
  

 

 

 

 

 

 

BSc in Psychology 
Department of Psychology 

 
The effect of family communication patterns and social 

support on physical and achievement vanity 
 

 

 

 

 

 

 

June, 2022 

Student: Tinna Rós Sigurðardóttir 

ID number: 130688-3499 

 

 



FAMILY COMMUNICATION PATTERN AND SOCIAL SUPPORT ON VANITY 
 

2 
Foreword 

 Submitted in partial fulfillment of the requirements of the BSc Psychology degree, 

Reykjavik University, this thesis is presented in the style of an article for submission to a 

peer-reviewed journal.  

 This thesis was completed in the Spring of 2022 and may therefore have been 

significantly impacted by the COVID-19 pandemic. The thesis and its findings should be 

viewed in light of that.  
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Abstract 

It has become the new standard in current culture to showcase to the world that our lives are 
perfect in general and through social media. We want to blend in, be as attractive as possible, 
and live in luxury. The purpose of this study was to examine the effects of family 
communication pattern and social support on physical and achievement vanity. Furthermore, 
to see if there were any gender differences and if the level of education would have an effect 
on physical and achievement vanity. There was a total of 239 participants, thereof 41 male, 
195 female, and three who did not specify gender. Participants aged 18 to 70+.  All 
participants completed scales measuring vanity, family communication pattern, and perceived 
social support. Data was gathered by an online questionnaire distributed through various 
Facebook sites and the questionnaire was anonymous. The results showed a positive 
correlation between both family communication patterns and achievement vanity. Marginal 
significance was between social support and physical view. Individuals with a higher level of 
education showed higher achievement vanity. Both physical and achievement vanity did not 
differ by gender. A strong positive correlation was between the age groups 18-24 and 25-40 
and physical concern and finally, achievement concern positively correlated with all age 
groups.  
 Keywords: physical vanity, achievement vanity, family communication pattern, social 
support, gender, educational level, age.  
 

Útdráttur 
Það er orðinn nýr staðall í núverandi menningu að sanna fyrir heiminum að líf okkar sé 
eftirsóknarvert í gegnum samfélagsmiðla og í daglegu lífi. Við viljum falla í hópinn, vera 
aðlaðandi og lifa nautnalífi. Tilgangur þessarar rannsóknar var að kanna áhrif fjölskylduforms 
og félagslegs stuðnings á hégómagirni þegar það kemur að líkamlegu útliti og eigin afrekum. 
Ennfremur að athuga hvort einhver kynjamunur væri og hvort menntunarstig hefði áhrif á 
hégómagirni. Þáttakendur voru 239, þar af 41 karlar, 195 konur og þrír sem ekki tilgreindu 
kyn. Þáttakendur sem voru á aldrinum 18 til 70+ luku kvörðum sem mældu hégóma, 
fjölskylduform og skynjaðan félagslegan stuðning. Gögnum var safnað með spurningarlista 
sem var sendur út rafrænt á mismundandi Facebook síður og var könnunin nafnlaus. 
Niðurstöðurnar sýndu jákvæða fylgni á milli fjölskylduforms og hégómagirni eigin afreka. 
Jaðarvægi var á milli félagslegs stuðnings og hvernig við skynjum að aðrir sjá okkur 
líkamlega. Einstaklingar með hærra menntunarstig voru með meiri hégómagirni þegar það 
koma að eigin afrekum. Engin mismunur var á hégómagirni þegar það kom að kyni. Sterk 
jákvæð fylgni var á milli aldurshópa 18-24 og 25-40 ára og þeirra sem hafa áhyggjur af eigin 
líkamlegu útliti. Einnig var jákvæð fylgni á milli þeirra sem hafa áhyggjur af eigin afrekum 
og allra aldurshópa.  
 Lykilorð: Líkamleg hégómagirni, afreks hégómagirni, samskiptarform fjölskyldu, 
félagslegur stuðningur, kyn, menntunarstig, aldur.  
 
