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Instagram is a social media platform in which users share photos and videos with one another. 
Users can choose who follows them, and who they want to follow as well as. The central 
newsfeed provides a list of recent uploads where users can ‘like’ and comment on posts. With a 
rapid increase of body image issues over the past decade, attention is being turned towards social 
media platforms to explain the rising levels of depression, eating disorders, and low self-esteem 
among college-aged women. For this project, our group chose to study the Instagram platform 
and its relationship to body image issues.  
 
This report is an analysis of the A/B test conducted by Team Blue. The research questions that 
guided the purpose of this test included the following questions: 
 

•   Why are female college students more susceptible to feeling poorly about their body 
image online? 

•   What aspects of Instagram leave users feeling less positive about their body image? 
•   How can Instagram create a more personal space that increases daily active users? 

 
Hence, the A/B test was conducted to better understand the relationship between use of 
Instagram and its effect on individuals’ perception of body image and how Instagram can best 
alter its features so that users feel more comfortable sharing posts about themselves.  
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Experiment Design: 
 
Hypothesis: If remove the ‘like’ feature of Instagram, then we predict that more individuals 
would feel more comfortable posting pictures of themselves. 
 
Independent Variable: Removing the ‘like’ feature of Instagram 
 
Dependent Variable: how comfortable are Instagram users to post pictures of themselves and 
the significance of the ‘like’ feature on Instagram 

To make Instagram a more welcoming place for all body-types, we decided to see how users 
would react when the ‘like’ button was removed from the application’s interface. We 
hypothesized that by taking away the ‘like’ feature from Instagram, users will feel more 
comfortable posting pictures of themselves. Based on the data we found in our interviews, we 
wanted to investigate whether the gratification (i.e. ‘like’ feature) aspect of Instagram is a driving 
force of body-confidence issues on the platform. Therefore, we chose our independent variable 
to alter the like feature on Instagram, and our dependent variables measured 1) how comfortable 
users felt using Instagram with and without the ‘like’ feature, and 2) whether users felt that the 
‘like’ feature is an important part of the Instagram experience.  

These specific variables were chosen because several of our interviewees found that the number 
of likes greatly influenced how they felt about their Instagram presence. Previously in our 
interviews, a few girls mentioned that they compare the number of likes they have, to how many 
one of their peers has as a way of determining their picture’s success. Two subjects mentioned 
that they will consider removing pictures if they do not receive a certain number of likes during a 
given time. By putting two screenshots of Instagram with and without the ‘like’ feature, we 
tested how our participants would react to the modified version without the ‘like’ feature, 
compared to the control that represents how Instagram as it currently is.  

 
Measure Questions: 
 
I feel comfortable using 
Version A of Instagram to 
post a picture of myself 
 

-‐   Strongly Agree (1) 
-‐   Somewhat Agree (2) 
-‐   Neither Agree or 
Disagree (3) 

-‐   Somewhat Disagree 
(4) 

-‐   Strongly Disagree (5) 

I feel comfortable using 
Version B of Instagram to 
post a picture of myself 
 

-‐   Strongly Agree (1) 
-‐   Somewhat Agree (2) 
-‐   Neither Agree or 
Disagree (3) 

-‐   Somewhat Disagree 
(4) 

-‐   Strongly Disagree (5) 

The ‘Like’ feature is a very 
important part of Instagram. 
 

-‐   Strongly Agree (1) 
-‐   Somewhat Agree (2) 
-‐   Neither Agree or 
Disagree (3) 

-‐   Somewhat Disagree 
(4) 

-‐   Strongly Disagree (5) 

 

Since our research project deals predominantly with body image on Instagram, it was difficult 
for us to come up with good questions to measure an aspect of Instagram that focuses on the 
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behavior of its users. Thus, our main challenge was understanding how one goes about 
measuring behavior and discovering whether behavior is quantifiable. Initially, our measures 
consisted of asking questions about how likely an individual was to use the versions presented in 
the treatment portion of the survey. However, the downside to asking a question like this is that it 
only focuses on a current snapshot of the users’ opinion. Perhaps a user would use a specific 
version (A or B) of Instagram for a short period, but as time progresses, their opinion could 
change. Because of this, we would not be able to measure the long-term response of the 
individual with questions like these. Furthermore, as we focused in more on the objectives of our 
experiment, we realized that our main goal is to figure out which version of Instagram presented 
in the treatment section the user would use, to post pictures of themselves. Therefore, we are 
trying to assess which version made Instagram users feel more comfortable about posting 
pictures of themselves. This is ultimately how we created the first two measure questions, which 
were identical aside from the version type asked (see appendix for more details). 

As for the second measure question, our purpose for asking whether users felt ‘likes’ were a 
significant aspect of Instagram was to discover whether the ‘like’ feature is an inherent part of 
Instagram that could not be removed. This question provides explanations for some of the 
behaviors that we identified during the interview portion of our research experiment. Generally, 
if a user identifies the ‘like’ feature to be an important part of Instagram, we would expect them 
to only post good pictures of themselves or any other cool picture (i.e. we only see the positive 
aspects of an individual’s life); thus, this helps us further comprehend our research question of 
why users may experience negative feelings after using Instagram.  

