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Editorial: Announcing Our Inaugural Issue

It is with great pleasure that we present the inaugural issue of the International Journal of
Home Economics Technology (IJHET), published by Rajamangala University of Technology
Krungthep. As an international, peer-reviewed, and open-access journal, IJHET is dedicated to
the advancement and dissemination of scholarly research and innovation. Our mission is to
create a dynamic platform for academics, researchers, and government officials to share cutting-
edge work that bridges contemporary technology with the diverse fields of home economics. We
aim to foster a rich academic discourse that contributes significantly to regional, national, and
international communities.

The scope of our journal is intentionally broad, reflecting the interdisciplinary nature of
modern home economics. We welcome contributions from fields including, but not limited to,
Home Economics Education, Food and Nutrition Technology, Vocational Education, Tourism
and Creative Industries, Apparel and Textile Sciences, Applied Arts, and Community
Development. This inaugural issue stands as a testament to this vision, featuring a compelling
collection of works, including a comprehensive academic article and four research papers that
traverse this wide intellectual landscape.

Collectively, these articles underscore the expansive and dynamic nature of home
economics technology-spanning cultural heritage, industrial logistics, community
entrepreneurship, applied arts, and theoretical fashion studies. Each has undergone a rigorous
double-blind peer-review process, and we are confident in the quality and significance of the
scholarship presented.

We extend our sincere gratitude to the authors for their valuable contributions and to our
dedicated team of peer reviewers for their indispensable expertise and commitment. We invite
researchers, scholars, and practitioners from around the globe to engage with these articles and to
consider the International Journal of Home Economics Technology as the premier venue for their
future work.

Sincerely,

The Editor-in-Chief

On behalf of the Editorial Board

International Journal of Home Economics Technology (IJHET)
Rajamangala University of Technology Krungthep

Bangkok, Thailand
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ABSTRACT

Clothing choices reflect personal identity and shape social interactions within diverse
Nigerian contexts. This study examines how consumer clothing selections determine social
perception and identity across socio-cultural and economic backgrounds. Specifically, it identifies
prevalent attire types, explores influencing factors, and analyzes their social implications. Six
research questions and one null hypothesis were formulated and tested at the 0.05 significance
level. A descriptive survey research design was employed, with data collected from 250
respondents across selected urban centers using a structured questionnaire. Data were analyzed
with SPSS version 25.0 through descriptive (mean, standard deviation) and inferential (Pearson
correlation) statistics. Findings reveal a preference for blending traditional (e.g., agbada) and
modern outfits, influenced mainly by comfort (M = 4.11, SD = 1.34), religious beliefs (M = 3.99,
SD = 1.21), and affordability (M = 3.86, SD = 1.30). Clothing significantly influences social
perception, with well-dressed individuals receiving positive regard (M = 4.22, SD = 1.00), while
traditional attire symbolizes cultural heritage (M = 3.99, SD = 1.11). Factors driving clothing
choices and the social perceptions they engender (r = .644, p < .001). The study concludes that

clothing serves as a dynamic social and cultural communicator and rejecting all null hypotheses.
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It recommends promoting affordable, culturally resonant clothing and sensitizing communities on
the social implications of dress. This study enriches the discourse on fashion, culture, and social

psychology in Nigeria, offering valuable insights for designers, policymakers, and educators.

Keywords: Clothing Choices, Consumer, Social Perceptions, Cultural Identity, Economic
Factors

1. Introduction

Clothing serves both functional and symbolic roles, acting as a form of nonverbal
communication that conveys information about the wearer’s identity, social affiliation, and
socioeconomic status. Researchers have emphasized that attire strongly shapes first impressions
and inferences about others. Hester and Hehman (2023) found that observers extract social
categories, mental states, and status cues from clothing when forming judgments. Similarly, Kaiser
(2018) argues that what people wear carries cultural and social meanings that extend beyond mere
fabric or fashion aesthetics.

In the Nigerian context, traditional apparel embodies cultural heritage, pride, and belonging.
Omoyele (2023) highlights that Yoruba male dress includes garments such as the agbada (an
embroidered flowing robe) and fila (cap), while female Yoruba attire features the iro (wrapper),
buba (blouse), and gele (head tie). These ensembles are rich in symbolism, historically signaling
social status, respect, and communal identity. The symbolic and economic importance of fabrics
has also been discussed in studies on indigenous textile production and its role in wealth creation
(Abdulkadir, Tijani, Babajide, & Adedoyin, 2025). Conversely, the adoption of Western-style
clothing communicates modernity, social mobility, and global cultural engagement (Kaiser, 2018;
Abdulkadir & Oyewole, 2022).

Consumers’ clothing decisions arise from a complex interplay of cultural, economic, and
psychological factors. Cultural norms and traditions guide attire choices that align with religious
expectations and community values (Omoyele, 2023; Kaiser, 2018). Across Nigerian regions,

prestige textiles such as Aso Oke and Adire are valued for their intricate designs and symbolic
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colors, representing identity and social rank (Abdulkadir, Tijani, Olatunbosun, & Taiwo, 2025;
Abdulkadir & Oyewole, 2022). Economic conditions also shape these choices: studies indicate
that individuals dressed in higher-end or “richer” clothing are perceived as more competent and
socially elevated (Oh, Shafir, & Todorov, 2020). In controlled experiments, identical faces were
rated significantly higher in competence when paired with expensive attire. This underscores how
purchasing power and clothing investment influence social perception. Those with greater
disposable income may prefer branded or bespoke garments, while low-income consumers rely on
affordable or second-hand markets (Abdulkadir et al., 2025; Oh et al., 2020).