 
 
 

 



FAMILY COMMUNICATION PATTERN AND SOCIAL SUPPORT ON VANITY 
 

4 
The effect of family communication pattern and social support on vanity: 

In modern-day society, it has become the new norm to prove to the world through 

social media that our lives are perfect. We want to fit in, be as attractive as possible and live a 

luxurious lifestyle. We are infatuated with the latest trends and driven by material things and 

“looks” (Leban et al., 2021). Technological advancement has made it possible for us to see 

the whole world in a single minute showing us what others have and therefore making it very 

easy for us to compare ourselves to others. Social values such as love, and friendship are 

diminishing and instead, we focus on proving ourselves to the world and obsess over how 

others see us (Twenge et al., 2010).  

Vanity has been debated for thousands of years (Tanner et al., 2013; Watson et al., 

1999). Aristotle stated that the vain have an inflated sense of self-worth, yet they are not 

deserving and Hume said that “vanity is rather to be esteemed as a social passion, and a bond 

of union among man.” It is safe to say that vanity has rarely been a favorable characteristic in 

history (Chakrabarti, 1992; Tanner et al., 2013). The term "vanity" has been utilized in a wide 

range of ways, with the most prevalent relating to both a physical and an accomplishment 

element (Chang et al., 2008). Individuals who are vain have a great need to not just gain 

others' attention, but also to flaunt their accomplishments. These individuals often evaluate 

their views, abilities, and physical appearance by comparing them to those of others. They 

may compare themselves to idealized media figures such as actresses, singers, and models 

and in some cases even undergo extreme physical surgeries to look like them (Sun, 2018). 

Vanity is a human characteristic that is influenced by societal pressure (Durvasula et al., 

2001). 

Physical and Achievement vanity 

  Netemeyer et al., (1995) separated vanity into two psychological levels: (1) Concerns 

about one’s own physical appearance (e.g., “I consider myself very beautiful”) and 
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achievements (e.g., “I consider myself to be very successful”) and (2) concerns about how 

others perceive or evaluate them (e.g., “I want others to admire my beauty”) and (e.g., I want 

others to see how successful I am”).  

In physical vanity, the emphasis is on how essential a person thinks their appearance 

is. Articles about nutrition, cosmetic surgery, the usage of steroids, clothes, and cosmetics all 

describe methods for improving one's physical appearance (Burton et al., 1995; Heggenstaller 

et. al., 2018). In addition, concern for physical appearance was found to be positively 

associated with clothing concern, materialism, public body consciousness, and dieting 

frequency (Bloch & Richins, 1992; Swami, 2009). Both negative (e.g., addictive behaviors) 

and positive implications (e.g., demand for healthy foods) can be a result of individuals´ 

concern for physical appearance (Czernecka, 2019).  

As a result of increased media exposure and social networking, today's adolescents 

are more prone to feel self-conscious about their appearances (Durvasula & Lysonski, 2008). 

A person's desire to look a certain way influences a variety of lifestyle choices, including 

how they dress, eat, exercise, tan, use cosmetics and accessorize their bodies. According to 

studies individuals aged 25-40 consume the most products (e.g., designer clothes and branded 

merchandise) and services (e.g., cosmetic surgery, gym membership, exercise equipment, diet 

products.) when it comes to enhancing their physical appearance (Durvasula & Lysonski, 

2008).  

One's socio-cultural background is likely to have a significant influence on how much 

value a person places on their appearance and views, especially for women (Durvasula & 

Lysonski, 2008). Burton et al., (1995) found women to have a much higher concern for 

physical appearance than men and that women’s perception of their physical appearance was 

more negative than that of men. Workman & Lee (2011) found that women scored higher 
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than men in physical vanity. However, Duvarsula & Lysonski (2008) discovered that men 

and women were equally concerned with physical appearance and professional achievements. 

 According to Netemeyer et al. (1995) achievement vanity is an excessive concern for 

one ́s own accomplishments and/or an exaggerated view of one ́s own achievements. 

Individuals high in achievement vanity want their professional and personal achievements to 

be recognized not only by themselves but also by others. According to Lemrová et al., (2014) 

men value achievement and success more than women. Individuals with a higher degree of 

achievement vanity were also shown to have higher educational levels (Natividade et. al., 

2021). 

