
A two-way Anova report


Gender involvement on social media fashion influence

Abstract 


This study was done to test whether gender differentiates within fashion consumption on social 
media. The aim was to examine if gender (IV) has an impact on the amount an individual may be 
influenced to follow fashion trends through social media (IV) and if it changes with age (DV) through 
a questionnaire of 18 questions. The hypothesis predicts that females of a younger age may get 
influenced easier by what they see on social media compared to males. An opportunity sample of 97 
(38 males and 59 females) students between the ages of 19 and 56 took part.  A between subjects 
design was used. All participants were given two A4 pieces of paper, displaying 18 questions. Firstly 
being the amount of hours spent on social media raging from 0-1, 1-3 and 3+, those who answered 1-3 
were discarded. The results indicate that gender does not affect Social Media Usage.


Introduction  

A likert clothing involvement scale by 90 participants was completed to test whether age and gender 
affects fashion consumption on social media. Social media is a computerised network created to let 
people share information, ideas, photography and videos (Siddiqui, S., & Singh, T, 2016) . It has 
grown in popularity through recent years, being used by 90% of the Gen Z  population aged 18-24, 
compared to 88% of Millenials aged 25-34 (Shriber, S. 2023, June 14). It is known that it can impact 
and influence people very easily (Siddiqui, S., & Singh, T.(2016). The term Fashion refers to products 
of clothing, footwear and accessories and was once a tool of survival which is now an expression of 
personality and an expression symbolically and socially (Farzalibayli, G. (2023, October 11).  Ahmad 
et al (2015) conducted a study targeting the impact of social media on the fashion industry. Within the 
past decade businesses are using social media as a promotional tool, as they know the chances of 
gaining a wider audience is garenteed. Their study was based on convenience sampling five 
organisations and a sample of 130 respondents were obtained. Results showcased that social media is 
a significant predator for the fashion industry and is transforming into more social advertising but 
may not be for everyone as it can be a massive way for marketing strategies. 


Another study was conducted by Nash.J (2018) to explore how social media influences fashion 
consumer decisions. It was done through eight interviews either face to face or via face time between 
7 generation Y participants and 7 generation X participants with ages ranging from 19-55. The 
findings of Nash’s study revealed that behaviours and perceptions towards high-street fashion retailers 
are influenced by social media. However, their study also showcased that social media wasn’t the only 
way that changed their decisions and it will always be a way to gain information about retailers. 


People tend to be easily led to buy more online through the view of try on videos, haul videos and 
trending hashtags, these are ways of easily accessing in trend clothing. Michaela.E&Orla.L.S(2015) 
did a further study to investigate how social media changes a consumers purchase intention through 
the correlation between positive and negative conversations in social media channels. 


Their results were gathered through a self-administer questionnaire using google drive, sent to men 
and women between the ages of 21-65 and gained 276 respondents.  Today social media has allowed 
everyone to easily access information about company and brands. Information does not only come 
from the company alone as social media is devoted to consumer-collected information and knows 
how to best please their consumer. 




This availability has changed the common consumer into a researcher, as when looking for a item, 
individuals may search else where first for opinions before making the purchase through chat rooms 
and newsrooms.  The result of this study showcased that consumers are easily influenced by others 
when buying items online through reviews. To conclude, the rationale of this present study was to 
explore fashion consumption through social platforms and to explore whether age and gender affects 
it, with the aim and hypothesis to showcase evidence that gender does not affect fashion consumption 
on social media.


Aim


The aim of this study was to explore whether gender and ones age had an influence on social media 
consumption, and how persuaded an individual may get to being involved in fashion.


Rationale 


This study of the amount of fashion consumption on Social Media was done to targets how influenced 
an individual may be to view fashion online and how it differentiates between female and male and 
their age.


Hypothesis


The hypothesis predicts that gender will not have an effect on Social Media usage and that younger 
participants may use Social Media more and be more influencd into fashion. This was a one-tailed 
hypothesis. In this experiment there was two independent variables, which was the amount of hours 
spent on social media and the gender of the participant as they weren’t manipulated and not 
influenced by other variables. The dependent variable was the age of the participant, as it was what 
we were measuring.




