 
stretching to the horizon). Along these lines, perceptual and 
conceptual representations of gist could be  initiated without 
processing object information.” Oliva and Torralba (2001) argued 
that, since real-world scenes are arranged in three-dimensional 
space, fast scene recognition could be based on image properties 
that are diagnostic of the space the scene subtends. They “found 
that eight perceptual dimensions capture most of the three-
dimensional structures of real-world scenes (naturalness, 
openness, perspective or expansion, size or roughness, ruggedness, 
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mean depth, symmetry, and complexity).” Research regarding 
variables discussed in this section suggests that each of them 
can affect beauty and preferences, but there are many open 
questions, such as, whether and how these features interact 
and whether they affect image beauty independent from 
each other.

Symmetry
Symmetry, as a design principle, has a long research tradition 
in aesthetics and biology and has even been considered a 
super-principle of beauty that is also associated with positive 
valence and arousal (Bertamini et  al., 2013, 2018, 2019). Leder 
et  al. (2019, p.  2) stated that “Researchers have repeatedly 
shown symmetry’s central role in preference and beauty 
judgments of visual stimuli, including biological entities such 
as faces.” It has been argued that the preference for symmetry 
in faces and bodies emerged as a kind of gold-standard for 
beauty indicating favorable features for mating, such as good 
health, stable development, and good genes (Thornhill and 
Møller, 1997). However, symmetry is also often preferred in 
meaningless, abstract patterns (Jacobsen and Höfel, 2002; Tinio 
and Leder, 2009b; Gartus and Leder, 2013) and can be  seen 
as being processed fluently and efficiently (Reber et  al., 2004). 
However, Sadr and Krowicki (2019) also presented challenging 
results when they found that half-occluded faces that lose all 
symmetry are found more attractive than their complete versions, 
and Leder et  al. (2019) showed that art experts did not prefer 
symmetry. Nevertheless, vertical symmetry might be considered 
particularly beautiful in the case of faces and bodies, and 
perhaps also food arrangements, whereas horizontal mirror 
symmetry might play a role especially in landscapes.

Complexity
Multiple studies have found that more complex patterns are 
generally preferred over simple patterns (Hekkert and van 
Wieringen, 1990; Jacobsen and Höfel, 2002; Tinio and Leder, 
2009b). But with increasingly more complex material the findings 
also become more ambiguous. For example, individuals can 
also differ with respect to whether they prefer simpler or more 
complex patterns. Averaging across individuals can give the 
impression of an optimal degree of intermediate complexity 
that does not reflect specific individual preferences (Güclütürk 
et  al., 2016; Spehar et  al., 2016). Nadal et  al. (2010) presented 
a comprehensive approach, studying artworks and images, and 
measured various evaluations of complexity, and related them 
to beauty. Surprisingly, they found no evidence for a systematic 
effect of complexity on beauty but could distinguish three 
types of complexity; related to the quantity and variety of 
elements, spatial arrangement, and to asymmetry, which affected 
beauty differently. Complexity also differs between artworks 
and photographs of environmental scenes, relying on different 
image variables (Marin and Leder, 2013). Another important 
aspect of complexity is the top-down, knowledge-related 
processing of meaning which reduces and determines semantic 
complexity very fast (Commare et  al., 2018). This is more 
relevant in ambiguous images, such as artworks, but somehow 

also affects all images that have encrypted meaning. In MPP, 
the role of complexity needs further study, including the roles 
of task and class of object.

The Image as a Result of Decisions Taken 
by the Photographer
Order and Balance
Closely related to complexity, beyond the perception of isolated 
stimulus properties, the way elements in images are spatially 
arranged has effects through order and balance. Locher and 
Nagy (1996) showed that quite subtle differences in balance 
could be seen after 100 ms presentation. Wilson and Chatterjee 
(2005) stated that perceivers prefer movement in images from 
left to right, and have preferences due to the location of the 
most salient object. They also argued that preferences for 
balance are likely related to pre-attentive visual processing, 
because people are sensitive to balance “at a single glance.” 
Friedenberg (2020) studied preferences for different ordering 
of elements, that create texture and found that viewers preferred 
patterns through which the eye can travel unimpeded. Several 
features including collinearity, symmetry, and simplicity help 
to explain the data and are associated with the processing 
fluency model. Arnheim (1971), as a proponent of Gestalt 
theory, would also have suggested to discuss the kind of 
representations that guide fast responses of “this feels right” 
as guided by Prägnanz and “Good Gestalt” laws developed in 
this school. Allesch (2016) rightfully concluded that the typical 
approach claims that the perceptual impression of the whole 
dominates, and this wholistic representation is what allows 
the analytical consideration of visual details. For a better 
understanding of the interplay between order, balance, and 
complexity it is also necessary to take individual differences 
into account (for a discussion, see Van Geert and 
Wagemans, 2020).

Cropping, Framing, Composition, and Focus
Cropping, Framing, Composition, and Focus are the result of 
decisions in the moment of taking the picture, but also post-
processing the image (see McManus and Stöver, 2014). These 
characteristics are kind of an interaction between image features 
and person features that rely on decisions and actions of the 
photographer. Each picture taken also represents a decision 
to select a cutout of the diversity of possible cutouts. Very 
little is known about such cropping decisions, and how they 
are made, or even how they affect the beauty of the resulting 
image (cf. McManus et  al., 2011). In one of the few examples, 
Abeln et  al. (2016) implemented a study on details selected 
and details avoided during cropping and found that, on average, 
selected details contain regions of higher visual saliency than 
avoided details, and that the center of mass in the chosen 
framing was close to the geometrical center. The authors stressed 
that the kind of cropping they studied belongs to the variables 
that bottom-up determine aesthetic evaluations of photograph 
images. In terms of MPP, the difference in cropping might 
be  particularly salient in the Outcome 1—fast decisions, 
when  swiping through a series of images of the same topic. 
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Moreover,  background-foreground or grouping and putting-
together of objects might be  chosen by the photographer. 
Positioning objects in an image can be  used to bring things 
literally into perspective. Beyond the more general term 
“cropping,” each camera allows to turn the angle or choose 
between the format options Landscape/Portrait. As the names 
suggest there is an implicit assumption that these formats would 
be  better suited for either kind of genre, portrait or landscape.

The theory of photography has developed sets of rules that 
enable “good” compositions (see, e.g., Feininger, 1973)—the 
rule of thirds, the golden ratio, triangular composition, but 
also central perspective are examples of creating aesthetically 
pleasing images. There is evidence from professional teaching, 
art history, and image studies, demonstrating how perspective 
determines beauty but proper empirical studies are rare. Even 
regarding the golden ratio, evidence for a positive influence 
on aesthetic preference is ambiguous (Stieger and Swami, 2015). 
In a recent eye tracking study, Torabi and Teeravarunyou (2021) 
found that while experts with a photography background find 
images that follow the rule of thirds overall more interesting, 
novices were not as sensitive to this type of general guideline. 
On the other hand, Locher (2003) studied what he  called 
“visual rightness” and found evidence for the view that visually 
right (i.e., “good”) compositions have efficient structural 
organizations that are visually salient to viewers who lack 
formal training in the visual arts. However, how these effects 
translate into meaningful psychological states, when looking 
at photographs, is a largely open question.

In the human eye, the lens produces an area of sharpness 
which corresponds to the focal plane, usually in the very center 
of the visual field while the spatial resolution in the visual 
periphery is drastically reduced. Those details of an image 
that are directly gazed at are the ones that are later remembered 
and often revisited with the eyes when a familiar image is 
viewed again (Valuch et  al., 2013). In contrast to the human 
eye, the focal plane in a photograph is decided by the 
photographer and does not necessarily lie in the center of the 
image. The area in focus usually has the objectively highest 
visual resolution while other peripheral image parts lack this 
focus independent of the attention or focus of the perceiver 
(see Zhang et  al., 2020b). How much of an image is in focus 
also depends on optical variables, such as the aperature and 
the focal length of the lens relative to the size of the image 
sensor. This assigns the procedure of focusing a special status 
in image production and perception, and thus, also in aesthetic 
appreciation. Interestingly, digital cameras allow focus areas 
in images that are much bigger than what the human eye 
could perceive with high acuity. However, it remains unclear 
how “oversharp” images shape perceiver’s expectations of how 
certain types of images should look like, or whether this feature 
could moderate interestingness—as an important ingredient of 
aesthetic quality in images (Leder et  al., 2004).

Mobile phone images can vary along all the discussed 
features, and, in early vision, these can prime preferences—
especially in a sequence of other images. Importantly, a gist 
of a scene contains information about objects, if they are 
visually distinct or salient, or activate schemata that also refer 

to specific objects, for example, an urban scene contains houses, 
a supermarket scene contains shelves. Thus, the presence of 
specific objects is a strong determinant of different schemata 
for beauty (Augustin et  al., 2012).

THE OBJECT: CONTENT AND GENRE—
WHAT IS A PHOTO “OF” AND WHAT IS 
IT “FOR”?

On mobile phones, we  assume, the genre could be  the most 
relevant level of aesthetic decisions. Not only do genres differ 
in the amount to which users expect them to be  beautiful, 
they may vary in whether beauty is even a relevant dimension 
(e.g., selfies might look for this; snapshots of events might 
not have to be  beautiful) and even ugly or shocking content 
that would not be  rated as beautiful can constitute powerful 
or memorable images. Generally, when humans view images, 
pictorial content plays a decisive role in evoking emotions 
(Redies et  al., 2020), objects attract attention (Einhäuser et  al., 
2008), and determine what is aesthetically preferred. People 
differ in what kind of images they regularly look at or produce 
themselves. Research showed that the strength of individual 
preferences for specific genres or categories are reflected in 
the activity in brain regions associated with object valuation 
such as the ventromedial prefrontal cortex (Lopez-Persem et al., 
2016). Moreover, beyond the above-described gist of scenes, 
at least after about 150 ms, correlates of high-level properties 
of the image can be  observed in ERPs, for example, for faces 
(Jeffreys, 1996) and other objects (Rossion et  al., 2000).

We assume that the object genre provides a kind of 
classification regarding the criteria of beauty of images discussed 
so far. Therefore, in the next paragraphs we  provide very 
brief summaries of features that have been discussed specifically 
to increase or decrease beauty of each kind of object. Specific 
object genres seem to be  particularly prevalent in MPP, which 
is evident in the high frequency with which these types of 
images occur among the huge number of images taken with 
mobile phones on a daily basis (e.g., Hu et  al., 2014). Based 
on this prior evidence, we  chose the following classes of 
objects: portraits (of oneself and other people), or groups and 
“Groufies” which are Selfies including the photographer (in 
Hu et  al., 2014 also called “friends”). As further interesting 
and frequent categories, we  look at food images and (different 
from Hu et  al., 2014) outdoor scenes of natural and 
built environments.

Portraits
Facial attractiveness is a huge research topic, with thousands 
of papers studying what kind of faces and facial features people 
find attractive and beautiful. We can only give a brief overview 
here and focus on features that can be  deemed particularly 
interesting for understanding beauty of faces in MPP. Faces 
in more complex images can be  localized very quickly in 
complex natural scenes, at about 40 ms (Campagna et al., 2020). 
Pictures with faces attract more likes and comments on Instagram 
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(Bakhshi et  al., 2014). Facial beauty or attractiveness is a very 
pervasive factor in everyday life, affecting our social perception 
and interactions in various ways (Tsukiura and Cabeza, 2011). 
Looking at attractive faces is rewarding, and elicits positive 
emotions (Aharon et  al., 2001; Gerger et  al., 2011; Vartanian 
et  al., 2013a; Hahn and Perrett, 2014), beautiful faces attract 
and bind attention (Valuch et  al., 2015; Leder et  al., 2016b; 
Mitrovic et  al., 2016). Moreover, beautiful faces also have a 
different kind of visual power. For example, Nakamura and 
Kawabata (2018) presented evidence that facial attractiveness 
leads to faster conscious reports of faces that are initially 
invisible due to interocular suppression, which reflects differences 
in processing of beauty at a very early (and possibly unconscious) 
stage. However, while the aesthetic value of portraits is presumably 
correlated with face beauty, an artistic portrait can be beautifully 
crafted and aesthetically appealing when considered for more 
extended durations, even if the depicted face is not attractive 
(cf. Schulz and Hayn-Leichsenring, 2017).

Factors Associated With Face Beauty
Various factors have been discussed, to determine levels of 
beauty in faces (for reviews see Gangestad and Scheyd, 2005; 
Rhodes, 2006; Little, 2014). Among the most widely studied 
features is averageness as an average expression in size, location, 
texture, etc. of facial elements which is particularly attractive 
(Rhodes, 2006). Symmetry has a smaller effect on facial beauty 
and, was even considered a subordinate effect to averageness 
(Rhodes et  al., 1999). However, most so-called “beautification” 
filters make use of some kind of averaging procedure (e.g., 
https://github.com/beholdergan/Beholder-GAN, see Diamant 
et  al., 2019). Symmetry and averageness can be  manipulated 
through makeup and by concealing elements that deviate from 
an ideal symmetrical or average face. Youthful features, with 
smooth skin, and gender prototypical appearances, are often 
found attractive. Consequently, coloring indicating fertility (in 
women)—reddish skin—also contribute to beauty (Jones et  al., 
2015). Gender prototypicality refers to features that distinguish 
male from female faces; or features that are particularly indicative 
of marked masculinity or femininity. Masculine male and 
feminine female faces are often judged as particularly beautiful. 
Moreover, a feature that might be  more important in MPP 
than in any other field is cuteness, a feature of faces (Little, 
2012)—and also of other objects, such as pets, or even fronts 
of small cars (Miesler et  al., 2011).