Family communication and social support 

Parents play an important role when it comes to behaviors and attitudes in their 

children (Cunningham, 2001; Liao et al., 2021). They have an important role in shaping and 

influencing their future decision-making (e.g., whom they marry, employment outside the 

home, instilling gender ideologies, and household labor disputes) (Davis & Wills, 2010). 

Parents generally act as role models, challenging cultural expectations and views about what 

is possible and desirable. They set an example for their children to follow, whether they 

realize it or not (Dreyfus, 2002; Raufelder et al., 2015). Peers also have a significant role in 

social influence and the influence is higher for children who see their peers as role models 

(Chaplin & John, 2010; Churchill & Moschis 1979). For adolescents with low self-esteem, 

peer development of materialistic values is especially strong (Jiang et al., 2015). Therefore, 

having more positive support from peers leads to lower levels of materialism (Chaplin & 

John, 2010). Whereas higher levels of consumption-related peer pressure are linked to higher 

levels of materialism (Jiang et al. 2015).  

 The family communication pattern (FCP) is an important aspect in a child’s 

upbringing and is defined by the frequency, manner, and quality of communication (Koerner 
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& Fitzpatrick, 2004). FCP includes both concept- and socio-orientation households. Children 

from concept-oriented (conversation-oriented) homes when faced with a problem were told to 

focus on the solution instead of the people who created the problem. They were urged to 

stand up for what they believe in and not be afraid to stoke the fires of controversy if they 

think they are right. On the other hand, children from socio-orientated (conformity-oriented) 

households were expected to obey their parents, not cause problems, and have a peaceful 

relationship with others. When it came to making decisions with their parents, they were not 

permitted to participate in the process (Koerner & Fitzpatrick, 2002; McLeod & Chaffe, 

1972). A study by Chang et al., (2008) showed a positive relationship between socio-

orientation and physical vanity, and that concept orientation showed a positive correlation 

with achievement vanity. In addition, achievement vanity was found to be strongly linked to 

price-based prestige sensitivity and concerns regarding their clothing. Chaplin & John (2010) 

took a different approach, seeing adolescents’ self-esteem boosted by supportive parents and 

friends, which then reduced their need to rely on materialistic goods to build a positive self-

perception.  

 While there is a great deal of empirical data proving the significant effects of family 

communication patterns on children, most of these studies have concentrated on attitudinal 

and behavioral outcomes. There have been few studies on the effects of family 

communication methods on an individual's personality development (Li-Ning, 1999). 

However, according to studies in personality psychology, a person's personality may be 

impacted by a variety of elements such as social environment, genetics, and personal 

experiences. The family or home environment has been identified as a crucial factor in a 

child's or adolescent's personality and a critical component influencing children's attitudes 

and actions in communication (Grønhøj & Thøgersen, 2012; Li-Ning, 1999; McLeod & 

Chaffe, 1972).  
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The current study 

 A significant number of studies have been conducted on vanity, social support, and 

family communication patterns, however, there have not been many that specifically target all 

the variables simultaneously. Furthermore, no studies have been conducted on the causality 

of age on vanity. It is therefore highly important to study, in order to get a better 

understanding, especially since vanity seems to be rising with increasing social media usage. 

This current study aims to evaluate the effect of family communication pattern and social 

support on physical and achievement vanity.  The hypotheses in this study consisted of a total 

of seven and were as follows. 

1. Individuals from socio-oriented (i.e., conformity-oriented) families are more likely to have 

both physical concern and physical view factors of physical vanity. 

2. Individuals from concept-oriented (i.e., conversation-oriented) families are more likely to 

have both achievement-concern and achievement-view factors of achievement vanity. 