Methodology 


Design

All students were made aware by the researcher of what they were taking part in prior to the study 
which lasted 7 minutes on a timer, undergraduate students were given two A4 pieces of paper 
containing a scale questionnaire of 18 questions surrounding fashion consumption and social media 
usage. The researcher then left the room for 7 minutes while students carried out the study 
individually and confidentially. A between (unrelated) subject design was used. There were two 
independent variables: Gender (male and female) and Social media usage (hours) and one dependent 
variable which was Age. Participants took part in all conditions.


Participants


An opportunity sample of 97 participants completed all conditions of this study (38 males and 59 
females). Ages ranged from 19 to 56 years. However, of these (17) did not meet the criteria of low or 
high daily social media usage (as they stated their social media usage was 1-3 hours per day) and 
therefore they were excluded from the final data set. Therefore a total number of 80 were included in 
the sample (43 female and 37 male) ages ranged from 19 to 56 years (M = 28.03, SD = 6.73 years) 
with 18 males stating 0-1 hours, 19 stating 3 or more, and 16 females stating 0-1 hours and 27 stating 
3 or more hours. Participants were all undergraduate students from West Wales. All participants were 
aware of all conditions within the study.


Materials 


Pen


Timer.


A4 paper.


See appendix 1 for raw data.


See appendix 2 for statistical outputs/SPSS outputs


See appendix 3 for consent form


See appendix 4 for debrief form.


See appendix 5 for demographic information


See appendix 6 for clothing involvement scale


See appendix 7 for Ethics form




Procedure


To begin, this study took place in a class room of undergraduate students. Students were explained to 
about the task and what it entailed. The researcher handed out a A4 two sheeted clothing involvement 
likert 7 number scale containing 18 questions about fashion consumption within social media. With 
choosing “1” meaning strongly disagree and “7” meaning strongly agree. The researcher then 
repeated what it consisted of and made the class aware that they would leave the room for 7 minutes 
while the students fill out the questionnaire confidentially between themselves in silence. Once the 
students filled out the questionnaire, the sheets were to be placed on the front desk before the 
researcher returned. The papers were then shuffled and students were debriefed on the study, and then 
made aware that there was no deception involved and that the students had the right to withdraw the 
data by emailing the researcher by 5pm that evening, if they did not want individual answers to be 
included. There was no video tapes or computers involved.  Responses were then handed over to the 
researcher who in putted them into SPSS, which gave clear data of how gender differentiates on social 
media fashion consumption.




Results

Social media differences between gender and age (male and female) on influence of fashion 
consumption.


Table 1 


Mean ages and Standard Deviation results for female and male social media usage


Table 1 shows the mean and standard deviation results for the amount of hours used on social media 
(0-1) or (3+) between the two genders (male and female). Males scored higher then females, however 
females scored higher spending 0-1 hours. A two-way ANOVA was carried out and showed the 
following results:


A main effect for gender F(1,76)=0.126,p=0.724, η2=0.002 had no signifance on social media usage.


A significant main effect for social media usage F(1,76)=3.32,p=.072, η2=0.042 showcased that there 
was a significant effect on the amount of time on social media compared to what gender the 
participant may be.


Condition Mean SD


Male/0-1
 28.94 6.63

Female/0-1
 30.38 5.98

Male/3+
 27.05 4.49

Female/3+
 26.70 8.23



Table 2


Total Mean and Standard Deviation Scores for social media usage for fashion consumption and 
gender differences


Table 2 shows that females scored higher (mean - 28.07) compared to males (mean - 27.97) and that a 
higher score was given to 0-1 hours ( mean - 29.62 ). Social media usage X Gender revealed a main 
effect F(1.76)=.340, p=.562, η2=0.004 which was not significant, which shows us gender does not 
have a significant effect on social media usage for fashion consumption – with the condition of social 
media usage producing a higher result (0.042).


(SD =6.28)


(SD=6.87)


Condition Mean SD

Male
 27.97 5.63

Female
 28.07 7.61

0-1
 29.62 6.28

3+ 26.85
 6.87



Discussion and Conclusion 


A two way 2 (Gender:Male and Female) x2 (Social Media Usage:0-1 hours or 3 or more hours) 
between groups ANOVA was conducted to investigate the effect gender has on Social Media fashion 
consumption. This revealed that there was no significant effect for gender F(1,76)=0.126,p=0.724, 
η2=0.002. The Social Media usage X Gender interaction was also not significant F(1.76)=.340, 
p=.562, η2=0.004. 