Importantly, as humans are highly sociable, social aspects 
of face appearance also have a strong impact on attractiveness: 
Faces are more attractive when they smile, and aspects of a 
person that develop with social encounters such as familiarity, 
personality, pleasurable interactions, perhaps are often stronger 
than early extracted visual features. Specifically, in Kaisler and 
Leder et  al. (2017), we  found that social evaluations such as 
trustworthiness are unaffected by the aesthetic advantageous 
perspective of three-quarter views. Regarding deviations from 
the ideal beauty of images, especially on MPP, one has to 
mention the “red eye” effect, and unfavorable moments such 
as blinking—closed eyes, funny, or strange facial expressions. 
Thus, removing or concealing all kinds of negatively deviating 

features would improve the perceived beauty of faces in 
photographs (Leder et  al., 2017; Sadr and Krowicki, 2019). A 
challenge for MPP could be  to distinguish unfavorable features 
from “beauty spots” that are associated with depicted person’s 
identity and might even increase perceived attractiveness (cf. 
Springer et  al., 2007).

Selfie and Self-Portrait
Probably the most typical for mobile phone images, are Selfies, 
self-portraits taken with a handheld camera directed at the 
own face, the type of images most commonly posted on social 
media. While their beauty depends on the same criteria as 
other face images, their aesthetic quality is also established 
by expectations and self-images of the photographer and the 
beholder, as they are expected to express the person, in 
appearance and beyond. There is some research related to the 
specific way selfies are taken, limited by the arm position and 
resulting in different orientations of the depicted face. Mobile 
phones usually include wide-angle selfie cameras which result 
in specific distortions of the face and body relations and sets 
this class of images also visually apart from more commonly 
used longer focal lengths in portrait photography (Cooper 
et  al., 2012). Kalayeh et  al. (2015) employed computer vision 
and machine learning techniques and found that shiny hair 
and smiles were among the most relevant features. Yeh and 
Lin (2014) estimated the aesthetic quality of a selfie based on 
the facial angle, and Schneider and Carbon (2017) used 3D 
head models to demonstrate that certain angles for making 
selfies are more favorable than others (e.g., that attractiveness 
was higher when the image had been taken from above left). 
There are also indications that selfie-posting could eventually 
even be  regarded as a new online experience of sexual 
objectification that could affect goals and consequences of MPP 
(Zheng et  al., 2019).

The rather new genre of Selfies demands interesting questions 
for the psychology of beauty: Whether people indeed employ 
the same criteria for judging beauty of their own faces as 
they do for faces of others, and to what amount this interacts 
with familiarity in general. One can also assume that the 
positive effects of smiles in portraits might (at least sometimes) 
be  different in Selfies, or show stronger interactions with self-
image (e.g., “I want to be  seen as serious.”) and thus interact 
with task, purpose as well as with the personality of 
the photographer.

Other Persons (Family and Friends)
Although it is tempting to assume that the criteria for facial 
beauty generalizes to all kinds of face images, the distinction 
between self, familiar others, or unfamiliar faces might be relevant. 
While face beauty often aimed to study universal features, such 
as averageness, symmetry or apparent youth, and smiles, in 
familiar faces, the typicality of the image for the person might 
show strong interactions between identity and attractiveness. It 
can also be  possible that familiar faces show a certain level of 
“hard wired—strongly associated level or value of beauty” (for 
example, “Ingrid Bergmann is pretty, Marty Feldmann rather less.”). 
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However, recent studies rather show that such anchoring effects 
are more episodic, or image-bound (Goller et al., 2019). Moreover, 
the beauty of an unfamiliar face might serve different purposes, 
such as providing aesthetic pleasure, as artworks do, or information 
about aspects of beauty that play a lesser role in familiar faces 
(e.g., makeup, styling, or digital manipulation).

Group Portraits
Until now, there is little research on the topic of group portraits. 
There is no clear distinction in most research regarding “portrait” 
and “group.” Looking at an image of a person on screen already 
creates a kind of dyadic situation (Kaisler and Leder, 2016). 
However, very little is known about the criteria that people might 
apply to evaluate either as beautiful. Initial evidence that groups 
have their own standards of beauty comes from a very recent 
study by Brielmann et  al. (2020) who concluded beauty is often 
intensely experienced in nature and that “research on aesthetic 
appreciation that claims relevance for everyday beauty experiences 
should include such social and nature-related experiences.”

When an observer looks at an image of two other people, 
many cues arise from the two perceived faces simultaneously. 
In a number of studies, we  tested how the presence of another 
person in a scene affects the evaluation of the two people 
(Kaisler and Leder, 2016, 2017; Kaisler et  al., 2020). Kaisler 
and Leder (2016) presented natural scenes with two faces 
showing different directions of gaze. Faces looking directly at 
the perceiver were rated as more attractive and as more 
trustworthy. Positive effects on evaluations were also found 
for ¾ views (Kaisler and Leder, 2017) and smiling faces (Kaisler 
et  al., 2020). Together these findings show which features of 
another person present in an image affects social and 
aesthetic evaluations.

Group portraits also show interactions with the specific 
context and task; when used to document a team, as compared 
to a private picnic, different kinds of composition might 
be dominant: in the former a more evenly distributed arrangement 
of depicted persons, eventually higher symmetry; in the latter 
as more lively, less ordered arrangements might be  found 
favorable. There is also a new genre, “Groufie,” which includes 
the photographer. Wang et al. (2020) specifically studied group 
photographs, considering opened-eye, gaze, smile, occluded 
faces, face orientation, facial blur, and character center. From 
a large dataset of group photographs they stated these „features 
perform well for categorizing professional photos and snapshots 
and predicting the distinction of multiple group photographs 
of diverse human states under the same scene” (p.  1). This 
kind of combination of genre-specific criteria and aesthetic 
appeal are good examples for a taxonomy of features that 
affect perceived beauty. For all kinds of group images, it remains 
an open question, whether the beauty of the image can 
be  predicted by the beauty of the constituent elements, and 
if so, in which way these interact.

Scenes
In psychological perception research and empirical aesthetics, 
scenes are a frequent topic of inquiry, and photographs of 

scenes, during the last decades, have been taken as representations 
of the “real world.” An often-made distinction is between nature 
scenes, the more classical topic of landscapes, and built 
environments. The latter can comprise street scenes, urban 
scenes, buildings, touristic views of city, as well as also sometimes 
scenes of human-made interiors. Most generally, natural scenes 
seem to be  preferred over built environments (e.g., Biederman 
and Vessel, 2006). Aesthetic preferences for nature often are 
explained by evolutionary adaptations, as nature for long time 
was the habitat that shaped human aesthetic preferences. 
Accordingly, “naturalness,” for example of color reproduction, 
may be an important dimension for the judgment of real-world 
scene depictions (Yendrikhovskij et  al., 1999). Important for 
MPP, this relation—nature versus human-made also depends 
on the image quality, and can therefore even be reversed (Tinio 
and Leder, 2009a). Moreover, as already discussed in respect 
to gist of a scenes, the affective (and probably aesthetic) 
evaluation of environmental scenes occurs very fast (e.g., 
Hietanen et  al., 2007).

Natural Scenes
Natural scenes often are found particularly beautiful. Various 
stimulus properties are powerful determinants of preference 
for most observers (Kardan et  al., 2015). For example, 
evolutionary approaches claim that natural features, such as 
green vegetation, or blue skies, and places to hide as well as 
hints toward water and food (all these correspond to a 
prototypical, survival-related appearance) are important factors 
for aesthetic evaluations (e.g., Kaplan, 1987). However, natural 
scenes contain a considerable amount of high-spatial frequency 
chromatic information that is not processed by the human 
visual system (Párraga et  al., 1998). From a more cognitive 
perspective, the perceptual processing fluency associated with 
the image might also be  of importance (e.g., Reber et  al., 
2004) which could be  related to factors such as the clarity of 
the image (“high contrast”) but also familiar, natural distributions 
of complexity of certain features might serve as sources of 
aesthetic preference (cf. Steen, 2006).

Human-Made Scenes and Urban Environments
Preferences for urban scenes are manifold, they differ largely 
in content and show large interindividual varieties in aesthetic 
appeal (see Weber et  al., 2008). What one person likes, might 
be highly disliked by another. This is possibly the case because 
preferences for human-made, built environments are strongly 
determined by variation and individuality (see Smith, 2014)—or 
conformity—in taste for buildings, certain architectural styles, 
and their fashion, personal associations, and memories (e.g., 
nostalgia), but also cultural imprint, as well as education level. 
Environmental psychology has delivered some general principles 
of beauty that also apply to preferences for built environments, 
such as complexity, unity in variety and curvatures, but also 
whether there is a dominant object, such as a church or a 
temple, as well as the ordering of all architectural elements; 
also, the presence of green, of plants, or of people in urban 
scenes will presumably affect how much they are liked. 
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From an empirical aesthetics perspective, comparable to artworks 
(Leder et  al., 2004), urban scenes largely differ in the style of 
the depicted buildings, and very little research studied the 
often-claimed “common” preferences for certain styles (e.g., 
older preferred to more modern facades).

There are estimates that on average, people in western 
cultures spend most of their time indoors (for Americans, 
even up to 90%; Klepeis et  al., 2001). In psychology, only 
little research has focused on the features that determine 
aesthetic preferences for some indoor settings. A key challenge 
for this type of research is that, depending on current fashion 
trends, what is considered fashionable and “state of the art” 
among architects. Moreover, cultural differences also play a 
role, as interior design varies a lot depending on climate, 
social  status, and generally cultural imprint. In a study 
regarding the preference for interior space combining evaluations 
and brain responses, Vartanian et  al. (2013b) found that 
curvilinear interior spaces were judged beautiful. Moreover, 
neuroanatomically, when contemplating beauty, curvilinear 
contours are associated with increased activations of the anterior 
cingulate cortex, representing reward properties and object’s 
emotional salience. Pleasantness accounted for nearly 60% of 
the variance in beauty ratings. To investigate which kinds of 
city images people like, Zasina (2018) analyzed data from 
Instagram and found that urban images represented mostly 
aestheticized and picturesque places and objects in the 
urban environment.

One intriguing sub-genre of urban scenes (although also 
other genres, such as faces) are night images, taken under 
low light conditions. Due to technical advances, the pictures 
that can be  taken at night using modern mobile phones are 
increasingly impressive in quality, and sometimes display 
luminance distributions similar to daylight images. The 
psychological expectation of what a photographed night scene 
should look like to be  aesthetically appealing might require a 
very fine-tuned match. There might be  a broader range of 
remembered elements, and perhaps more importantly, a wholistic 
impression, to which the image of the urban night scene should 
match. Here, a certain level of naturalness is probably required, 
as otherwise a kind of alienation might occur, caused by the 
mismatch of image features and expectations, maybe even 
feelings similar to “uncanny valley” (e.g., MacDorman and 
Chaatopadhyay, 2016) which could strongly undermine the 
aesthetic appeal of the image.

Food
There are estimates that more than 62,000 new photos are 
shared globally each day under the hashtag “#foodporn” alone 
(Mejova et  al., 2016). Although food and eating are among 
the basic activities that humans need for survival, the sheer 
amount of food pictures shared is surprising, and an example 
of how newly emerged media (mobile phones in combination 
with social media) create a new field of aesthetics that fascinates 
many thousands of people (Taylor and Keating, 2018). Oren 
et al. (2020) showed that when preference was tested for images 
of snacks, items with higher luminance (Milosavljevic et  al., 
2012) or higher saliency (Towal et  al., 2013) were more likely 

to be  chosen in forced choice tasks. Zellner et  al. (2011) 
described how “visual properties of a food affect our expectations 
concerning its chemosensory qualities and also its hedonic 
value, for example. That clear beverages might be  refreshing 
(Zellner and Durlach, 2003). Zellner et  al. (2011) also 
demonstrated the positive effect of neat arrangements on a 
plate. Rowley and Spence (2018) found that plates of food 
were liked more when the food on the plate was horizontally 
and/or centrally arranged.

Beyond saturated colors, variables, such as glace and shininess 
might also increase the visual appeal of food, if they stress 
positively valued elements in the image (e.g., the smoothness 
or thickness of a sauce), see Spence and Piqueras-Fiszman 
(2014). Paakki et  al. (2019) found that women were more 
interested in the aesthetics of food plates than men, and when 
asked about choice between differently colored lunch portions 
(color-manipulated pictures), most people preferred plates with 
a wide range of colors. Regarding associations elicited by beauty 
of food images, Hagen (2020) found, that “people judged prettier 
versions of the same food as healthier (e.g., more nutrients 
and less fat), despite equal perceived price” and stressed the 
danger of misleading beauty. Kakimori et  al. (2016) proposed 
a support system to help amateurs to improve the beauty of 
their food images, to make the food look more delicious, by 
helping with camera tilt and composition.

Versace et  al. (2018) studied the relationship between 
susceptibility to food-related cues (images) and food 
consumption, offering a contribution to the understanding the 
neurobiological basis of vulnerability to obesity based on cues 
from food images (but also see Spence et  al., 2016 on visual 
hunger). Peng and Jemmott (2018) found that people tended 
to like (but also share images) when they contain tasty foods. 
However, aesthetic appeal and specific visual features, such as 
arousing colors and components of visual complexity, also 
were relevant.

As an interesting step to study the visual features that make 
food photos beautiful, Sheng et  al. (2020) provided a Gourmet 
Photography Dataset, with 24,000 food images, from which 
13,088 were assessed as positive and 10,912 as negative according 
to anonymous raters and expert evaluations (https://github.
com/Openning07/GPA; also see Toet et  al., 2019, for an 
alternative). They concluded that “There is an increasing amount 
of research into food images, because of its high value in 
commercial visual marketing.” (p.  2). In their study, Sheng 
et  al. (2020) provided algorithms that learned to distinguish 
beautiful from non-beautiful food images. The authors also 
stressed the role of color in these evaluations and found that 
people agreed more on negative visual aesthetics than on 
positive aesthetic judgment.