3. Support from friends and significant others will lead to lower levels of vanity. 

4. Men are more likely to have achievement vanity. 

5. Women are more likely to have physical vanity. 

6. Individuals with a university education are more likely to have achievement vanity. 

7. Individuals aged 25 to 40 have the highest physical and achievement vanity. 

Method 

Participants  

 Total participants of this study were 398 (n=398) individuals from Iceland aged 18-

70+ years old. Valid responses were received from 239 participants and overall response rate 

was 59.8%, mean 30.9 and standard deviation 10.1 (M = 30.9, SD = 10.1). Of the 239 

participants, 41 were male (17.2%), 195 were female (81.6%) and three did not specify 

gender (1.3%). The sample used to conduct the following study was a convenience sample 
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where participants were asked to complete an online survey which was presented on various 

Facebook groups. Total anonymity and confidentiality were maintained regarding the 

participants in this study and no personally identifiable information was collected. 

Participants took part in the study voluntarily and did not receive any payment. Permission 

from The National Bioethics Committee (Vísindasiðanefnd) was not needed since all ethical 

standards were met.  

Measurements 

 The study aimed to measure the effect of social support and family communication 

pattern on both physical and achievement vanity. The data was collected using a self-report 

online questionnaire that was sent to various Facebook groups. Participants were first asked 

to fill out their age, gender, and educational level. Age was coded into three groups, 1 = 18-

24, 2 = 25-40 and 3 = 41-70. Gender included 1 = male, 2 = female, 3 = non-binary and 4 = 

other. Finally, educational level was coded into two groups, 1 = university education and 2 = 

no university education. The Vanity Scale (Netemeyer et al., (1995) was presented, followed 

by the Revised Communication Pattern Instrument, the child’s version (Koerner & 

Fitzpatrick, 2002a), and finally the Multidimensional Scale of Perceived Social Support 

(Zimet et al., 1988).  

Physical and Achievement Vanity 

The Vanity Scale (VS) (Netemeyer et al., 1995) was used to measure vanity. The VS 

consists of 21 items on a seven-point Likert scale, 1 = strongly disagree to 7 = strongly agree 

(see Appendix A). The scale is sectioned into four subscales: Physical-concern items (5 

items) An example of an item is “the way I look is extremely important to me“, (physical-

view items (6 items) “people notice how attractive I am”, achievement-concern items (5 

items) “professional achievements are an obsession with me” and achievement-view items (5 

items) “my achievements are highly regarded by others”. In this study, all VS subscales had 
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acceptable internal consistency, as the Cronbach´s alpha was .79 for the physical-concern 

items, .91 for the physical-view items, .87 for the achievement-concern items, and .89 for the 

achievement-view items. A new variable was computed for each subscale by equaling the 

mean score of all items.  

Family Communication Pattern  

To measure the family communication pattern, the Revised Family Communication 

Pattern Instrument (RFCP), the children´s version, was used (Koerner & Fitzpatrick, 2002). 

The RFCP consists of 26 Likert type items scored on a five-point scale from 1 = strongly 

disagree to 5 = strongly agree, measuring two underlying dimensions of family 

communication patterns: Conformity orientation (11 items) “when anything really important 

is involved, my parents expect me to obey without question” and conversation orientation (15 

items) “in our family we often talk about topics like politics and religion where some persons 

disagree with others” (see Appendix B). The RFCP was reliable, as the Cronbach´s alpha 

was .93 in the conversation orientation items and .90 in conformity orientation items. A new 

variable was computed for each subscale by equaling the mean score of all items.  

Social Support 

To measure social support, the friends (Fri) and significant other (SO) factors of the 

Multidimensional Scale of Perceived Social Support (MSPSS-C) (Zimet et al., 1988) were 

used. The two subscales of the MSPSS-C consist of 8 Likert-type items scored on a seven-

point scale from 1 = very strongly disagree to 5 = very strongly agree scale (see Appendix 

C). Both Fri “I can count on my friends when things go wrong” and SO “there is a special 

person who is around when I am in need” factors contained 4 items each. The MSPSS-C was 

reliable, as the Cronbach´s alpha was .88. A new variable equaling the mean score of all 

items was computed. 
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 The VS, RFCP, and MSPSS-C were carefully translated from English to Icelandic in 

consultation with the supervisor of this study. The translated questionnaires were then pre-

tested on multiple subjects to ensure their reliability and validity.  