Demographics: 

During the interview period of our research, we narrowed our interviewees to just sorority girls; 
however, for this assignment, we decided to send out our A/B test to groups of varying 
demographics. Hence, we chose the demographics that we did to view the differing opinions 
among the diverse identities in the A/B test.  

Ordering of the Questions: 

The order of our A/B test was as follows: 

•   Introduction (Explaining what the experiment tasks) 
•   Treatment 

o   I prefer version A of Instagram 
o   I prefer version B of Instagram 

•   Measure Questions 
o   I feel comfortable using Version A of Instagram to post a picture of myself 
o   I feel comfortable using Version B of Instagram to post a picture of myself 
o   The ‘Like’ feature is a very important part of Instagram. 

•   Demographics 
•   Conclusion  

We chose this format in part because it was logical, but also because this was the format 
presented in lecture. The treatment questions were ordered first because it would not make sense 
for us to ask measure questions before the treatment. The first two measure questions were asked 
before the last measure question because the first two questions referred to the treatment 
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pictures. Therefore, it would be extremely inconvenient for participants to have to click back a 
few pages to remember what the two versions were. That is why the first two measure questions 
followed the treatment section. After identifying the difference between versions, A and B, 
choosing which version they preferred, thinking about how comfortable they would be using the 
different versions, the third measure question was asked. The purpose of placing that measure 
question last is because, it is an easy question, but it needs to be thought out. Thus, by going 
through the previous questions, this ensures that participants have thought about the significance 
of the ‘like’ feature on Instagram to some extent, which allows for a fairly accurate response on 
the last measure question.  

In regards to the demographic questions, there was no specific reason as to why the clickable 
answer questions were asked in the order that they were. However, the multiple-choice questions 
were listed before the short answer question, because research shows that surveys that begin with 
short answer questions tend to have less amounts of responders. Hence, to get more responses, 
the short answer demographic question was placed last.  

Our Subjects: 
 
Our group decided chose to use a within-subjects design because we desired for our subjects to 
directly compare which version of Instagram they preferred. If subjects viewed each version of 
the site— one normal and one without the “like” feature—they can make a decision over which 
version they prefer. Specifically, our target audience was mainly sorority members, but we also 
wanted to integrate perspectives from other identities as well (i.e. non-Greek life and males).  
 
In total, there were 119 survey respondents. Of these 119 respondents, 88.7% were female and 
11.3% male. Furthermore, 83.76% of the respondents identified as Caucasian, while the other 
16.34% identified as either African American, Latino, Asian American, or other. 76.92% of 
respondents are involved in some sort of Greek Life. Since, one of our team members is in Alpha 
Phi, and another has a sister in Gamma Phi Beta, it was easier for us to obtain access to these 
participants; hence, this explains why most of Greek life respondents are in these two 
organizations.  
 
Our A/B test also targeted college undergraduates, and our age breakdown reflects this. Of the 
119 respondents, 35.9% were 18, 23.08% were 19, 19.66% were 20, 17.95% were 21 and 3.42% 
were 22; therefore, freshman and sophomores were the predominant class contributing to our 
A/B test. 
 
Results: 
 
In this test, we discovered that 86.44% of respondents preferred Version A of Instagram, which 
was our control, while 13.56% preferred Version B, which was our manipulated version without 
the “like” feature. In addition, 94.96% of respondents also stated they felt positively (answered 
“strongly” or “somewhat” agree) that they felt comfortable posting a photo of themselves on 
Version A of the application. Conversely, with Version B, 80.67% of respondents felt positively 
about posting a photo. More people felt unsure or negatively about this version, with 19.32% 
responding either “neither agree or disagree”, “somewhat disagree” or “strongly disagree”. With 
Version A, only 5.04% of respondents felt this way. 70.59% of respondents also “strongly 
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agreed” that the “like” feature is an important feature of Instagram, with an additional 23.52% 
“somewhat” agreeing. 
 
Using the likert scale questions asking whether respondents felt more comfortable posting in 
version A or version B with the corresponding values, 
 

•   strongly agree being represented by 1 
•   somewhat agree represented by 2 
•   neither agree or disagree represented by 3 
•   somewhat disagree represented by 4 
•    strongly disagree represented by 5 

 
we ran a paired t-test. When a paired t-test was run on the questions referring to which version of 
Instagram our respondents felt more comfortable using, we found that our t-value was -4.245 (t = 
-4.245) and our degrees of freedom were 119 (df = 119). Our p-value was .000 (p = .000 – our 
program rounded to 3 places) meaning that the alternative hypothesis of the like feature making 
users more comfortable in using Instagram was supported, and there is a statistical difference 
between the versions presented. From this, we can conclude the “like” feature is very important 
to users and makes users feel more comfortable using Instagram. 
 