THE USER

Probably the most influential while less intensely studied 
element in the beauty of images, especially MPP, is the 
user—what the person brings into any aesthetic setting in 
terms of taste, learned associations, education, age, gender, 
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or culture. While few studies give clear indications of how 
variation and features of the user affect beauty appeal of 
MPP, at least some indications can be found in the literature 
which could serve as a starting point for developing a more 
comprehensive theory. We  distinguish these trait-like user 
variables, from the much more dynamic features of task, 
expectation, and situation. If the aesthetic sense is seen as 
a tool that evolved to foster good decisions, originally 
regarding more fundamental biological functions, such as 
mating, finding friends, or favorable habitats, the sense is 
probably a combination of general, universally established 
relationships between certain features and their appeal as 
beautiful. However, as the aesthetic sense is shaped trough 
experience it also must contain aspects that represent the 
beholder’s individual histories and are often described as 
personal, individual taste (Leder et  al., 2016a).

The Individual Aesthetic Taste and 
Aesthetic Sensitivity
To cite Korhonen (2019), “Since there is large deviation in 
personal opinions and aesthetic standards, the next challenge 
is to find the settings and post-processing techniques that 
fit to the individual users’ personal taste” (p.  1), with the 
goal to personalize the camera use. Regarding differences 
in aesthetic sensitivity, recently, Mitrovic et al. (2020) reported 
that in the VAST (Götz, 1985; an aesthetic sensitivity test 
where participants have to judge which of two images is 
more beautiful), the image that is preferred by participants 
is also viewed longer (also see Myszkowski and Storme, 
2017), but that this effect occurred in line with participants’ 
subjective tastes, not with the pre-assigned “expert-suggested-
favorites.” Thus, as with faces and other objects, longer looks 
at more beautiful objects rely on individual, subjective 
evaluations of beauty. However, there have also been other 
tasks suggesting similar preference pattern as the VAST (e.g., 
Stich et  al., 2007). Corradi et  al. (2020) introduced a new 
conception of aesthetic sensitivity defined as the extent to 
which someone’s aesthetic valuation is influenced by a given 
feature and revealed that people differ remarkably in the 
extent to which visual features influence their liking, which 
stresses the role of individual variation. Fenner (2020) argued 
that knowledge plays an important role for the development 
of aesthetic taste, at least for art. Nadal and Chatterjee 
(2019) explain that with “each encounter with an artwork 
neural networks are engaged that are modulated by context, 
expectations, emotional states, goals, and experience,” and 
that over time that repeated “encounters with art over the 
course of a lifetime lead people to develop personal preferences, 
as the network connections become strengthened in unique 
ways” (p.  1). Thus, encounters and familiarity are deemed 
important for any kind of taste, preference, and beauty 
(Leder, 2001; Reber et  al., 2004; Vogel et  al., 2020). Aleem 
et  al. (2020) provided a step toward a general and unifying 
framework for understanding the various aspects involved 
in the formation of aesthetic values over time that also 
considers motivations and changes over time. Interest and 

professional expertise also change the processing of 
components involved (Mulas et  al., 2012).

Personality and Aesthetic Sensitivity
Regarding variation in human experience, inner states, and 
behaviors, personality as traits (i.e., rather stable attributes) 
mark habitual patterns of behavior, thought, and emotion. 
Despite disagreement among researchers regarding the number 
nor the attributes of dimensions and personality facets, there 
are some popular inventories to capture interpersonal 
differences; sometimes researchers include personality 
inventories such as the Big Five in order to detect non-trivial 
relationships, often in an exploratory fashion. Regarding 
preference of complex images of artworks, Furnham and 
Walker (2001) showed a positive correlation of Neuroticism 
with preference for abstract and pop art, while 
Conscientiousness, another dimension of the big five, 
correlated with preference for representational paintings. 
Moreover, Openness to Experience was associated with a 
general liking of all art. Lyssenko et  al. (2016) found that 
participants with higher scores for Neuroticism showed 
preferences for objectively more complex images when 
compared with participants with lower scores for Neuroticism. 
Kim and Kim (2019) associated Big Five user profiles with 
color use (on Instagram) and identified complex color 
relations with agreeableness, gender, loneliness, or extraversion. 
There are now various studies aiming to correlate photos 
in social media with personality (Lay and Ferwerda, 2018; 
Cooper et  al., 2020; Rodriguez et  al., 2021) but these reveal 
little about the features that determine experienced beauty 
of MPP. Thus, it is still an open question how these kinds 
of findings can be informative regarding beauty and aesthetic 
appeal of MPP.

Gender Differences
Not much is known about the effect of gender on beauty 
in images. Surely, an individual’s gender-role identity involves 
more than simply recognizing oneself as male or female 
(O’Brien, 1992). Thus, studies of gender presumably will 
be interesting when they associate gender with certain general 
behavior in using MPP for different tasks that also vary in 
meaningful ways with gender, for example, as in mating, 
or images of more gender-biased products, or in evolutionary 
gender roles. To provide one example regarding color 
preferences, Hurlbert and Ling (2007) revealed a sex difference 
in the weighted “red-green” cone contrast: females preferred 
“reddish,” and males preferred “greenish” contrast against 
the background, and the authors speculated that evolutionary 
gender roles of females as fruit-gatherers (red fruit against 
green foliage) could explain their preference.

Developmental Aspects and Age 
Differences
Age has effects on preferred images at least on two levels. 
First, age comes along with periods of growth and change, 
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in which preferences develop due to youth culture and peer 
agreement, and taste is acquired through familiarity. Thus, 
it can be  assumed that belongingness to a historical period 
has a strong effect on what people like. Empirical aesthetics 
has its limitation of being very presence-focused, as perceivers 
of images are usually all tested at the same time, usually 
using the same kind of material. However, individually 
assessing familiarity with media and purposes of use should 
distinguish different peer and age groups. Second, 
psychologically there are of course changes with aging, as 
certain aspects of aesthetics develop with aging, as revealed 
by Schabmann et  al. (2015) who measured evaluations of 
perceived beauty, and other evaluations for school children 
of different age. In all conditions, structural equation models 
revealed significant effects of emotion and the dependencies 
between emotion and liking (Leder et  al., 2004) were 
consistently higher for the younger children. On the other 
hand, the interactions between arousal and liking, as well 
as understanding, were higher for older school children. 
These results indicate a transition from an affective toward 
an increasingly cognitive knowledge-based sense of aesthetics, 
and generally provide evidence for the fundamental importance 
of emotional processing. Another aspect of aging has been 
addressed by Orzech et al. (2017) who distinguished between 
a more “inwards oriented perspective” of young adults in 
contrast to a more outward oriented use of images by older 
people, representing differences in digital social norms of 
co-creation of self, as well as a priority for privacy for 
others. The relations to self-image was also stressed by 
Pelowski et  al. (2017) as an important feature to understand 
aesthetic responses.

The human visual system also changes with age. Regarding 
very early developmental stages and the differentiation 
between “color” and “brightness” (Specker et  al., 2018), the 
pathways for achromatic neural responses appear to be 
stable in infants already after a few months of age  
(Crognale, 2002) while chromatic neural responses continue 
to develop from birth until puberty (Boon et  al., 2007), 
so that both pathways age differently. Moreover, these studies 
may indicate “that the chromatic system may be  more 
sensitive to cultural influence than the achromatic system.” 
(Specker et  al., 2018, p.  48). Regarding color preferences, 
Skelton and Franklin (2020) also argued that infant looking 
behavior, as well as adult color preferences, are at least 
partially rooted in the sensory mechanisms of color vision. 
Especially with older age, there are systematic changes in 
the physiology of the eye that affect how images are perceived 
but we  could assume that the changes due to historic 
context-dependent “image cultures” (Redi et al., 2016) might 
have a stronger influence on aesthetic preferences compared 
to physiological aging effects. Differences in digital affinity 
and peer-group effects might also exert stronger influences 
than research so far revealed. However, such effects are 
probably particularly sensitive to changing fashion trends 
and fast developing technical innovations, which make 
generalizations beyond specific historical periods rather  
difficult.

CULTURAL EFFECTS

Users of MPP also differ in respect to cultural influences. 
There is a permanent quest in empirical aesthetics for universally 
shared features (see Che et  al., 2018), such as some of the 
visual features discussed in early processing, and research tries 
to clarify if they are the basis for fundamental perceptual and 
valuation processes that are shared by all humans, such as 
preferences for symmetry or curvature for which Gómez-Puerto 
et  al. (2018) showed that participants from Ghana, Spain, and 
Mexico all showed a trend to prefer curved stimuli. Cultural 
differences can be observed from early visual features to higher 
order criteria of beauty specific to certain object genres, and 
these differences should not be  neglected in a comprehensive 
research program on the factors that determine the perceived 
beauty of images.

Regarding low-level visual image features, van Dongen 
and Zijlmans (2017) reported empirical support against the 
universal importance of contrast for painting, but in favor 
of the universal importance of contrast in relation to images 
of people characteristics. Al-Rasheed (2015) found that Arab 
and English individuals showed different hue preferences, 
yet there was greater similarity for Arab and English males 
than Arab and English females. Saito (1996) found for three 
Asian regions, that each had unique color preference 
tendencies, and all had a high preference for the color white 
that, besides the factors of age and sex, probably is due to 
associations based on environmental and cultural environment. 
This is in accordance with Taylor et  al. (2013) who argued 
against universal color preferences, based on an empirical 
comparison between British and Himba participants. They 
studied cone contrast, object associations, and colorfulness, 
and found that “the relationship of these predictors to color 
preference was strikingly different for the two cultures” 
(p. 1015). To study color and emotion associations, Jonauskaite 
et  al. (2020) tested more than 4,500 people from 30 nations 
and found evidence for some universality, but also variations 
that could be  explained by linguistic and geographic 
similarities. In faces, there is cultural variation in preferences 
for skin color. As Dixon and Telles (2017) explained, for 
women in particular, lightness has been associated not just 
with the leisure class, but that “in Japan, whiteness has for 
centuries, if not more than a millennium, held symbolic 
meanings and associations with class privilege, spiritual 
purity, and feminine beauty.” Changing skin toward white 
is not popular in Europe, but in Nigeria, South  Africa, and 
Togo, 77, 35, and 59% of women, respectively, regularly use 
skin-lightening products. In China, Malaysia, the Philippines, 
and South Korea, approximately 40% of women use such 
products (WHO/PAHO, 2012). The effect of skin tone on 
attractiveness was also studied by Hill (2002) who found 
skin tone influences the attractiveness ratings assigned to 
black women in a compelling, monotonic manner—the fairer 
the tone the more attractive. Similarly, Ip et al. (2019) further 
showed that, for Caucasian and Chinese participants, higher 
levels of skin carotenoid coloration (reddishness) were 
preferred in face and body parts, but not in non-face 
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(scrambled pattern) stimuli. While Coetzee et  al. (2014) 
found some support for cross-cultural agreement, but also, 
that south-African participants relied more on skin color, 
and Scottish participants more on face shape features. Similarly, 
Han et al. (2018) showed cultural differences, as an interaction 
of preference for yellowness depending on cultural origin 
of the rater; as well as reduced preference of Chinese 
participants for facial redness and a stronger preference for 
facial lightness compared with United Kingdom participants. 
All these differences challenge the idea of universal standards 
of face beauty.

There are also other differences regarding faces, for example 
in selfies. Huang and Park (2013) reported evidence for 
the often-assumed more contextual Asian, versus more object-
centric western cultures, by showing that East Asian Facebook 
users were more likely to deemphasize their face and include 
more background context in their profile pictures, while 
Americans tended to prioritize their focal face and exposed 
more intensity of facial expression, but included less 
background. There are also approaches that aim to analyze 
variation based on demographic background through deep 
convolutional neural networks (e.g., Kairanbay et  al., 2019). 
Thus, it should be  worthwhile to investigate how criteria 
for beauty might differ across cultures. Climatic, nutrition 
or religious differences could affect what is liked in images, 
and what—in critical cases—condemns certain kinds of 
images completely (see Freedberg, 1991, on iconoclasm). 
Several studies showed that beauty ideals vary across cultures 
and these cultural differences correlate with variables beyond 
what is usually associated with beauty, such as the “health 
of a nation” (DeBruine et  al., 2010). For mobile phone 
cameras, which are used by a large part of the population 
all over the world, the different sources of what is considered 
beautiful require more research efforts, as the variation 
between cultures is a still underexplored topic in aesthetic  
research.

THE PURPOSE: MOTIVATION, GOALS, 
AND SITUATIONAL FUNCTIONS

To close the circle, we  return to the different tasks, and 
functions of images, and more specifically, MPP. From fast 
swiping in a sequence of similar images, to deep aesthetic 
pleasure when indulging in images of one’s own wedding, 
or vacation, image beauty varies with task, purposes, and 
functions. A full taxonomy of tasks that people engage in 
when dealing with MPP is yet to be  established. However, 
we  can make some assumptions based on which kinds of 
images have the highest prevalence in MPP use. Hu et  al. 
(2014) distinguished the most frequent classes of objects, 
and also identified five main profiles of users. Of course, 
these findings are descriptive and purely data-driven, but 
together they allow for some assumption regarding broader 
classes of motifs, goals, and functions.

Main motivations and goals can be  either specific for 
how images are used that have been taken with mobile 

phone cameras or are rooted more in personal motifs of 
the user (Hu et  al., 2014). Examples for the former are 
communication (see communicative purposes, Stefanone 
et  al., 2010) via social networks, and preserving visual 
memories (Kuhn, 2010), or to document an event, or scanning 
a document, or even producing a photographic artwork. 
Examples for the latter might be  more personally rooted, 
such as designing a nostalgic, or actual narrative of one’s 
life, or aim for finding a partner or friend in a social 
network (Schwarz, 2010). More systematically, Kocak et  al. 
(2020) identified six main usage motive categories which 
they named as self-expression, recording, socialization, 
recreation, creativity, and prying. Lee et  al. (2015) analyzed 
Instagram users, and identified five primary social and 
psychological motifs: social interaction, archiving, self-
expression, escapism, and peeking. Sung et  al. (2016) found 
four motivations for posting selfies on social networks, which 
are attention seeking, communication, archiving, and 
entertainment. Thus, for different classes of images, certain 
typical motivations, goals and functions can be distinguished, 
to which beauty could contribute differentially.

