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Abstract — In this project, I examined whether people’s admiration and liking of a bragger is 

impacted by how the brag is framed (i.e., as a humblebrag or a straightforward brag) and whether 
the bragger is depicted as being male or female. 

 

I. INTRODUCTION  
 
The present experimental study examined the extent to which people’s admiration 

and liking of a male or female bragger on social media is impacted by how the brag is 
framed (i.e., as a straightforward brag, a complaint-based humblebrag or a humility-
based humblebrag).   As predicted, participants admired and liked a male bragger more 
than a female bragger when the brag was framed as a straightforward 
brag.  Unexpectedly, however, results revealed that a female bragger was admired, but 
not liked, more than a male bragger when the brag was framed as a complaint-based 
humblebrag.  No differences were found when the brag was framed as humility-based 
humblebrag. 

 

II. FINDINGS 
 
Results revealed that humblebragging was generally ineffective as a self-
presentational strategy.  Although complaint-based and humility-based humblebrags 
were just as effective as a straightforward brag at fostering liking, participants actually 
admired the bragger more when the brag was framed as a straightforward brag than 
when it was framed as a humblebrag.  Further, the effectiveness of bragging at 
fostering participants’ liking and admiration of the bragger depended on whether the 
bragger was depicted as male or female.  For instance, male braggers were liked and 
admired more than a female bragger when the brag was framed as a straightforward 



Mediated Minds Conference, 
University of Cincinnati, Blue Ash 
April 19, 2019   

 
 
 
 

 
brag.  In contrast, participants admired a female bragger more than a male bragger 
when the brag was a framed as a complaint-based humblebrag.  No differences 
emerged when the brag was framed as a humility-based humblebrag. 
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Presenter
Presentation Notes
Hello, my name is Kimberly Doty, I am currently a junior studying Psychology. I am here today to present my research that was conducted in Research Methods & Statistics II under the supervision of Dr. Wadian. My research project titled Humblebragging Self-Presentation Strategy, examining the moderating role of gender of the bragger



• Bragging is an interesting phenomenon where people 
shamelessly promote or otherwise advertise their positive 
qualities or achievements in an attempt to gain social approval 
and admiration (Giacolone & Rosenfeld, 1986).

Bragging

Presenter
Presentation Notes
Although bragging can be an effective way to attain admiration from others (Zivnuska et al. 2004), people don’t like individuals who brag. Braggers are seen as conceited or arrogant (Godfrey et al. 1986).



• Interestingly, to circumvent the negative consequences 
of  bragging, people tend to mask their brags in such a 
way to appear humble (e.g., by masking the brag in 
humility).

• This unique form of  self-presentation – called 
“humblebragging” –allows braggers to gain admiration 
from others while simultaneously mitigating people’s 
tendency to view them as arrogant (Sezer et al., 2018). 

Humblebragging
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An example of a humblebrag that can simply be searched on google 



• In the seminal research study on humblebragging, 
Sezer et al. (2018) found that humblebragging is a 
common social phenomenon that takes two forms.

• Humility-based humblebrags
• “I can’t understand why everybody compliments me on my looks.”

• Complaint-based humblebrags
• “I am tired of  being the thoughtful and kind person all the time.”

Humblebragging
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Further, this research found that humblebragging is  largely ineffective as a self-presentation strategy.People who humblebragged were less liked, and perceived as less competent, than those who bragged in a straightforward manner.A humility-based humblebrag is defined as simply bragging A complaint-based humblebrag is defined as simply complaining



• Research has yet to examine whether the effectiveness 
of  humblebragging to elicit liking and admiration may 
be impacted by characteristics of  the bragger (e.g., the 
gender of  the bragger).

• Considering males tend to be perceived as more 
socially dominant than females (Pratto et al. 1994), and 
therefore more likely to brag…

• It seems feasible that people would like and admire a male 
more when he brags than when a female brags – especially in 
a straightforward manner.