Procedure 

A link with to questionnaire was posted on various Facebook sites (e.g., Mæðra tips, 

Lýtalækningar á Íslandi, Tattoo á Íslandi, gefins, allt gefins and Það sem engin viðurkennir 

on February 20th, 2022, and remained available until February 25th, 2022. In addition, it was 

sent out to all students at Reykjavik University via e-mail. Participants were asked to 

manually enter their age and gender before beginning the questionnaire. Participants were 

also made clear that the study was confidential and no personal information would be 

gathered. If a participant did not understand some questions, they were then asked to leave it 

blank. The questionnaire took around seven minutes on average to complete. Participants 

received no incentives. 

Research Design and Data Analysis  

 The statistical program IBM SPSS® 27th version was used in this study to analyze 

the data. The current study was quantitative and correlational with four dependent variables (i.e., 

physical vanity (physical-concern and physical-view) and achievement vanity (achievement-concern 

and achievement-view)) and three independent variables (i.e., family communication pattern 

(conversation-oriented and conformity-oriented) and social support). Multiple Linear Regression was 

used to examine the relationships between the independent and dependent variables. The Durbin-

Watson values for the four dependent variables ranged from 1.8 – 2.4 and therefore the assumption 

for no autocorrelation was met in all analyses. The maximum VIF was 1.51 and therefore there was 

no multicollinearity. The maximum Cook´s D values ranged from 0.09 – 0.16 and therefore there 

were no influential outliers. An inspection of a histogram did not indicate any serious deviation in the 

normal distribution and the examination of a scatterplot indicated homogeneity. Hence, all 

assumptions were met. Pearson’s correlation was used to examine bivariate correlations between all 
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seven variables. Independent sample tests were used to compare scores on the dependent variables by 

gender and one-way ANOVAs performed to examine whether vanity levels differed by age. 

Descriptive statistics were computed to examine the frequency, mean score, and standard 

deviation of the variables. All statistical analyses were statistical if p < .05. Hypotheses were 

put forward and tested. 

Results 

 In total, 239 participants completed the questionnaire, thereof 41 males (17.2%), 195 

females (81.6%), and three who identified as non-binary (1.3%). The descriptive statistics 

showed that conformity orientation scored rather low (M = 2.67) and social support relatively 

high (M = 5.44). The rest of the variables were close to the median value of the scale itself 

(see Table 1).  

Table 1  

Descriptive statistics for study variables 

  N Minimum Maximum Mean SD 

Physical concern 239 1.00 6.80 4.01 1.05 

Physical view 239 1.00 7.00 3.93 1.11 

Achievement concern 239 1.00 7.00 4.02 1.12 

Achievement view 239 1.00 7.00 4.02 1.12 

Conversation orientation 239 1.07 4.93 3.22 0.87 

Conformity orientation 238 1.00 5.00 2.67 0.85 

Social support 237 1.00 7.00 5.44 1.28 
 

 As shown in Table 2, increased achievement concern was correlated with decreased 

physical concern (-.28). Furthermore, increased achievement concern was correlated with an 

increased physical view (.26). However, since both coefficients were lower than .3, the 

correlation can be considered somewhat weak. Increased achievement view was correlated 
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with increased physical view and achievement concern (.46) and increased conformity 

orientation was correlated with decreased conversation orientation (-.57). 

Table 2 

Correlation between the dependent and independent variables 

  Physical 
concern 

Physical 
view 

Achievement 
concern 

Achievement 
view 

Conversation 
orientation 

Conformity 
orientation 

Physical 
view .06      

Achievement 
concern -.28** .26**     

Achievement 
view -.04 .46** .46**    

Conversation 
orientation -.05 .115 .10 .16 *   

Conformity 
orientation .11 -.04 .10 -.09 -.57**  

Social 
support -.03 .13* .05 .09 .27** -.23** 

 

       

Note. ** Correlation is significant at the 0.01 level (2-tailed). * Correlation is significant at                
the 0.05 level (2-tailed). 