We discussed various components that affect the beauty 
of images taken with mobile phones. We have largely ignored 
computational approaches to finding correlates between 
beauty and mathematical or pixel-based analyses of images 
(a more in-depth overview on this topic can be  found in 
Brachmann and Redies, 2017). In special cases, images of 
individually meaningful events can elicit very strong emotions 
(e.g., positive such as marriage and love, negative such as 
war and loss, or sad such as images of a lost person), and 
can become very important objects, which is usually highly 
idiosyncratic, but occasionally even shared and collective 
(see for example the visual nature of flashbulb memories, 
Lanciano et  al., 2018). Other specifically strong responses 
which occur only in some viewers and were not discussed 
in our paper are phenomena such as spider fear, or 
prosopagnosia, which affect the perception of specific topics; 
or even religious or ideological, political images that elicit 
emotions, and aesthetic admiration—or the opposite. Also, 
erotic images are made to elicit specific kinds of arousal, 
and taboos can result in the strongest rejections, similar 
to the more fundamental state of iconoclasm. Due to limited 
space we  omitted a discussion of papers that already tested 
some interactions between variables that we  discussed (e.g., 
Tinio and Leder, 2009b; Little, 2014; Oren et  al., 2020).

CONCLUSION

We proposed a foundation for systematic research into the 
psychological and contextual variables that contribute to 
experienced beauty in MPP. We  hope to inspire research 
toward a wholistic understanding of the factors determining 
the aesthetic quality of MPP and other fields of photography. 
Our ideas could find applications in computational modeling, 
to improve predictions of aesthetic preferences by taking a 
broader set of user-related and contextual variables into account. 
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This comprehensive approach to understanding the aesthetic 
appeal of MPP can also lay ground for developing imaging 
technology that tailors the produced images to the individual 
users and their goals. This could not only maximize the 
happiness with the devices and the pictures that they produce 
but also enrich the life of the users through outstanding aesthetic 
experiences that can be  shared with other people.

AUTHOR CONTRIBUTIONS

HL wrote the first draft of the manuscript. All authors contributed 
to the article and approved the submitted version.

FUNDING

This project received funding from Huawei Technologies Oy 
(Finland) Co. Ltd. The open access publication is supported 
by the University of Vienna.

ACKNOWLEDGMENTS

The authors thank Aleksandra Garic for valuable assistance in 
the preparation of this manuscript. The authors also thank 
the reviewers for their very helpful and constructive comments 
on a previous version of this manuscript.

 

REFERENCES

Abeln, J., Fresz, L., Amirshahi, S. A., McManus, I. C., Koch, M., Kreysa, H., 
et al. (2016). Preference for well-balanced saliency in details cropped from 
photographs. Front. Hum. Neurosci. 9:704. doi: 10.3389/fnhum. 
2015.00704

Aharon, I., Etcoff, N., Ariely, D., Chabris, C. F., O’Connor, E., and Breiter, H. C. 
(2001). Beautiful faces have variable reward value: fMRI and behavioral 
evidence. Neuron 32, 537–551. doi: 10.1016/S0896-6273(01)00491-3

Aleem, H., Correa-Herran, I., and Grzywacz, N. M. (2020). A theoretical 
framework for how we  learn aesthetic values. Front. Hum. Neurosci. 14:345. 
doi: 10.3389/fnhum.2020.00345

Allesch, C. (2016). “Psychologisch-ästhetische Überlegungen zu einer 
pädagogischen Ästhetik,” in Die Kulturschule und kulturelle Schulentwicklung, 
Grundlagen, Analyse, Kritik, Bd. 2: Zur ästhetischen Dimension von Schule. 
eds. M. Fuchs and T. Braun (Beltz Juventa), 123–137.

Al-Rasheed, A. S. (2015). An experimental study of gender and cultural differences 
in hue preference. Front. Psychol. 6:30. doi: 10.3389/fpsyg.2015.00030

Altmann, C. S., Brachmann, A., and Redies, C. (2021). Liking of art and the perception 
of color. J. Exp. Psychol. Hum. Percept. Perform. 47, 545–564. doi: 10.1037/ 
xhp0000771

Arnheim, R. (1971). Entropy and Art: An Essay on Disorder and Order. Berkeley 
and Los Angeles, CA: University of California Press.

Augustin, M. D., Leder, H., Hutzler, F., and Carbon, C. C. (2008). Style follows 
content: On the microgenesis of art perception. Acta Psychol. 128, 127–138. 
doi: 10.1016/j.actpsy.2007.11.006

Augustin, M. D., Wagemans, J., and Carbon, C. C. (2012). All is beautiful? 
Generality vs. specificity of word usage in visual aesthetics. Acta Psychol. 
139, 187–201. doi: 10.1016/j.actpsy.2011.10.004

Bachmann, T., and Vipper, K. (1983). Perceptual rating of paintings from 
different artistic styles as a function of semantic differential scales and 
exposure time. Arch. Psychol. 135, 149–161.

Bakhshi, S., Shamma, D. A., and Gilbert, E. (2014). “Faces engage us: Photos 
with faces attract more likes and comments on Instagram.” in Proceedings 
of the SIGCHI Conference on Human Factors in Computing. April 26 - May 
01, 2014; 965–974.

Bar, M., and Neta, M. (2006). Humans prefer curved visual objects. Psychol. 
Sci. 17, 645–648. doi: 10.1111/j.1467-9280.2006.01759.x

Bar, M., and Neta, M. (2007). Visual elements of subjective preference modulate 
amygdala activation. Neuropsychologia 45, 2191–2200. doi: 10.1016/j.
neuropsychologia.2007.03.008

Bar, M., Neta, M., and Linz, H. (2006). Very first impressions. Emotion 6, 
269–278. doi: 10.1037/1528-3542.6.2.269

Belke, B. (2020). Cognitive Mastering phenomena in the appreciation of visual 
art: theoretical outlines and experimental probes. Doctoral dissertation. 
University of Vienna, Vienna, Austria.

Berlyne, D. E. (1970). Novelty, complexity and hedonic value. Percept. Psychophys. 
8, 279–286. doi: 10.3758/BF03212593

Bertamini, M., Makin, A., and Rampone, G. (2013). Implicit association of 
symmetry with positive valence, high arousal and simplicity. i-Percept. 4, 
317–327. doi: 10.1068/i0601jw

Bertamini, M., Rampone, G., Makin, A. D., and Jessop, A. (2019). Symmetry 
preference in shapes, faces, flowers and landscapes. PeerJ 7:e7078. doi: 
10.7717/peerj.7078

Bertamini, M., Silvanto, J., Norcia, A. M., Makin, A. D., and Wagemans, J. 
(2018). The neural basis of visual symmetry and its role in mid-and high-
level visual processing. Ann. N. Y. Acad. Sci. 1426, 111–126. doi: 10.1111/
nyas.13667

Biederman, I., and Vessel, E. A. (2006). Perceptual pleasure and the brain. 
Am. Sci. 94, 247–253. doi: 10.1511/2006.59.247

Boon, M. Y., Suttle, C. M., and Dain, S. J. (2007). Transient VEP and psychophysical 
chromatic contrast thresholds in children and adults. Vis. Res. 47, 2124–2133. 
doi: 10.1016/j.visres.2007.04.019

Brachmann, A., and Redies, C. (2017). Computational and experimental approaches 
to visual aesthetics. Front. Comput. Neurosci. 11:102. doi: 10.3389/fncom.2017.00102

Brielmann, A. A., Nuzzo, A., and Pelli, D. G. (2020). “How people experience 
beauty vs. what philosophers claimed. [Poster presentation],” in 20th Annual 
Meeting of the Vision Sciences Society. May 15–20, 2020; St. Pete Beach, FL, 
United States.

Campagna, F., Martin, J. G., Bokeria, L., Thorpe, S., Jiang, X., and Riesenhuber, M. 
(2020). Evidence for face selectivity in early vision. bioRxiv. doi: 
10.1101/2020.03.14.987735

Chaparro, A., Stromeyer, C. F., Huang, E. P., Kronauer, R. E., and Eskew, R. T. 
(1993). Colour is what the eye sees best. Nature 361, 348–350. doi: 
10.1038/361348a0

Che, J., Sun, X., Gallardo, V., and Nadal, M. (2018). Cross-cultural empirical 
aesthetics. Prog. Brain Res. 237, 77–103. doi: 10.1016/bs.pbr.2018.03.002

Coetzee, V., Greeff, J. M., Stephen, I. D., and Perrett, D. I. (2014). Cross-
cultural agreement in facial attractiveness preferences: the role of ethnicity 
and gender. PLoS One 9:e99629. doi: 10.1371/journal.pone.0099629

Commare, L., Rosenberg, R., and Leder, H. (2018). More than the sum of its 
parts: perceiving complexity in painting. Psychol. Aesthet. Creat. Arts 12, 
380–391. doi: 10.1037/aca0000186

Convey, B. R., Ratnasingam, S., Jara-Ettinger, J., Futtrell, R., and Gibson, E. 
(2020). Communication efficiency of color naming across languages provides 
a new framework for the evolution of color terms. Cognition 195:104086. 
doi: 10.1016/j.cognition.2019.104086

Cooper, A. B., Blake, A. B., Pauletti, R., and Cooper, P. (2020). Personality 
assessment through the situational and behavioral features of Instagram 
photos. Eur. J. Psychol. Assess. 36, 1–14. doi: 10.1027/1015-5759/ 
a000596

Cooper, E. A., Piazza, E. A., and Banks, M. S. (2012). The perceptual basis 
of common photographic practice. J. Vis. 12:8. doi: 10.1167/12.5.8

Corradi, G., Chuquichambi, E. G., Barrada, J. R., Clemente, A., and Nadal, M. 
(2020). A new conception of visual aesthetic sensitivity. Br. J. Psychol. 111, 
630–658. doi: 10.1111/bjop.12427

https://www.frontiersin.org/journals/psychology
www.frontiersin.org
https://www.frontiersin.org/journals/psychology#articles
https://doi.org/10.3389/fnhum.2015.00704
https://doi.org/10.3389/fnhum.2015.00704
https://doi.org/10.1016/S0896-6273(01)00491-3
https://doi.org/10.3389/fnhum.2020.00345
https://doi.org/10.3389/fpsyg.2015.00030
https://doi.org/10.1037/xhp0000771
https://doi.org/10.1037/xhp0000771
https://doi.org/10.1016/j.actpsy.2007.11.006
https://doi.org/10.1016/j.actpsy.2011.10.004
https://doi.org/10.1111/j.1467-9280.2006.01759.x
https://doi.org/10.1016/j.neuropsychologia.2007.03.008
https://doi.org/10.1016/j.neuropsychologia.2007.03.008
https://doi.org/10.1037/1528-3542.6.2.269
https://doi.org/10.3758/BF03212593
https://doi.org/10.1068/i0601jw
https://doi.org/10.7717/peerj.7078
https://doi.org/10.1111/nyas.13667
https://doi.org/10.1111/nyas.13667
https://doi.org/10.1511/2006.59.247
https://doi.org/10.1016/j.visres.2007.04.019
https://doi.org/10.3389/fncom.2017.00102
https://doi.org/10.1101/2020.03.14.987735
https://doi.org/10.1038/361348a0
https://doi.org/10.1016/bs.pbr.2018.03.002
https://doi.org/10.1371/journal.pone.0099629
https://doi.org/10.1037/aca0000186
https://doi.org/10.1016/j.cognition.2019.104086
https://doi.org/10.1027/1015-5759/a000596
https://doi.org/10.1027/1015-5759/a000596
https://doi.org/10.1167/12.5.8
https://doi.org/10.1111/bjop.12427


Leder et al. Aesthetics of Mobile Phone Photographs

Frontiers in Psychology | www.frontiersin.org 16 February 2022 | Volume 13 | Article 786977

Crognale, M. A. (2002). Development, maturation, and aging of chromatic 
visual pathways: VEP results. J. Vis. 2, 438–450. doi: 10.1167/2.6.2

Cupchik, G. C., and Berlyne, D. E. (1979). The perception of collative properties 
in visual stimuli. Scand. J. Psychol. 20, 93–104. doi: 10.1111/j.1467-9450.1979.
tb00688.x

Davidoff, J., Davies, I., and Roberson, D. (1999). Colour categories of a stone-
age tribe. Nature 398, 203–204. doi: 10.1038/18335

DeBruine, L. M., Jones, B. C., Crawford, J. R., Welling, L. L., and Little, A. C. 
(2010). The health of a nation predicts their mate preferences: cross-cultural 
variation in women's preferences for masculinized male faces. Proc. Biol. 
Sci. 277, 2405–2410. doi: 10.1098/rspb.2009.2184

Diamant, N., Zadok, D., Baskin, C., Schwartz, E., and Bronstein, A. M. (2019). 
“Beholder-GAN: Generation and beautification of facial images with 
conditioning on their beauty level.” in 2019 IEEE International Conference 
on Image Processing (ICIP). September 22-25, 2019; 739–743.

Dixon, A. R., and Telles, E. E. (2017). Skin color and colorism: global research, 
concepts, and measurement. Annu. Rev. Sociol. 43, 405–424. doi: 10.1146/
annurev-soc-060116-053315

Duanmu, Z., Liu, W., Wang, Z., and Wang, Z. (2021). Quantifying visual image 
quality: a Bayesian view. Annu. Rev. Vis. Sci. 7, 437–464. doi: 10.1146/
annurev-vision-100419-120301

Einhäuser, W., Spain, M., and Perona, P. (2008). Objects predict fixations better 
than early saliency. J. Vis. 8, 1–26. doi: 10.1167/8.14.18

Feininger, A. (1973). Principles of Composition in Photography. London: Thames 
& Hudson.