However, there was a significant main effect for Social Media Usage ,F(1,76)=3.32,p=.072, η2=0.042 
with the means scores indicating that gender does not have a significant effect on social media usage 
for fashion consumption. The means scores also showed that females of an older age (mean 
age:30.38) tend to use social media less stating 0-1 hours. This means that they have less of a chance 
to be exposed to fashion online. However, Females of a younger age (mean age: 26.70) showcased 
more frequently spending 3 or more hours on social media, meaning they may be more exposed to 
fashion compared to participants that are older. The same pattern with males as the mean age for 0-1 
hours was 28.94, and for 3 or more hours the mean age was 27.05. These results are showcased in 
Table 1.


The limitations of this study was that it could have possible distractions in the class during when 
individuals were completeing their clothing likert involvement scale questionnaire, others could 
finish first and start talking causing distractions. Another limitation could be not having access to the 
internet, resulting in no access to social media which means no result for this study.  Participants 
having no interest in fashion consumption could also give us a very unaccurate result also which 
wasn’t considered in the study.Implications of the study were that females spend longer on social 
media compared to males. 


This result suggests that females may be more keen to buy clothing compared to males and that 
males are not so interested in buying clothing or following trends online. Based on this result, to 
improve the current field of research, it is recommended for the future that more research is done 
towards males and their involvement within fashion consumption as it is a very stereotypically 
female dominated area. It may also be beneficial to consider the different ways of testing social 
media usage through physical shopping. It is also possible, participants may shop and be more 
involved with fashion when shopping and viewing physically not through social media. As stated in 
the intorduction by several studies, consumers have ways In how they may get drawn into social 
media consumption and how their opinions may change. Stated by Nash.J (2018) and 
Michaela.E&Orla.L.S(2015) gathered clear evidence that consumers opinions are dependent on what 
they see on Social Media, and that is easily influencial.


To conclude, this study demonstrates that gender does not have an involvement with fashion 
consumption on social media, and that younger females are more likely to use social media longer. 
This study has supported our hypothesis.
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Appendix 1

Tables of raw data


 




















Appendix 2

Statistical calculations/ SPSS output





 

 
























Appendix 3

Study Consent Form

 

Study Consent Form


 

I understand that this research study is being carried out by a 3rd year Psychology 
Student for their dissertation, and that taking part in this study will involve taking part 
in a 18 question clothing involvement scale.


This task will take approximately 7 minutes to complete. 


I understand that participation in this study is entirely voluntary and I am free to 
withdraw participation at any time without giving a reason.  I am aware that if I have 
concerns about the study I can discuss these concerns with the researcher or 
academic supervisor at any time during or after the study.


I understand that the information provided by me will be held confidentially, with a 
code assigned in place of my name. These data will be stored indefinitely in 
accordance with the Data Protection Act.


I also understand that at the end of the study I will be provided with a debrief form 
and the opportunity to discuss any issues with the researchers.

 

I, ___________________________________( NAME) consent to participate in 
the study conducted by Alisha Phillips School of Psychology, University of 
Wales Trinity Saint David, Carmarthen under the supervision of Stuart Jones

 

Participant Signature:________________________________________________


Date:___________________


Name and signature of researcher taking consent 


___________________________________________________________________




       


 

Appendix 4


Study Debreif Sheet


Study Debrief Sheet 


Gender involvement within Social Media Usage


Thank you for taking part in the study.  


The aim of this study was to explore whether there is a difference with gender (male/
female) with social media usage. We specifically wanted to find out whether it 
affected the amount of fashion consumption is made online, and what gender was 
more lead to investigate fashion through social media and if age affects it.


If you wish to withdraw your data from the study you must tell the researcher 
now.  After this point, all your data will remain confidential and we will not trace it 
back to you.


If taking part in this study has raised any questions please speak to the researchers, 
Alisha Phillips and 2218529@student.uwtsd.ac.uk or contact the academic 
supervisor, Stuart Jones and S.A.Jones@uwtsd.ac.uk.


Thank you once again for taking time to participate in this study.


Alisha Phillips


BSc Honours Applied Psychology 


University of Wales Trinity Saint David, Carmarthen


mailto:2218529@student.uwtsd.ac.uk
mailto:S.A.Jones@uwtsd.ac.uk


Appendix 5

Demographic information





Appendix 6

Sample questionnaire/ Fashion Clothing involvement Scale







Appendix 7


Ethics form




 




 


















































