 
 A multiple linear regression model with conversation orientation, conformity 

orientation and social support as the independent variables and physical concern as the 

dependent variable was non-significant (F(3, 233) = 0.99, p = .400), R2 = .013. However, 

conformity orientation came closest with a p-value of .14 (see Table 3). 

Table 3  

Regression coefficients for independent variables on physical concern 

  

Unstandardized 
Coefficients 

Standardized 
Coefficients t p 

B Std. Error β 

(Constant) 3.61 0.57   6.34 .00 

Conversation 
orientation 0.02 0.10 0.02 0.20 .84 



FAMILY COMMUNICATION PATTERN AND SOCIAL SUPPORT ON VANITY 
 

14 
Conformity 
orientation 0.14 0.10 0.12 1.49 .14 

Social support -0.01 0.06 -0.01 -0.13 .90 
 

  As shown in Table 4, the multiple linear regression model with conversation 

orientation, conformity orientation, and social support as the independent variables and 

physical view as a dependent variable was non-significant (F(3, 233) = 1.87, p = .136), R2 = 

.023. However, social support came close with a p-value of .08.  

Table 4 

Regression coefficients for independent variables on physical view 

  

Unstandardized 
Coefficients 

Standardized 
Coefficients.                t p 

B Std. Error β 

(Constant) 2.79 0.60   4.69 .00 

Conversation 
orientation 0.12 0.10 0.10 1.22 .23 

Conformity orientation 0.07 0.10 0.06 0.70 .49 

Social support 0.10 0.06 0.12 1.74 .08 

  
 Family communication pattern (conversation and conformity orientation) and social 

support explained 4.6% (R2 = .046) of the distribution in achievement concern (F(3, 233) = 

3.75, p = .012) and showed that conversation orientation and conformity orientation increased 

achievement concern. Both conversation orientation (p-value .01) and conformity orientation 

(p-value .00) were statistically significant with achievement concern (see Table 5).  

Table 5 

Regression coefficients for independent variables on achievement concern  

  

Unstandardized 
Coefficients 

Standardized 
Coefficients t p 

B Std. Error β 
(Constant) 1.61 0.71   2.28 .23 
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Conversation 
orientation 0.32 0.12 0.21 2.69 .01 

Conformity 
orientation 0.36 0.12 0.23 3.00 .00 

Social support 0.05 0.07 0.45 0.68 .50 
 

 Table 6 shows that family communication pattern and social support explained 2.5% 

(R2 = .025) of the distribution in achievement view (F(3, 233) = 1.98, p = .118) and therefore 

was not significant. However, conversation orientation came close to being significant with a 

p-value (.07). 

Table 6 

Regression coefficients for independent variables on achievement view  
 

  

Unstandardized 
Coefficients 

Standardized 
Coefficients t p 

B Std. Error β 
(Constant) 3.16 0.61   5.17 <.001 
Conversation 
orientation 0.18 0.10 0.14 1.79 .07 

Conformity 
orientation 0.11 0.10 0.01 0.11 .91 

Social support 0.42 0.06 0.05 0.71 .48 
 

 No significant gender differences were found in physical concern (t(234) = -0.43, p = 

.670), achievement concern (t(80) = 1.83, p =.071), or achievement view (t(76) = 1.16, p = 

249). However, there was a significant difference in physical view (t(84) = 2.34, p =.022) by 

gender and that males had higher average score in physical view (see Table 7). 

Table 7 

Descriptive statistics on gender and vanity 
 
 

  Gender N Minimum Maximum Mean SD 

Physical Concern 
Male 41 1.80 6.00 3.95 1.01 

Female 195 1.00 6.80 4.03 1.06 
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Physical View 
Male 41 2.17 5.50 4.22 0.77 

Female 195 1.00 7.00 3.87 1.17 

Achievement 
Concern 

Male 41 1.00 5.40 4.12 0.95 

Female 195 1.00 7.00 3.80 1.37 

Achievement View 
Male 41 1.00 5.80 4.17 0.86 

Female 195 1.00 7.00 3.98 1.18 

 Note. p = < 0.05.    
 