Fenner, D. (2020). Developing aesthetic taste. J. Aesthet. Educ. 54, 113–122. 
doi: 10.5406/jaesteduc.54.2.0113

Forster, M., Leder, H., and Ansorge, U. (2013). It felt fluent, and I  liked it: 
subjective feeling of fluency rather than objective fluency determines liking. 
Emotion 13, 280–289. doi: 10.1037/a0030115

Freedberg, D. (1991). The Power of Images. Studies in the History and Theory 
of Response. Chicago, IL: University of Chicago Press.

Friedenberg, J. (2020). What makes textures beautiful? Effects of shared orientation. 
Psychol. Aesthet. Creat. Arts. Advance online publication. doi: 10.1037/
aca0000349

Furnham, A., and Walker, J. (2001). Personality and judgements of abstract, 
pop art, and representational paintings. Eur. J. Personal. 15, 57–72. doi: 
10.1002/per.340

Gangestad, S. W., and Scheyd, G. J. (2005). The evolution of human physical 
attractiveness. Annu. Rev. Anthropol. 34, 523–548. doi: 10.1146/annurev.
anthro.33.070203.143733

Gao, X.-P., Xin, J. H., Sato, T., Hansuebsai, A., Scalzo, M., Kajiwara, K., et al. 
(2007). Analysis of cross-cultural color emotion. Color. Res. Appl. 32, 223–229. 
doi: 10.1002/col.20321

Gartus, A., and Leder, H. (2013). The small step toward asymmetry: aesthetic 
judgment of broken symmetries. i-Percept. 4, 361–364. doi: 10.1068/i0588sas

Gegenfurtner, K. R., and Kiper, D. C. (2003). Color vision. Annu. Rev. Neurosci. 
26, 181–206. doi: 10.1146/annurev.neuro.26.041002.131116

Gerger, G., Leder, H., Tinio, P. P. L., and Schacht, A. (2011). Faces versus 
patterns: exploring aesthetic reactions using facial EMG. Psychol. Aesthet. 
Creat. Arts 5, 241–250. doi: 10.1037/a0024154

Goller, J., Mitrovic, A., and Leder, H. (2019). Effects of liking on visual attention 
in faces and paintings. Acta Psychol. 197, 115–123. doi: 10.1016/j.
actpsy.2019.05.008

Gombrich, E. H. (1960). Art and Illusion. Phaedon. New York, NY: Pantheon Books.
Gómez-Puerto, G., Rosselló, J., Corradi, G., Acedo-Carmona, C., Munar, E., 

and Nadal, M. (2018). Preference for curved contours across cultures. Psychol. 
Aesthet. Creat. Arts 12, 432–439. doi: 10.1037/aca0000135

Götz, K. O. (1985). VAST: Visual Aesthetic Sensitivity Test (4th ed.). Düsseldorf, 
Germany: Concept.

Graham, D. J., and Redies, C. (2010). Statistical regularities in art: relations 
with visual coding and perception. Vis. Res. 50, 1503–1509. doi: 10.1016/j.
visres.2010.05.002

Graham, D., Schwarz, B., Chatterjee, A., and Leder, H. (2016). Preference for 
luminance histogram regularities in natural scenes. Vis. Res. 120, 11–21. 
doi: 10.1016/j.visres.2015.03.018

Güclütürk, Y., Jacobs, R. H., and van Lier, R. (2016). Liking versus complexity: 
decomposing the inverted U-curve. Front. Hum. Neurosci. 10:112. doi: 10.3389/
fnhum.2016.00112

Hagen, L. (2020). Pretty healthy food: how and when aesthetics enhance 
perceived healthiness. J. Mark. 85, 129–145. doi: 10.1177/0022242920944384

Hahn, A. C., and Perrett, D. I. (2014). Neural and behavioral responses to 
attractiveness in adult and infant faces. Neurosci. Biobehav. Rev. 46, 591–603. 
doi: 10.1016/j.neubiorev.2014.08.015

Han, C., Wang, H., Hahn, A., Fisher, C., Kandrik, M., Fasolt, V., et al. (2018). 
Cultural differences in preferences for facial coloration. Evol. Hum. Behav. 
39, 154–159. doi: 10.1016/j.evolhumbehav.2017.11.005

Hekkert, P., and van Wieringen, P. C. W. (1990). Complexity and prototypicality 
as determinants of the appraisal of cubist paintings. Br. J. Psychol. 81, 
483–595. doi: 10.1111/j.2044-8295.1990.tb02374.x

Hietanen, J. K., Klemettilä, T., Kettunen, J. E., and Korpela, K. M. (2007). 
What is a nice smile like that doing in a place like this? Automatic affective 
responses to environments influence the recognition of facial expressions. 
Psychol. Res. 71, 539–552. doi: 10.1007/s00426-006-0064-4

Hill, M. E. (2002). Skin color and the perception of attractiveness among 
African Americans: does gender make a difference? Soc. Psychol. Q. 65, 
77–91. doi: 10.2307/3090169

Hu, Y., Manikonda, L., and Kambhampati, S. (2014). “A first analysis of Instagram 
photo content and user types.” in Eighth International AAAI Conference on 
Weblogs and Social Media. June 1–4, 2014.

Huang, C. M., and Park, D. (2013). Cultural influences on Facebook photographs. 
Int. J. Psychol. 48, 334–343. doi: 10.1080/00207594.2011.649285

Hurlbert, A. C., and Ling, Y. (2007). Biological components of sex differences 
in color preference. Curr. Biol. 17, R623–R625. doi: 10.1016/j.cub.2007.06.022

Ignatov, A., Timofte, R., Qian, M., Qiao, C., Lin, J., Guo, Z., et al. (2020). 
“AIM 2020 challenge on rendering realistic Bokeh” in Computer Vision – 
ECCV 2020 Workshops. ECCV 2020. Lecture Notes in Computer Science, 
12537. eds. A. Bartoli and A. Fusiello (Springer).

Ip, F. W., Lewis, G. J., and Lefevre, C. E. (2019). Carotenoid skin colouration 
enhances face and body attractiveness: A cross-cultural study. Q. J. Exp. 
Psychol.:72, 2565–2573. doi: 10.1177/1747021819850970

Jacobsen, T., and Höfel, L. (2002). Aesthetic judgments of novel graphic patterns: 
analyses of individual judgments. Percept. Mot. Skills 95, 755–766. doi: 
10.2466/pms.2002.95.3.755

Jeffreys, D. A. (1996). Evoked potential studies of face and object processing. 
Vis. Cogn. 3, 1–38. doi: 10.1080/713756729

Jonauskaite, D., Abu-Akel, A., Dael, N., Oberfeld, D., Abdel-Khalek, A. M., 
Al-Rasheed, A. S., et al. (2020). Universal patterns in color-emotion associations 
are further shaped by linguistic and geographic proximity. Psychol. Sci. 31, 
1245–1260. doi: 10.1177/0956797620948810

Jones, B. C., Hahn, A. C., Fisher, C. I., Wincenciak, J., Kandrik, M., Roberts, S. C., 
et al. (2015). Facial coloration tracks changes in women’s estradiol. 
Psychoneuroendocrinology 56, 29–34. doi: 10.1016/j.psyneuen.2015.02.021

Kairanbay, M., John, S. J., and Lai-Kuan Wong, L.-K. (2019). Beauty is in the 
eye of the beholder: demographically oriented analysis of aesthetics in photographs. 
ACM Trans. Multimed. Comput. Commun. Appl. 15:63. doi: 10.1145/3328993

Kaisler, R. E., and Leder, H. (2016). Trusting the looks of others: gaze effects of 
faces in social settings. Perception 45, 875–892. doi: 10.1177/0301006616643678

Kaisler, R. E., and Leder, H. (2017). Combined effects of gaze and orientation 
of faces on person judgments in social situations. Front. Psychol. 8:259. doi: 
10.3389/fpsyg.2017.00259

Kaisler, R., Marin, M., and Leder, H. (2020). Effects of emotional expressions, 
gaze, and head orientation on person perception in social situations. SAGE 
Open 10. doi: 10.1177/2158244020940705

Kakimori, T., Okabe, M., Yanai, K., and Onai, R. (2016). “A system to help 
amateurs take pictures of delicious looking food.” in 2016 IEEE Second 
International Conference on Multimedia Big Data (BigMM). April 20–22, 
2016; 456–461.

Kalayeh, M.M., Seifu, M., LaLanne, W., and Shah, M. (2015). “How to take 
a good selfie?” in Proceedings of the 23rd ACM international conference on 
Multimedia. October 26–30, 2015; 923–926.

Kaplan, S. (1987). Aesthetics, affect, and cognition: environmental preference 
from an evolutionary perspective. Environ. Behav. 19, 3–32. doi: 
10.1177/0013916587191001

Kardan, O., Demiralp, E., Hout, M. C., Hunter, M. R., Karimi, H., Hanayik, T., 
et al. (2015). Is the preference of natural versus man-made scenes driven 
by bottom-up processing of the visual features of nature? Front. Psychol. 
6:471. doi: 10.3389/fpsyg.2015.00471

https://www.frontiersin.org/journals/psychology
www.frontiersin.org
https://www.frontiersin.org/journals/psychology#articles
https://doi.org/10.1167/2.6.2
https://doi.org/10.1111/j.1467-9450.1979.tb00688.x
https://doi.org/10.1111/j.1467-9450.1979.tb00688.x
https://doi.org/10.1038/18335
https://doi.org/10.1098/rspb.2009.2184
https://doi.org/10.1146/annurev-soc-060116-053315
https://doi.org/10.1146/annurev-soc-060116-053315
https://doi.org/10.1146/annurev-vision-100419-120301
https://doi.org/10.1146/annurev-vision-100419-120301
https://doi.org/10.1167/8.14.18
https://doi.org/10.5406/jaesteduc.54.2.0113
https://doi.org/10.1037/a0030115
https://doi.org/10.1037/aca0000349
https://doi.org/10.1037/aca0000349
https://doi.org/10.1002/per.340
https://doi.org/10.1146/annurev.anthro.33.070203.143733
https://doi.org/10.1146/annurev.anthro.33.070203.143733
https://doi.org/10.1002/col.20321
https://doi.org/10.1068/i0588sas
https://doi.org/10.1146/annurev.neuro.26.041002.131116
https://doi.org/10.1037/a0024154
https://doi.org/10.1016/j.actpsy.2019.05.008
https://doi.org/10.1016/j.actpsy.2019.05.008
https://doi.org/10.1037/aca0000135
https://doi.org/10.1016/j.visres.2010.05.002
https://doi.org/10.1016/j.visres.2010.05.002
https://doi.org/10.1016/j.visres.2015.03.018
https://doi.org/10.3389/fnhum.2016.00112
https://doi.org/10.3389/fnhum.2016.00112
https://doi.org/10.1177/0022242920944384
https://doi.org/10.1016/j.neubiorev.2014.08.015
https://doi.org/10.1016/j.evolhumbehav.2017.11.005
https://doi.org/10.1111/j.2044-8295.1990.tb02374.x
https://doi.org/10.1007/s00426-006-0064-4
https://doi.org/10.2307/3090169
https://doi.org/10.1080/00207594.2011.649285
https://doi.org/10.1016/j.cub.2007.06.022
https://doi.org/10.1177/1747021819850970
https://doi.org/10.2466/pms.2002.95.3.755
https://doi.org/10.1080/713756729
https://doi.org/10.1177/0956797620948810
https://doi.org/10.1016/j.psyneuen.2015.02.021
https://doi.org/10.1145/3328993
https://doi.org/10.1177/0301006616643678
https://doi.org/10.3389/fpsyg.2017.00259
https://doi.org/10.1177/2158244020940705
https://doi.org/10.1177/0013916587191001
https://doi.org/10.3389/fpsyg.2015.00471


Leder et al. Aesthetics of Mobile Phone Photographs

Frontiers in Psychology | www.frontiersin.org 17 February 2022 | Volume 13 | Article 786977

Keelan, B. (2002). Handbook of Image Quality: Characterization and Prediction. 
New York, NY: Marcel Dekker.

Kim, J., and Kim, Y. (2019). Instagram user characteristics and the color of 
their photos: colorfulness, color diversity, and color harmony. Inf. Process. 
Manag. 56, 1494–1505. doi: 10.1016/j.ipm.2018.10.018

Klepeis, N. E., Nelson, W. C., Ott, W. R., Robinson, J. P., Tsang, A. M., 
Switzer, P., et al. (2001). The National Human Activity Pattern Survey 
(NHAPS): a resource for assessing exposure to environmental pollutants. J. 
Expo. Anal. Environ. Epidemiol. 11, 231–252. doi: 10.1038/sj.jea.7500165

Kocak, E., Nasir, V. A., and Turker, H. B. (2020). What drives Instagram 
usage? User motives and personality traits. Online Inf. Rev. 44, 625–643. 
doi: 10.1108/OIR-08-2019-0260

Korhonen, J. (2019). “Assessing personally perceived image quality via image 
features and collaborative filtering.” in Proceedings of the 2019 IEEE/CVF 
Conference on Computer Vision and Pattern Recognition (CVPR); June 15–20, 
2019; 8161–8169. 