The Current Study
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ALTHOUGH  Prior research has identified that humblebragging is ineffective as a self-presentation strategy. SAY ALTHOUGH AT BEGINNING  DON’T FORGET TO SAY ALTHOUGH



• Sample
• A total of  56 adults, (71% female, 93% White) who ranged 

in age from 18 to 55 years of  age (Mage = 29.84, SD = 13.61) 
were recruited via snowball sampling on Facebook and 
Twitter to participate in the current study.

• Procedure
• Participants read two tweets, one posted by a male and the 

other posted by a female, that were systematically 
manipulated to either reflect a complaint-based humblebrag, 
humility-based humblebrag, or straightforward brag about a 
recent achievement.

Methods
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In the current study, a total of 56 adults were recruited via snowball sampling on Facebook and Twitter



Humility-based Brag
Humility-based Brag

Straightforward Brag Straightforward Brag

Complaint-based Brag
Complaint-based Brag
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These are the types of tweets that participants read for the female bragger, (Sarah) and the male bragger, (John)Write down what I want to say for this As you can see on the left are achievement brags for the female bragger Sarah, and on the right are achievement brags for the male bragger John



• After viewing each brag, participants were asked to 
rate how much they disagree or agree with six 
statements on a 7-point Likert scale.

• Three statements assessed admiration (α = .85)
• “I admire this person.”
• “I look up to this person.”
• “I respect this person”

• Three statements assessed liking (α =.89 )
• “I like this person.”
• “I would be friends with this person.”
• “I would hang out with this person.”

Methods
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Cronbach’s alpha explains the measure of internal reliability If someone asks3 statements assessed admiration and 3 statements assessed liking, the internal reliability of both 3-item scales were acceptable with Cronbach’s alpha’s greater than .85



Results
• A 2(Gender of  Bragger) x 3(Type of  Brag) ANOVA on 

participants’ admiration scores revealed that participants 
admired a bragger more when the brag was framed as a 
straightforward brag than when it was framed as 
complaint-based or humility-based humblebrag, F(2, 53) = 
14.42, p < .001, η2 = .35.
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As you can see in the figure, the main effect of topic of brag was significant. 



Results

• This main effect, however, was qualified by a 
significant two-way interaction of  Gender of  Bragger 
and Type of  Brag, F(2, 53) = 8.05, p = .001, η2= .23.
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Participants admired a male bragger more than a female bragger when the brag was framed as a straightforward brag.  However, participants admired a female bragger more than a male bragger when the brag was a framed as a complaint based humblebrag.  Interestingly, participants admiration of the male and female bragger was the same when the brag was framed as a humility based brag.



Results
• A 2(Gender of  Bragger) x 3(Type of  Brag) ANOVA was 

then conducted on participants’ liking scores. 
• Results revealed that the two-way interaction was 

marginally significant, F(2, 53) = 2.65, p = .07, η2 = .09.
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Participants tended to like a male bragger more than a female bragger when the brag was framed as a straightforward brag. REDUNDANT FROM SLIDE BEFORE????However, participants liking of the male and female bragger did not differ when the brag was framed as a complaint-based or humility-based humblebrag.



• Consistent with prior research, results of  the present 
study revealed that humblebragging was generally 
ineffective as a self-presentational strategy.

• Participants admired a person more when he or she bragged 
in a straightforward manner than when he or she 
humblebragged.

• Furthermore, a person who humblebragged wasn’t liked 
more (or less) than a person who bragged in a 
straightforward manner.

Discussion



• Extending prior research, the current study examined 
the moderating role of  gender when it comes to 
humblebragging.

• As predicted, participants admired and liked a male 
bragger more than a female bragger when the brag 
was framed as a straightforward brag.  

• Unexpectedly, however, results revealed that a female 
bragger was admired, but not liked, more than a male 
bragger when the brag was framed as a complaint.

• No differences were found when the brag was framed 
as a humility-based brag.

Discussion



• Although the current study was limited in scope, it 
highlights the importance of  examining how 
characteristics of  the bragger may influence the 
effectiveness of  various self-presentational strategies 
(e.g., bragging).

• Further, considering that humblebragging isn’t an 
effective strategy to elicit admiration or offset negative 
evaluation, future research should continue to examine 
why people humblebrag to begin with.

Implications and Future Directions
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