           Marginal significant was between education and physical concern, t(237) = 1.96, p = 

.051, participants with no university education scored higher. Since the p-value was .051 there 

could be some effects occurring. No significant difference was between education and physical 

view, t(237) = -0.90, p = .930, nor education and achievement concern, t(237) = 1.11, p = .269. 

However there was a significant difference between education and achievement view t(237) = -

2.30, p = 0.22, individuals with a university education scored higher (see Table 8)     

Table 8 

Numbers, means and standard deviation for education level in correlation with vanity 

  
University education N Min Max Mean SD 

Physical concern 
No Uni. Education 137 1.00 6.80 4.12 1.06 

Uni. Education 102 1.80 6.80 3.86 1.02 

Physical view 
No Uni. Education 137 1.00 7.00 3.92 1.15 

Uni. Education 102 1.00 6.83 3.94 1.05 

Achievement 
concern 

No Uni. Education 137 1.00 7.00 3.93 1,41 

Uni. Education 102 1.00 6.60 3.74 1.19 

Achievement view 
No Uni. Education 137 1.00 7.00 3.87 1.21 

Uni. Education 102 1.80 7.00 4.21 0.97 
 

            As shown in Table 9, there was a significant difference in Physical concern by age 

groups F(2, 233) = 3.86, p = .022. Bonferroni showed that the age group 18-24 scored higher 
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than the age group 25-40. Differences in Physical View by age were non-significant F(2, 233) = 

2.72, p = .068. There was also a significant difference between achievement concern and age 

F(2, 233) = 29.93, p = <.001. Bonferroni showed a significant difference between all age 

groups, highest in the age group 18-24 and lowest in the age group 25-40. No significant 

difference was in achievement view by age F(2, 233) = 2.75, p = .066.  

Table 9   

Numbers, means and standard deviations of three different age groups and vanity 

  N Minimum Maximum Age Mean SD 
  

Physical concern 

69 1.00 6.80 18-24 4.29 1.01 

134 1.40 6.80 25-40 3.91 1.10 

33 1.80 5.40 41-70 3.79 0.83 

236 1.00 6.80 Total 4.00 1.05 

Physical view 

69 1.33 6.83 18-24 4.20 1.08 

134 1.00 7.00 25-40 3.85 1.16 

33 2.00 5.83 41-70 3.77 0.91 

236 1.00 7.00 Total 3.94 1.11 

Achievement 

concern 

69 2.20 7.00 18-24 4.52 1.13 

134 1.00 6.60 25-40 3.76 1.28 

33 1.00 5.40 41-70 2.93 1.16 

236 1.00 7.00 Total 3.87 1.32 

Achievement view 

69 2.00 7.00 18-24 4.28 0.95 

134 1.00 7.00 25-40 3.89 1.19 

33 1.40 6.20 41-70 4.01 1.17 

236 1.00 7.00 Total 4.02 1.13 

         

Discussion 

 The purpose of the present study was to evaluate the potential effects of family 

communication pattern and social support on physical and achievement vanity, to see if 

conversation and/or conformity-oriented family communication patterns could influence 
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vanity in an individual later in life. Furthermore, to see if social support of friends and/or 

significant others might affect vanity. In addition, the effects of gender, age, and educational 

levels on vanity were also evaluated. Few former studies have been done to explore the 

relationship that vanity has with family communication patterns and social support. It can 

also be noted that previous studies did not emphasize educational level or age, therefore there 

is limited data on the matter. However, based on the limited available literature, seven 

hypotheses were put forth.  

 The first hypothesis, that individuals from socio-oriented (i.e., conformity-oriented) 

families are more likely to have both physical concern and physical view factors of physical 

vanity, was not met, although, it came relatively close in a linear regression analysis. These 

findings did therefore not fully support Chang et. al.’s (2008) findings of a positive 

correlation between socio-oriented households and physical vanity. 