Kuhn, A. (2010). Memory texts and memory work: performance of memory 
in and with visual media. Mem. Stud. 3, 298–313. doi: 10.1177/ 
1750698010370034

Lanciano, T., Curci, A., Matera, G., and Sartori, G. (2018). Measuring the 
flashbulb-like nature of memories for private events: the flashbulb memory 
checklist. Memory 26, 1053–1064. doi: 10.1080/09658211.2018.1428348

Langlois, J. H., and Roggman, L. A. (1990). Attractive faces are only average. 
Psychol. Sci. 1, 115–121. doi: 10.1111/j.1467-9280.1990.tb00079.x

Lay, A., and Ferwerda, B. (2018). Predicting users’ personality based on their 
‘liked’ images on Instagram. [Conference Paper]. HUMANIZE 2018, Tokio, 
Japan.

Leder, H. (2001). Determinants of preference. When do we  like what we  know? 
Empir. Stud. Arts 19, 201–212. doi: 10.2190/5TAE-E5CV-XJAL-3885

Leder, H., Belke, B., Oeberst, A., and Augustin, D. (2004). A model of aesthetic 
appreciation and aesthetic judgments. Br. J. Psychol. 95, 489–508. doi: 
10.1348/0007126042369811

Leder, H., and Carbon, C.-C. (2005). Dimensions in appreciation of car interior 
design. Appl. Cogn. Psychol. 19, 603–618. doi: 10.1002/acp.1088

Leder, H., Gerger, G., Dressler, S. G., and Schabmann, A. (2012). How art is 
appreciated. Psychol. Aesthet. Creat. Arts 6, 2–10. doi: 10.1037/a0026396

Leder, H., Goller, J., Forster, M., Schlageter, L., and Paul, M. A. (2017). Face 
inversion increases attractiveness. Acta Psychol. 178, 25–31. doi: 10.1016/j.
actpsy.2017.05.005

Leder, H., Goller, J., Rigotti, T., and Forster, M. (2016a). Private and shared 
taste in art and face appreciation. Front. Hum. Neurosci. 10:155. doi: 10.3389/
fnhum.2016.00155

Leder, H., Mitrovic, A., and Goller, J. (2016b). How beauty determines gaze! 
Facial attractiveness and gaze duration in images of real world scenes. 
i-Percept. 7:2041669516664355. doi: 10.1177/2041669516664355

Leder, H., and Nadal, M. (2014). Ten years of a model of aesthetic appreciation 
and aesthetic judgments: The aesthetic episode - developments and challenges 
in empirical aesthetics. Br. J. Psychol. 105, 443–464. doi: 10.1111/bjop.12084

Leder, H., Ring, A., and Dressler, S. G. (2013). See me, feel me! Aesthetic 
evaluations of art portraits. Psychol. Aesthet. Creat. Arts 7, 358–369. doi: 
10.1037/a0033311

Leder, H., Tinio, P. P., and Bar, M. (2011). Emotional valence modulates the 
preference for curved objects. Perception 40, 649–655. doi: 10.1068/p6845

Leder, H., Tinio, P. P. L., Brieber, D., Kröner, T., Jacobsen, T., and Rosenberg, R. 
(2019). Symmetry is not a universal law of beauty. Empir. Stud. Arts 37, 
104–114. doi: 10.1177/0276237418777941

Lee, E., Lee, J. A., Moon, J. H., and Sung, Y. (2015). Pictures speak louder 
than words: motivations for using Instagram. Cyberpsychol. Behav. Soc. Netw. 
18, 552–556. doi: 10.1089/cyber.2015.0157

Little, A. C. (2012). Manipulation of infant-like traits affects perceived cuteness of 
infant, adult and cat faces. Ethology 118, 775–782. doi: 10.1111/j.1439-0310.2012.02068.x

Little, A. C. (2014). Facial attractiveness. WIREs. Cogn. Sci. 5, 621–634. doi: 
10.1002/wcs.1316

Locher, P. J. (2003). An empirical investigation of the visual rightness theory 
of picture perception. Acta Psychol. 114, 147–164. doi: 10.1016/j.
actpsy.2003.07.001

Locher, P., Krupinski, E. A., Mello-Thoms, C., and Nodine, C. F. (2007). Visual 
interest in pictorial art during an aesthetic experience. Spat. Vis. 21, 55–77. 
doi: 10.1163/156856807782753868

Locher, P., and Nagy, Y. (1996). Vision spontaneously establishes the percept 
of pictorial balance. Empir. Stud. Arts 14, 17–31. doi: 10.2190/X8U3-CTQ6-
A7J1-8JQ8

Lopez-Persem, A., Domenech, P., and Pessiglione, M. (2016). How prior 
preferences determine decision-making frames and biases in the human 
brain. elife 5:e20317. doi: 10.7554/eLife.20317

Lyssenko, N., Redies, C., and Hayn-Leichsenring, G. U. (2016). Evaluating 
abstract art: relation between term usage, subjective ratings, image properties 
and personality traits. Front. Psychol. 7:973. doi: 10.3389/fpsyg.2016.00973

MacDorman, K. F., and Chattopadhyay, D. (2016). Reducing consistency in human 
realism increases the uncanny valley effect; increasing category uncertainty 
does not. Cognition 146, 190–205. doi: 10.1016/j.cognition.2015.09.019

Marin, M., and Leder, H. (2013). Examining complexity across domains: relating 
subjective and objective measures of affective environmental scenes, paintings 
and music. PLoS One 8:e72412. doi: 10.1371/journal.pone.0072412

Marković, S., Obradović, M., and Demetriades, A. (2019). Interactive change 
of lighting in the portrait images. FME Trans. 47, 326–330. doi: 10.5937/
fmet1902326M

Mayer, S., and Landwehr, J. R. (2018). Quantifying visual aesthetics based on 
processing fluency theory: four algorithmic measures for antecedents of 
aesthetic preferences. Psychol. Aesthet. Creat. Arts 12, 399–431. doi: 10.1037/
aca0000187

McManus, I., and Stöver, K. (2014). ““Mute, motionless, variegated rectangles”: 
aesthetics andphotography,” in The Cambridge Handbook of the Psychology 
of Aesthetics and the Arts. eds. P. Tinio and J. Smith (Cambridge University 
Press), 243–276.

McManus, I. C., Stöver, K., and Kim, D. (2011). Arnheim’s gestalt theory of 
visual balance: examining the compositional structure of art photographs 
and abstract images. i-Percept. 2, 615–647. doi: 10.1068/i0445aap

Mejova, Y., Abbar, S., and Haddadi, H. (2016). Fetishizing food in digital age: 
#foodporn around the world. ICWSM.

Menninghaus, W., Wagner, V., Wassiliwizky, E., Schindler, I., Hanich, J., Jacobsen, T., 
et al. (2019). What are aesthetic emotions? Psychol. Rev. 126, 171–195. doi: 
10.1037/rev0000135

Miesler, L., Leder, H., and Herrmann, A. (2011). Isn’t it cute: an evolutionary 
perspective of baby-schema effects in visual product designs. Int. J. Des. 5, 
17–30.

Milosavljevic, M., Navalpakkam, V., Koch, C., and Rangel, A. (2012). Relative 
visual saliency differences induce sizable bias in consumer choice. J. Consum. 
Psychol. 22, 67–74. doi: 10.1016/j.jcps.2011.10.002

Mitrovic, A., Hegelmaier, L. M., Leder, H., and Pelowski, M. (2020). Does 
beauty capture the eye, even if it’s not (overtly) adaptive? A comparative 
eye-tracking study of spontaneous attention and visual preference with 
VAST abstract art. Acta Psychol. 209:103133. doi: 10.1016/j.
actpsy.2020.103133

Mitrovic, A., Tinio, P. P. L., and Leder, H. (2016). Consequences of beauty: 
effects of rater sex and sexual orientation on the visual exploration and 
evaluation of attractiveness in real world scenes. Front. Hum. Neurosci. 
10:122. doi: 10.3389/fnhum.2016.00122

Mulas, V., Troffa, R., and Caddeo, P. (2012). Differences between experts and 
non-experts in photographic perception and assessment. Cogn. Process. 13, 
275–279. doi: 10.1007/s10339-012-0456-x

Munar, E., Gómez-Puerto, G., Call, J., and Nadal, M. (2015). Common visual 
preference for curved contours in humans and great apes. PLoS One 
10:e0141106. doi: 10.1371/journal.pone.0141106

Myszkowski, N., and Storme, M. (2017). Measuring “good taste” with the visual 
aesthetic sensitivity test-revised (VAST-R). Personal. Individ. Differ. 117, 
91–100. doi: 10.1016/j.paid.2017.05.041

Nadal, M., and Chatterjee, A. (2019). Neuroaesthetics and art's diversity and 
universality. Wiley Interdiscip. Rev. Cogn. Sci. 10:e1487. doi: 10.1002/wcs.1487

Nadal, M., Munar, E., Marty, G., and Cela-Conde, C. (2010). Visual complexity 
and beauty appreciation: explaining the divergence of results. Empir. Stud. 
Arts 28, 172–191. doi: 10.2190/EM.28.2.d

Nakamura, K., and Kawabata, H. (2018). Preferential access to awareness of 
attractive faces in a breaking continuous flash suppression paradigm. Conscious. 
Cogn. 65, 71–82. doi: 10.1016/j.concog.2018.07.010

Nascimento, S. M., Albers, A. M., and Gegenfurtner, K. R. (2021). Naturalness 
and aesthetics of colors–preference for color compositions perceived as 
natural. Vis. Res. 185, 98–110. doi: 10.1016/j.visres.2021.03.010

https://www.frontiersin.org/journals/psychology
www.frontiersin.org
https://www.frontiersin.org/journals/psychology#articles
https://doi.org/10.1016/j.ipm.2018.10.018
https://doi.org/10.1038/sj.jea.7500165
https://doi.org/10.1108/OIR-08-2019-0260
https://doi.org/10.1177/1750698010370034
https://doi.org/10.1177/1750698010370034
https://doi.org/10.1080/09658211.2018.1428348
https://doi.org/10.1111/j.1467-9280.1990.tb00079.x
https://doi.org/10.2190/5TAE-E5CV-XJAL-3885
https://doi.org/10.1348/0007126042369811
https://doi.org/10.1002/acp.1088
https://doi.org/10.1037/a0026396
https://doi.org/10.1016/j.actpsy.2017.05.005
https://doi.org/10.1016/j.actpsy.2017.05.005
https://doi.org/10.3389/fnhum.2016.00155
https://doi.org/10.3389/fnhum.2016.00155
https://doi.org/10.1177/2041669516664355
https://doi.org/10.1111/bjop.12084
https://doi.org/10.1037/a0033311
https://doi.org/10.1068/p6845
https://doi.org/10.1177/0276237418777941
https://doi.org/10.1089/cyber.2015.0157
https://doi.org/10.1111/j.1439-0310.2012.02068.x
https://doi.org/10.1002/wcs.1316
https://doi.org/10.1016/j.actpsy.2003.07.001
https://doi.org/10.1016/j.actpsy.2003.07.001
https://doi.org/10.1163/156856807782753868
https://doi.org/10.2190/X8U3-CTQ6-A7J1-8JQ8
https://doi.org/10.2190/X8U3-CTQ6-A7J1-8JQ8
https://doi.org/10.7554/eLife.20317
https://doi.org/10.3389/fpsyg.2016.00973
https://doi.org/10.1016/j.cognition.2015.09.019
https://doi.org/10.1371/journal.pone.0072412
https://doi.org/10.5937/fmet1902326M
https://doi.org/10.5937/fmet1902326M
https://doi.org/10.1037/aca0000187
https://doi.org/10.1037/aca0000187
https://doi.org/10.1068/i0445aap
https://doi.org/10.1037/rev0000135
https://doi.org/10.1016/j.jcps.2011.10.002
https://doi.org/10.1016/j.actpsy.2020.103133
https://doi.org/10.1016/j.actpsy.2020.103133
https://doi.org/10.3389/fnhum.2016.00122
https://doi.org/10.1007/s10339-012-0456-x
https://doi.org/10.1371/journal.pone.0141106
https://doi.org/10.1016/j.paid.2017.05.041
https://doi.org/10.1002/wcs.1487
https://doi.org/10.2190/EM.28.2.d
https://doi.org/10.1016/j.concog.2018.07.010
https://doi.org/10.1016/j.visres.2021.03.010


Leder et al. Aesthetics of Mobile Phone Photographs

Frontiers in Psychology | www.frontiersin.org 18 February 2022 | Volume 13 | Article 786977

Nascimento, S. M., Linhares, J. M., Montagner, C., João, C. A., Amano, K., 
Alfaro, C., et al. (2017). The colors of paintings and viewers’ preferences. 
Vis. Res. 130, 76–84. doi: 10.1016/j.visres.2016.11.006

Nascimento, S. M. C., and Masuda, O. (2014). Best lighting for visual appreciation 
of artistic paintings—experiments with real paintings and real illumination. 
J. Opt. Soc. Am. A 31, A214–A219. doi: 10.1364/JOSAA.31.00A214

O’Brien, M. (1992). Gender identity and sex roles. In HasseltV. B. Van and 
M. Hersen (Eds.), Handbook of Social Development (pp. 325–345). Springer.