Conclusion:  
 
In finding that the ‘like’ feature was an important feature to users from our data, we also 
conclude that they felt more comfortable posting pictures when the like feature was present. This 
seems to support the thought that body image and posting just to get likes, is a prominent feature 
for Instagram’s users. Moving forward, we can delve further into understanding this mindset 
behind Instagram users wanting the like feature to be present to feel comfortable in posting a 
picture of themselves, and how Instagram can make sure to continue to incorporate these aspects 
into future designs made to the application and how it relates to user’s views of their body image.  
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Appendix 
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Team Blue A/B Test Results Report 
422: A/B Test 
 
Treatment used on A/B Test: 
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Q1 - Which version of Instagram do you prefer? 

 
 

# Answer % Count 

1 I prefer Version A 86.44% 102 

2 I prefer Version B 13.56% 16 

 Total 100% 118 
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Q2 - I feel comfortable using Version A of Instagram to post a picture of myself. 

 
 

# Answer % Count 

1 Strongly agree 71.43% 85 

2 Somewhat agree 23.53% 28 

3 Neither agree nor disagree 3.36% 4 

4 Somewhat disagree 1.68% 2 

5 Strongly disagree 0.00% 0 

 Total 100% 119 
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Q3 - I feel comfortable using Version B of Instagram to post a picture of myself. 

 
 

# Answer % Count 

1 Strongly agree 52.94% 63 

2 Somewhat agree 27.73% 33 

3 Neither agree nor disagree 11.76% 14 

4 Somewhat disagree 6.72% 8 

5 Strongly disagree 0.84% 1 

 Total 100% 119 
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Q4 - The 'Like' feature is a very important part of Instagram. 

 
 

# Answer % Count 

1 Strongly agree 70.59% 84 

2 Somewhat agree 23.53% 28 

3 Neither agree nor disagree 3.36% 4 

4 Somewhat disagree 2.52% 3 

5 Strongly disagree 0.00% 0 

 Total 100% 119 
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Q5 - What is your age? 

 
 

# Answer % Count 

1 18 35.90% 42 

2 19 23.08% 27 

3 20 19.66% 23 

4 21 17.95% 21 

5 22 3.42% 4 

6 23 0.00% 0 

 Total 100% 117 
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Q6 - What is your gender? 

 
 

# Answer % Count 

1 Female 88.70% 102 

2 Male 11.30% 13 

3 Other 0.00% 0 

 Total 100% 115 
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Q7 - What is your ethnicity? 

 
 

# Answer % Count 

1 Caucasian 83.76% 98 

2 Black or African American 3.42% 4 

3 Asian American 4.27% 5 

4 Native Americans and Alaska Natives 0.00% 0 

5 Hispanic or Latino origin 3.42% 4 

6 Other 5.13% 6 

 Total 100% 117 
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Q8 - Are you affiliated with a sorority or fraternity? 

 
 

# Answer % Count 

1 Yes (Please enter organization below) 76.92% 90 

2 No 23.08% 27 

 Total 100% 117 
 
 
Q8_1_TEXT - Yes (Please enter organization below) 

Yes (Please enter organization below) 

Gamma Phi Beta 

Gamma Phi Beta 

Zeta Tau Alpha 

alpha phi 

alpha phi 

Gamma Phi Beta 

Gamma Phi Beta 

Gamma Phi Beta 

phi!! 

gamma phi beta 

alpha phi 
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Caddy Frat 

Gamma Phi Beta 

Gamma Phi Beta 

Gamma Phi Beta 

Alpha Phi 

Phi 

Gamma phi beta 

Alpha Phi 

Gamma Phi Beta 

Gamma Phi Beta 

Alpha delta pi 

Gamma Phi Beta 

alpha phi 

Alpha Phi 

Gamma Phi Beta 

Alpha Kappa Psi 

Gamma Phi 

Gamma phi beta 

Gamma Phi Beta 

alpha phi 

Alpha Phi 

Gamma Phi Beta 

Gamma Phi beta 

Gamma phi beta 

Gamma Phi Beta 

Gamma Phi 

Alpha Phi 

Gamma Phi Beta 
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Alpha phi 

Alpha Phi 

Gamma Phi Beta 

Gamma Phi Beta 

Gamma Phi Beta 

Gamma Phi Beta 

Gamma Phi Beta 

Gamma Phi Beta 

Gamma phi beta 

Gamma phi beta 

Gamma Phi Beta 

Gamma Phi Beta/Kappa Alpha Pi 

Gamma Phi Beta 

Gamma Phi Beta 

Gamma Phi Beta 

gamma phi beta 

Gamma phi beta 

gamma phi beta 

gamma phi beta 

Gamma Phi Beta 

Gamma Phi Beta 

Phi 

Sorority 

Alpha Phi 

Alpha Phi 

Alpha Phi 

Greek life 

Alpha Phi 
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Alpha Phi 

Alpha phi 

Alpha Phi 

Alpha Phi 

Alpha Phi 

Sorority 

Alpha Delta Pi 

Alpha Phi 

Alpha Phi 

Alpha Phi 

Alpha Phi 

Alpha Phi 

Alpha Phi 

Alpha Phi 

Alpha phi 

Alpha Phi 

Sorority 
 
 