 The second hypothesis, that individuals from concept-oriented (i.e., conversation-

oriented) families are more likely to have both achievement concern and achievement view 

factors of achievement vanity, was supported. These findings support the previous findings of 

Chang et. al. (2008) that concept-orientation increases achievement vanity. In addition, the 

findings of the current study also found a significant positive correlation between socio-

orientation and achievement vanity, contradicting previous findings.    

 The third hypothesis, that support from friends and significant others will lead to 

lower levels of vanity, was not fully supported, but the effect of social support on physical 

view was marginally significant. Prior studies show that peers can have an enormous effect 

on the materialistic values of adolescents with low self-esteem (Jiang et al., 2015) and that 

having more social support can lower those values (Chaplin & John, 2010) and thereby affect 

vanity.  
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 The fourth hypothesis, that men are more likely to have achievement vanity, was not 

met and therefore does not support previous findings. Although non-significant, mean scores 

were slightly higher for males in all variables except for physical concern. These results do 

not support Lemrová et al.’s (2014) findings that men put more emphasis on achievement 

than women.  

The fifth hypothesis, that women are more likely to have physical vanity, was not met 

and therefore does not match the findings of a previous study by Workman & Lee (2011) that 

found that women scored higher than men in physical concern. However, the current study’s 

results matched Duvarsula & Lysonski’s (2008) findings which indicated that men and 

women were on average equally concerned with physical appearance.  

 The sixth hypothesis, that individuals with a university education are more likely to 

have achievement vanity, was supported and therefore matched the findings of Natividade et. 

al., (2021) who found individuals with higher educational levels to have a higher degree of 

achievement vanity. 

 The seventh hypothesis, that individuals aged 25 to 40 have the highest physical 

vanity, was not supported. Hence, the results do not support the previous findings of 

Durvasula & Lysonski (2008), who found that individuals aged 25-40 consumed the most 

services and products that are often linked to physical vanity such as cosmetic surgeries, gym 

memberships, designer clothes, and branded merchandise. In addition, this study´s results 

showed that individuals aged 18-24 had the most physical vanity. 

 The strength of this study was that the study used very known a reliable scales to 

measure the independent and dependent variables. In addition, the sample had a wide age 

range of participants with the youngest being 18 and the oldest 70. Having the study 

performed through the internet was a strength since participants could complete the 

questionnaire in a safe environment and in their own time.  
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 The first limitation of this study was that it took quite a long time to finish the 

questionnaire, which might also explain the rather low completion rate (59.8%). On average 

the questionnaire took 7 minutes, but longer surveys might lead participants to answer the 

questions quickly and therefore not read them carefully. Another limitation is that all the 

variables were based on self-report measures and therefore not as reliable as standardized 

measures (Schnell et al., 2021). Furthermore, the sample of this study was not large, and the 

gender ratio was unequal with 82% of participants being women. All participants in the 

sample were Icelandic and therefore not possible to measure vanity across cultures.  

 For future studies, it is suggested to consider those limitations, especially with a larger 

and gender-ratio equal sample. This present study is the first one in Iceland to investigate the 

effects of family communication patterns and social support on physical and achievement 

vanity, therefore it is evident that more research studies need to be added to the current body 

of literature on the matter. In a world where vanity seems to be more evident than ever it is 

important to see what possible causalities are. In addition, future studies should include self-

esteem as a moderator since it can have a big impact on one’s materialistic values and 

therefore directly affect person´s vanity.  

 In conclusion, the results of the study showed a significant correlation between both 

family communication patterns and achievement vanity. A Marginally significant relationship 

between social support and physical view was also found. Furthermore, men and women are 

equally concerned with both physical and achievement vanity excluding physical view where 

men scored higher. A strong positive correlation was between university education and 

achievement vanity. A strong positive correlation was between the age groups 18-24 and 25-

40 and physical concern and finally, achievement concern positively correlated with all age 

groups. 
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Appendix A 

The vanity scale. 
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Appendix B 

The Revised Family Communication Pattern Instrument (Children´s Version) 
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Appendix C 

Multimensional Scale of Perceived Social Support 

 
 
 
 
 

 