Oliva, A., and Torralba, A. (2001). Modeling the shape of the scene: a holistic 
representation of the spatial envelope. Int. J. Comput. Vis. 42, 145–175. doi: 
10.1023/A:1011139631724

Oren, S., Sela, T., Levy, D., and Schonberg, T. (2020). Item features interact 
with item category in their influence on preferences. Front. Psychol. 11:988. 
doi: 10.3389/fpsyg.2020.00988

Orzech, K. M., Moncur, W., Durrant, A., James, S., and Collomosse, J. (2017). 
Digital photographic practices as expressions of personhood and identity: 
variations across school leavers and recent retirees. Vis. Stud. 32, 313–328. 
doi: 10.1080/1472586X.2017.1362959

Paakki, M., Aaltojärvi, I., Sandell, M., and Hopia, A. (2019). The importance 
of the visual aesthetics of colours in food at a workday lunch. Int. J. Gastron. 
Food Sci. 16:100131. doi: 10.1016/j.ijgfs.2018.12.001

Palmer, S. E., and Schloss, K. B. (2010). An ecological valence theory of human 
color preference. PNAS 107, 8877–8882. doi: 10.1073/pnas.0906172107

Palumbo, L., Ruta, N., and Bertamini, M. (2015). Comparing angular and 
curved shapes in terms of implicit associations and approach/avoidance 
responses. PLoS One 10:e0140043. doi: 10.1371/journal.pone.0140043

Párraga, C. A., Brelstaff, G., Troscianko, T., and Moorehead, I. R. (1998). Color 
and luminance information in natural scenes. J. Opt. Soc. Am. A 15, 563–569. 
doi: 10.1364/JOSAA.15.000563

Pelowski, M., Cabbai, G., Brinkmann, H., Mikuni, J., Hegelmaier, L., Rosenberg, R., 
et al. (2020). The kitsch switch—or (when) do experts dislike Thomas 
Kinkade art? A study of time-based evaluation changes in top-down versus 
bottom-up assessment. Psychol. Aesthet. Creat. Arts. Advance online publication. 
doi: 10.1037/aca0000302

Pelowski, M., Graser, A., Specker, E., Forster, M., von Hinüber, J., and Leder, H. 
(2019). Does gallery lighting really have an impact on appreciation of art? 
An ecologically valid study of lighting changes and the assessment and 
emotional experience with representational and abstract paintings. Front. 
Psychol. 10:2148. doi: 10.3389/fpsyg.2019.02148

Pelowski, M., Markey, P., Forster, M., Gerger, G., and Leder, H. (2017). Move 
me, astonish me… delight my eyes and brain: the Vienna integrated model 
of top-down and bottom-up processes in art perception (VIMAP) and 
corresponding affective, evaluative and neurophysiological correlates. Phys 
Life Rev 21, 80–125. doi: 10.1016/j.plrev.2017.02.003

Peng, Y., and Jemmott, J. (2018). Feast for the eyes: effects of food perceptions 
and computer vision features on food photo popularity. Int. J. Commun. 
12:24.

Pinto, P. D., Linhares, J. M. M., and Nascimento, S. M. C. (2008). Correlated 
color temperature preferred by observers for illumination of artistic paintings. 
J. Opt. Soc. Am. A 25, 623–630. doi: 10.1364/JOSAA.25.000623

Reber, R., Schwarz, N., and Winkielman, P. (2004). Processing fluency and 
aesthetic pleasure: is beauty in the perceiver's processing experience? Personal. 
Soc. Psychol. Rev. 8, 364–382. doi: 10.1207/s15327957pspr0804_3

Reber, R., Winkielman, P., and Schwarz, N. (1998). Effects of perceptual fluency 
on affective judgments. Psychol. Sci. 9, 45–48. doi: 10.1111/1467-9280.00008

Redi, M., Manovich, L., Osindero, S., and Crockett, D. (2016). “What makes 
photo cultures different?” in Proceedings of the 24th ACM International 
Conference on Multimedia. October 15–19, 2016; 287–291.

Redies, C. (2015). Combining universal beauty and cultural context in a unifying 
model of visual aesthetic experience. Front. Hum. Neurosci. 9:218. doi: 
10.3389/fnhum.2015.00218

Redies, C., Grebenkina, M., Mohseni, M., Kaduhm, A., and Dobel, C. (2020). 
Global image properties predict ratings of affective pictures. Front. Psychol. 
11:953. doi: 10.3389/fpsyg.2020.00953

Regier, T., and Kay, P. (2009). Language, thought, and color: Whorf was half 
right. Trends Cogn. Sci. 13, 439–446. doi: 10.1016/j.tics.2009.07.001

Reymond, C., Pelowski, M., Opwis, K., Takala, T., and Mekler, E. D. (2020). 
Aesthetic evaluation of digitally reproduced art images. Front. Psychol. 
11:615575. doi: 10.3389/fpsyg.2020.615575

Rhodes, G. (2006). The evolution of facial attractiveness. Annu. Rev. Psychol. 
57, 199–226. doi: 10.1146/annurev.psych.57.102904.190208

Rhodes, G., Sumich, A., and Byatt, G. (1999). Are average facial configurations 
attractive only because of their symmetry? Psychol. Sci. 10, 52–58. doi: 
10.1111/1467-9280.00106

Rodriguez, M., Aalbers, G., and McNally, R. J. (2021). Idiographic network 
models of social media use and depression symptoms. Cognit. Ther. Res. 
doi: 10.31234/osf.io/t4hc3

Rossion, B., Gauthier, I., Tarr, M. J., Despland, P., Bruyer, R., Linotte, S., et al. 
(2000). The N170 occipito-temporal component is delayed and enhanced 
to inverted faces but not to inverted objects: An electrophysiological account 
of face-specific processes in the human brain. NeuroReport 11, 69–74. doi: 
10.1097/00001756-200001170-00014

Rowley, J., and Spence, C. (2018). Does the visual composition of a dish 
influence the perception of portion size and hedonic preference? Appetite 
128, 79–86. doi: 10.1016/j.appet.2018.06.005

Sadr, J., and Krowicki, L. (2019). Face perception loves a challenge: less information 
sparks more attraction. Vis. Res. 157, 61–83. doi: 10.1016/j.visres.2019.01.009

Saito, M. (1996). Comparative studies on color preference in Japan and other Asian 
regions, with special emphasis on the preference for white. Color. Res. Appl. 21, 
35–49. doi: 10.1002/(SICI)1520-6378(199602)21:1<35::AID-COL4>3.0.CO;2-6

Schabmann, A., Gerger, G., Schmidt, B. M., Wögerer, E., Osipov, I., and 
Leder, H. (2015). Where does it come from? Developmental aspects of art 
appreciation. Int. J. Behav. Dev. 40, 313–323. doi: 10.1177/0165025415573642

Schneider, T. M., and Carbon, C.-C. (2017). Taking the perfect selfie: investigating 
the impact of perspective on the perception of higher cognitive variables. 
Front. Psychol. 8:971. doi: 10.3389/fpsyg.2017.00971

Schulz, K., and Hayn-Leichsenring, G. U. (2017). Face attractiveness versus 
artistic beauty in art portraits: a behavioral study. Front. Psychol. 8:2254. 
doi: 10.3389/fpsyg.2017.02254

Schwarz, O. (2010). Negotiating romance in front of the lens. Vis. Commun. 
9, 151–169. doi: 10.1177/1470357210369982

Sheng, K., Dong, W., Huang, H., Chai, M., Zhang, Y., Ma, C., et al. (2020). 
Learning to assess visual aesthetics of food images. Comput. Vis. Media 7, 
139–152. doi: 10.1007/s41095-020-0193-5

Sidhu, D. M., McDougall, K. H., Jalava, S. T., and Bodner, G. E. (2018). 
Prediction of beauty and liking ratings for abstract and representational 
paintings using subjective and objective measures. PLoS One 13:e0200431. 
doi: 10.1371/journal.pone.0200431

Skelton, A. E., and Franklin, A. (2020). Infants look longer at colours that 
adults like when colours are highly saturated. Psychon. Bull. Rev. 27, 78–85. 
doi: 10.3758/s13423-019-01688-5

Smith, A. L. (2014). “Aesthetics and the built environment: no painting or 
musical piece can compare,” in The Cambridge Handbook of the Psychology 
of Aesthetics and the Arts. eds. P. P. L. Tinio and J. K. Smith (Cambridge: 
Cambridge University Press).

Specker, E., Leder, H., Rosenberg, R., Hegelmaier, L. M., Brinkmann, H., Mikuni, J., 
et al. (2018). The universal and automatic association between brightness and 
positivity. Acta Psychol. 186, 47–53. doi: 10.1016/j.actpsy.2018.04.007

Spehar, B., and Taylor, R. P. (2013). “Fractals in art and nature: why do we  like 
them?” in Proceedings of the SPIE 8651, Human Vision and Electronic Imaging 
XVIII, 865118. February 3-7, 2013; Burlingame, CA.

Spehar, B., Walker, N., and Taylor, R. P. (2016). Taxonomy of individual variations 
in aesthetic responses to fractal patterns. Front. Hum. Neurosci. 10:350. doi: 
10.3389/fnhum.2016.00350

Spence, C., Okajima, K., Cheok, A. D., Petit, O., and Michel, C. (2016). Eating 
with our eyes: from visual hunger to digital satiation. Brain Cogn. 110, 
53–63. doi: 10.1016/j.bandc.2015.08.006

Spence, C., and Piqueras-Fiszman, B. (2014). The Perfect Meal: The Multisensory 
Science of Food and Dining. Hoboken, NJ: John Wiley & Sons.

Springer, I. N., Wannicke, B., Warnke, P. H., Zernial, O., Wiltfang, J., Russo, P. A., 
et al. (2007). Facial attractiveness: visual impact of symmetry increases 
significantly towards the midline. Ann. Plast. Surg. 59, 156–162. doi: 10.1097/01.
sap.0000252041.66540.ec

Sproson, W.N. (1983). Colour Science in Television and Display Systems. Bristol: 
Adam Hilger, pp. 35–36.

Steen, F. (2006). “A cognitive account of aesthetics,” in The Artful Mind: Cognitive 
Science and the Riddle of Human Creativity. ed. M. Turner ( Oxford University 
Press), 57–71.

https://www.frontiersin.org/journals/psychology
www.frontiersin.org
https://www.frontiersin.org/journals/psychology#articles
https://doi.org/10.1016/j.visres.2016.11.006
https://doi.org/10.1364/JOSAA.31.00A214
https://doi.org/10.1023/A:1011139631724
https://doi.org/10.3389/fpsyg.2020.00988
https://doi.org/10.1080/1472586X.2017.1362959
https://doi.org/10.1016/j.ijgfs.2018.12.001
https://doi.org/10.1073/pnas.0906172107
https://doi.org/10.1371/journal.pone.0140043
https://doi.org/10.1364/JOSAA.15.000563
https://doi.org/10.1037/aca0000302
https://doi.org/10.3389/fpsyg.2019.02148
https://doi.org/10.1016/j.plrev.2017.02.003
https://doi.org/10.1364/JOSAA.25.000623
https://doi.org/10.1207/s15327957pspr0804_3
https://doi.org/10.1111/1467-9280.00008
https://doi.org/10.3389/fnhum.2015.00218
https://doi.org/10.3389/fpsyg.2020.00953
https://doi.org/10.1016/j.tics.2009.07.001
https://doi.org/10.3389/fpsyg.2020.615575
https://doi.org/10.1146/annurev.psych.57.102904.190208
https://doi.org/10.1111/1467-9280.00106
https://doi.org/10.31234/osf.io/t4hc3
https://doi.org/10.1097/00001756-200001170-00014
https://doi.org/10.1016/j.appet.2018.06.005
https://doi.org/10.1016/j.visres.2019.01.009
https://doi.org/10.1002/(SICI)1520-6378(199602)21:1<35::AID-COL4>3.0.CO;2-6
https://doi.org/10.1177/0165025415573642
https://doi.org/10.3389/fpsyg.2017.00971
https://doi.org/10.3389/fpsyg.2017.02254
https://doi.org/10.1177/1470357210369982
https://doi.org/10.1007/s41095-020-0193-5
https://doi.org/10.1371/journal.pone.0200431
https://doi.org/10.3758/s13423-019-01688-5
https://doi.org/10.1016/j.actpsy.2018.04.007
https://doi.org/10.3389/fnhum.2016.00350
https://doi.org/10.1016/j.bandc.2015.08.006
https://doi.org/10.1097/01.sap.0000252041.66540.ec
https://doi.org/10.1097/01.sap.0000252041.66540.ec


Leder et al. Aesthetics of Mobile Phone Photographs

Frontiers in Psychology | www.frontiersin.org 19 February 2022 | Volume 13 | Article 786977

Stefanone, M. A., Lackaff, D., and Rosen, D. (2010). The relationship between 
traditional mass media and “social media”: reality television as a model for 
social network site behavior. J. Broadcast. Electron. Media 54, 508–525. doi: 
10.1080/08838151.2010.498851

Stich, C., Knäuper, B., Eisermann, J., and Leder, H. (2007). Aesthetic properties 
of everyday objects. Percept. Mot. Skills 104, 1139–1168. doi: 10.2466/
pms.104.4.1139-1168

Stieger, S., and Swami, V. (2015). Time to let go? No automatic aesthetic 
preference for the golden ratio in art pictures. Psychol. Aesthet. Creat. Arts 
9, 91–100. doi: 10.1037/a0038506

Sung, Y., Lee, J.-A., Kim, E., and Choi, S. M. (2016). Why we  post selfies: 
understanding motivations for posting pictures of oneself. Personal. Individ. 
Differ. 97, 260–265. doi: 10.1016/j.paid.2016.03.032

Tade, S. L., and Vyas, V. (2021). Tone mapped high dynamic range image 
quality assessment techniques: survey and analysis. Arch. Comput. Methods 
Eng. 28, 1561–1574. doi: 10.1007/s11831-020-09428-y

Taylor, C., Clifford, A., and Franklin, A. (2013). Color preferences are not 
universal. J. Exp. Psychol. Gen. 142, 1015–1027. doi: 10.1037/a0030273

Taylor, N., and Keating, M. (2018). Contemporary food imagery: food porn 
and other visual trends. Commun. Res. Pract. 4, 307–323. doi: 10.1080/22041451. 
2018.1482190

Thömmes, K., and Hübner, R. (2018). Instagram likes for architectural photos 
can be  predicted by quantitative balance measures and curvature. Front. 
Psychol. 9:1050. doi: 10.3389/fpsyg.2018.01050

Thömmes, K., and Hübner, R. (2020). Why people press “like”: a new measure 
for aesthetic appeal derived from Instagram data. Psychol. Aesthet. Creat. 
Arts. Advance online publication. doi: 10.1037/aca0000331

Thornhill, R., and Møller, A. P. (1997). Developmental stability, disease and medicine. 
Biol. Rev. Camb. Philos. Soc. 72, 497–548. doi: 10.1017/S0006323197005082

Tinio, P. P. L., and Leder, H. (2009a). Natural scenes are indeed preferred, 
but image quality might have the last word. Psychol. Aesthet. Creat. Arts 
3, 52–56. doi: 10.1037/a0014835

Tinio, P. P. L., and Leder, H. (2009b). Just how stable are aesthetic features? 
Symmetry, complexity and the jaws of massive familiarization. Acta Psychol. 
130, 241–250. doi: 10.1016/j.actpsy.2009.01.001

Tinio, P. P. L., Leder, H., and Strasser, M. (2020). Image quality and the aesthetic 
judgment of photographs: contrast, sharpness, and grain teased apart and put 
together. Psychol. Aesthet. Creat. Arts 5, 165–176. doi: 10.1037/a0019542

Todorov, A., and Porter, J. M. (2014). Misleading first impressions: different 
for different facial images of the same person. Psychol. Sci. 25, 1404–1417. 
doi: 10.1177/0956797614532474

Toet, A., Kaneko, D., de Kruijf, I., Ushiama, S., van Schaik, M. G., Brouwer, A.-M., 
et al. (2019). CROCUFID: a cross-cultural food image database for research on 
food elicited affective responses. Front. Psychol. 10:58. doi: 10.3389/fpsyg.2019.00058

Torabi, F., and Teeravarunyou, S. (2021). “How experts and novices perceive 
the photographic image composition: an eye-tracking study on composition,” 
in Advances in Usability, User Experience, Wearable and Assistive Technology. 
AHFE 2021. eds. T. Z. Ahram and C. S. Falcão (Cham: Springer), 750–758.

Towal, R. B., Mormann, M., and Koch, C. (2013). Simultaneous modeling of 
visual saliency and value computation improves predictions of economic choice. 
Proc. Natl. Acad. Sci. U. S. A. 110, E3858–E3867. doi: 10.1073/pnas.1304429110

Tsukiura, T., and Cabeza, R. (2011). Shared brain activity for aesthetic and 
moral judgments: implications for the beauty-is-good stereotype. Soc. Cogn. 
Affect. Neurosci. 6, 138–148. doi: 10.1093/scan/nsq025

Valuch, C., Becker, S. I., and Ansorge, U. (2013). Priming of fixations during 
recognition of natural scenes. J. Vis. 13:3. doi: 10.1167/13.3.3

Valuch, C., Pflüger, L. S., Wallner, B., Laeng, B., and Ansorge, U. (2015). Using 
eye tracking to test for individual differences in attention to attractive faces. 
Front. Psychol. 6:42. doi: 10.3389/fpsyg.2015.00042

van Dongen, N. N. N., and Zijlmans, J. (2017). The science of art: the universality 
of the law of contrast. Am. J. Psychol. 130, 283–294. doi: 10.5406/
amerjpsyc.130.3.0283

Van Geert, E., and Wagemans, J. (2020). Order, complexity, and aesthetic 
appreciation. Psychol. Aesthet. Creat. Arts 14, 135–154. doi: 10.1037/aca0000224

Vartanian, O., Goel, V., Lam, E., Fisher, M., and Granic, J. (2013a). Middle 
temporal gyrus encodes individual differences in perceived facial attractiveness. 
Psychol. Aesthet. Creat. Arts 7, 38–47. doi: 10.1037/a0031591

Vartanian, O., Navarrete, G., Chatterjee, A., Fich, L. B., Leder, H., Modroño, C., 
et al. (2013b). Impact of contour on aesthetic judgments and approach-

avoidance decisions in architecture. Proc. Natl. Acad. Sci. U. S. A. 110, 
10446–10453. doi: 10.1073/pnas.1301227110

Verhavert, S., Wagemans, J., and Augustin, M. D. (2017). Beauty in the blink 
of an eye: the time course of aesthetic experiences. Br. J. Psychol. 109, 
63–84. doi: 10.1111/bjop.12258

Versace, F., Frank, D. W., Stevens, E. M., Deweese, M. M., Guindani, M., and 
Schembre, S. M. (2018). The reality of “food porn”: larger brain responses 
to food-related cues than to erotic images predict cue-induced eating. 
Psychophysiology 56:e13309. doi: 10.1111/psyp.13309

Vogel, T., Silva, R. R., Thomas, A., and Wänke, M. (2020). Truth is in the 
mind, but beauty is in the eye: fluency effects are moderated by a match 
between fluency source and judgment dimension. J. Exp. Psychol. Gen. 149, 
1587–1596. doi: 10.1037/xge0000731

Wang, Y., Ke, Y., Wang, K., Zhang, C., and Qin, F. (2020). Aesthetic quality 
assessment for group photograph. Available at: https://www.researchgate.net/
publication/339041317 (Accessed March 16, 2021).

Weber, R., Schnier, J., and Jacobsen, T. (2008). Aesthetics of streetscapes: 
influence of fundamental properties on aesthetic judgments of urban space. 
Percept. Mot. Skills 106, 128–146. doi: 10.2466/pms.106.1.128-146

WHO/PAHO (2012). Epidemiological alert, mercury in skin lightening products. 
Available at: https://iris.paho.org/handle/10665.2/50752 (Accessed June 17, 2021).

Wilson, A., and Chatterjee, A. (2005). The assessment of preference for balance: 
introducing a new test. Empir. Stud. Arts 23, 165–180. doi: 10.2190/B1LR-
MVF3-F36X-XR64

Winawer, J., Witthoft, N., Frank, M. C., Wu, L., Wade, A. R., and Boroditsky, L. 
(2007). Russian blues reveal effects of language on color discrimination. 
Proc. Natl. Acad. Sci. U. S. A. 104, 7780–7785. doi: 10.1073/pnas.0701644104

Winkielman, P., Schwarz, N., Fazendeiro, T. A., and Reber, R. (2003). “The hedonic 
marking of processing fluency: implications for evaluative judgment,” in The 
Psychology of Evaluation: Affective Processes in Cognition and Emotion. eds. J. 
Musch and K. C. Klauer (Lawrence Erlbaum Associates Publishers), 189–217.

Yeh, M., and Lin, H. W. (2014). Virtual portraitist: aesthetic evaluation of 
selfies based on angle. ACM Trans. Multimed. Comput. Commun. Appl. 15, 
1–17. doi: 10.1145/3288760

Yendrikhovskij, S. N., Blommaert, F. J. J., and De Ridder, H. (1999). Color 
reproduction and the naturalness constraint. Color. Res. Appl. 24, 52–67. 
doi: 10.1002/(SICI)1520-6378(199902)24:1<52::AID-COL10>3.0.CO;2-4

Zasina, J. (2018). The Instagram image of the city. Insights from Lodz, Poland. 
Bull. Geogr. Soc. Econ. Ser. 42, 213–225. doi: 10.2478/bog-2018-0040

Zellner, D. A., and Durlach, P. (2003). Effect of color on expected and experienced 
refreshment, intensity, and liking of beverages. Am. J. Psychol. 116, 633–647. 
doi: 10.2307/1423663

Zellner, D. A., Siemers, E., Teran, V., Conroy, R., Lankford, M., Agrafiotis, A., 
et al. (2011). Neatness counts. How plating affects liking for the taste of 
food. Appetite 57, 642–648. doi: 10.1016/j.appet.2011.08.004

Zhai, G., and Min, X. (2020). Perceptual image quality assessment: a survey. 
SCIENCE CHINA Inf. Sci. 63:211301. doi: 10.1007/s11432-019-2757-1

Zhang, X. C., Barron, J. T., Tsai, Y.-T., Pandey, R., Zhang, X., Ng, R., et al. 
(2020a). Portrait shadow manipulation. ACM Trans. Graph. 39:78. doi: 
10.1145/3386569.3392390

Zhang, T., Xie, J., Zhou, X., and Choi, C. (2020b). The effects of depth of 
field on subjective evaluation of aesthetic appeal and image quality of 
photographs. IEEE Access 99:1. doi: 10.1109/ACCESS.2020.2966523

Zheng, D., Ni, X. L., and Luo, Y. J. (2019). Selfie posting on social networking 
sites and female adolescents’ self-objectification: the moderating role of 
imaginary audience ideation. Sex Roles 80, 325–331. doi: 10.1007/
s11199-018-0937-1

Conflict of Interest: JH and V-TP are employed by Huawei Technologies Oy 
(Finland) Co. Ltd. This project received funding from Huawei Technologies Oy 
(Finland) Co. Ltd. who internally approved the decision to publish the manuscript.

The remaining authors declare that the research was conducted in the absence 
of any commercial or financial relationships that could be construed as a potential 
conflict of interest.

Publisher’s Note: All claims expressed in this article are solely those of the 
authors and do not necessarily represent those of their affiliated organizations, 
or those of the publisher, the editors and the reviewers. Any product that may 

https://www.frontiersin.org/journals/psychology
www.frontiersin.org
https://www.frontiersin.org/journals/psychology#articles
https://doi.org/10.1080/08838151.2010.498851
https://doi.org/10.2466/pms.104.4.1139-1168
https://doi.org/10.2466/pms.104.4.1139-1168
https://doi.org/10.1037/a0038506
https://doi.org/10.1016/j.paid.2016.03.032
https://doi.org/10.1007/s11831-020-09428-y
https://doi.org/10.1037/a0030273
https://doi.org/10.1080/22041451.2018.1482190
https://doi.org/10.1080/22041451.2018.1482190
https://doi.org/10.3389/fpsyg.2018.01050
https://doi.org/10.1037/aca0000331
https://doi.org/10.1017/S0006323197005082
https://doi.org/10.1037/a0014835
https://doi.org/10.1016/j.actpsy.2009.01.001
https://doi.org/10.1037/a0019542
https://doi.org/10.1177/0956797614532474
https://doi.org/10.3389/fpsyg.2019.00058
https://doi.org/10.1073/pnas.1304429110
https://doi.org/10.1093/scan/nsq025
https://doi.org/10.1167/13.3.3
https://doi.org/10.3389/fpsyg.2015.00042
https://doi.org/10.5406/amerjpsyc.130.3.0283
https://doi.org/10.5406/amerjpsyc.130.3.0283
https://doi.org/10.1037/aca0000224
https://doi.org/10.1037/a0031591
https://doi.org/10.1073/pnas.1301227110
https://doi.org/10.1111/bjop.12258
https://doi.org/10.1111/psyp.13309
https://doi.org/10.1037/xge0000731
https://www.researchgate.net/publication/339041317
https://www.researchgate.net/publication/339041317
https://doi.org/10.2466/pms.106.1.128-146
https://iris.paho.org/handle/10665.2/50752
https://doi.org/10.2190/B1LR-MVF3-F36X-XR64
https://doi.org/10.2190/B1LR-MVF3-F36X-XR64
https://doi.org/10.1073/pnas.0701644104
https://doi.org/10.1145/3288760
https://doi.org/10.1002/(SICI)1520-6378(199902)24:1<52::AID-COL10>3.0.CO;2-4
https://doi.org/10.2478/bog-2018-0040
https://doi.org/10.2307/1423663
https://doi.org/10.1016/j.appet.2011.08.004
https://doi.org/10.1007/s11432-019-2757-1
https://doi.org/10.1145/3386569.3392390
https://doi.org/10.1109/ACCESS.2020.2966523
https://doi.org/10.1007/s11199-018-0937-1
https://doi.org/10.1007/s11199-018-0937-1


Leder et al. Aesthetics of Mobile Phone Photographs

Frontiers in Psychology | www.frontiersin.org 20 February 2022 | Volume 13 | Article 786977

be evaluated in this article, or claim that may be made by its manufacturer, is 
not guaranteed or endorsed by the publisher.

Copyright © 2022 Leder, Hakala, Peltoketo, Valuch and Pelowski. This is an open-
access article distributed under the terms of the Creative Commons Attribution 

License (CC BY). The use, distribution or reproduction in other forums is permitted, 
provided the original author(s) and the copyright owner(s) are credited and that 
the original publication in this journal is cited, in accordance with accepted academic 
practice. No use, distribution or reproduction is permitted which does not comply 
with these terms.

https://www.frontiersin.org/journals/psychology
www.frontiersin.org
https://www.frontiersin.org/journals/psychology#articles
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/

	Swipes and Saves: A Taxonomy of Factors Influencing Aesthetic Assessments and Perceived Beauty of Mobile Phone Photographs
	Introduction
	Present Paper
	A Working Framework for Considering Mobile Phone Photographs
	From Fast Preferences to Deeper Aesthetic Episodes
	Fast and Slow Decisions in Mobile Phone Photography

	Variables Affecting Image Aesthetics of Mobile Phone Photographs
	The Image: Early Visual Processing and Fast Preferences Based on Low-Level Image Features
	Low-Level Perceptual Features
	Perception and Preferences for Color and Brightness
	Lighting Conditions/Hue
	Contrast and Sharpness of Images
	Basic Shape Features—Curvature
	The Image: Intermediate Visual Properties
	Symmetry
	Complexity
	The Image as a Result of Decisions Taken by the Photographer
	Order and Balance
	Cropping, Framing, Composition, and Focus

	The Object: Content and Genre—What Is a Photo “of” and What Is it “for”?
	Portraits
	Factors Associated With Face Beauty
	Selfie and Self-Portrait
	Other Persons (Family and Friends)
	Group Portraits
	Scenes
	Natural Scenes
	Human-Made Scenes and Urban Environments
	Food

	The User
	The Individual Aesthetic Taste and Aesthetic Sensitivity
	Personality and Aesthetic Sensitivity
	Gender Differences
	Developmental Aspects and Age Differences

	Cultural Effects
	The Purpose: Motivation, Goals, and Situational Functions
	Conclusion
	Author Contributions

	References