Psychological motivations, such as self-concept and desired social image, further shape
clothing behavior. Hester and Hehman (2023) observe that individuals often select garments to
express identity, group membership, or aspiration. In essence, people dress to communicate who
they are—or who they wish to be (Kaiser, 2018; Abdulkadir & Oyewole, 2022).

Clothing, in turn, powerfully influences how others perceive the wearer. Observers rely on
visual cues from dress to infer professionalism, trustworthiness, and competence. Well-tailored
attire often produces a “halo effect,” where positive impressions of dress extend to judgments of
other traits (Kaiser, 2018). Formal or stylish clothing enhances perceived reliability and ability,
while deviation from expected dress codes may invite negative evaluation. In many Nigerian social
settings—workplaces, schools, ceremonies, and religious gatherings—adherence to appropriate
dress codes is linked with respect and inclusion. Traditional attire is widely respected as a symbol
of cultural integrity, whereas overly casual or unconventional dress can attract criticism
(Abdulkadir & Oyewole, 2022; Abdulkadir et al., 2025a).

Despite growing scholarship on fashion and identity, limited empirical research has examined
how consumer clothing choices shape social perceptions across Nigeria. This study therefore
explores the relationship between clothing preferences, influencing factors, and social
interpretations among Nigerian consumers. By identifying prevalent apparel styles and their socio-
cultural, economic, and psychological determinants, it provides insight into how dress functions
as a marker of social perception and identity in contemporary Nigeria (Omoyele, 2023;
Abdulkadir, Tijani, Olatunbosun, & Taiwo, 2025b; Abdulkadir & Oyewole, 2022).
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1.1. Statement of problem

Clothing is a powerful tool for self-expression and social signaling, shaping how individuals
are perceived within different social contexts. In Nigeria, where traditional values coexist with
modern and global fashion influences, clothing choices serve not only functional but also symbolic
purposes. They communicate identity, social class, and cultural affiliation, making them integral
to interpersonal interactions and societal perception.

Despite the increasing visibility of diverse fashion trends across the country, there is limited
comprehensive research examining how consumer clothing choices influence social perceptions
and identity formation among Nigerians. Most existing studies have concentrated on specific
communities or cultural groups, offering limited generalizable insights into national patterns. This
gap in understanding restricts efforts to interpret how attire mediates social relationships, reflects
socioeconomic realities, and affects inclusion or exclusion in different social spaces.

A deeper understanding of this relationship is essential, as clothing can both reinforce and
challenge social hierarchies, influencing perceptions of competence, respectability, and belonging.
Without such knowledge, misinterpretations and biases rooted in dress norms may persist,
potentially undermining social cohesion and cultural appreciation.

Therefore, this study seeks to investigate the influence of consumer clothing choices on social
perceptions and identity formation across Nigeria. By analyzing the factors shaping these choices
and their associated social meanings, the research aims to enhance understanding of how clothing
functions as a bridge rather than a barrier in fostering mutual respect, cultural expression, and
social inclusion. Specifically, the study pursues six interrelated objectives: to identify the types of
clothing most commonly selected by Nigerian consumers; to determine the key factors that shape
these clothing preferences; to examine the relationship between clothing choices and the social
perceptions attributed to the wearer; to assess the extent to which economic conditions influence
clothing decisions and perceived social identity; to explore how cultural and societal values are
expressed through consumer attire; and to evaluate the role of social class in mediating clothing
preferences and their interpretation within social interactions. Together, these objectives provide
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a structured framework for understanding dress as a multidimensional communicative act within

the Nigerian context.

1.2. Objectives of the Study

The main objective of this study is to examine how consumer clothing choices determine
social perception and identity among Nigerians. The study seeks to identify the types of clothing
commonly chosen by consumers across Nigeria and determine the factors that influence these
clothing choices. It also investigates the relationship between clothing choices and the social
perceptions formed about the wearer. In addition, the study assesses the role of economic factors
in shaping clothing preferences and the perceived social identity associated with them.
Furthermore, the research examines the cultural and societal values reflected in consumer clothing
choices in Nigeria and evaluates how social class influences clothing preferences and their

interpretation in social interactions

1.3. Research Hypothesis
HO1: Factors influencing consumer clothing choices in llorin Metropolis do not significantly
predict their social perceptions.

2. Methodology
2.1. Research Design

The study employed a descriptive cross-sectional research design, which is suitable for
investigating the influence of consumer clothing choices on social perception and identity across
Nigeria. This design enables the collection of data at a single point in time, thereby allowing the
researcher to identify prevailing clothing patterns, influencing factors, and their relationship with
social perceptions within the target population. The cross-sectional approach is particularly
effective for exploring cultural norms, socioeconomic status, and psychological motivations that

shape clothing behavior and affect interpersonal interactions.
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2.2. Population of the Study
The population for this study comprised Nigerian consumers from diverse cultural,
socioeconomic, and occupational backgrounds. This included university students, market traders,
artisans, professionals, and civil servants across selected states representing different geopolitical
zones. These groups were chosen to ensure inclusion of individuals whose clothing preferences

and social perceptions reflect the cultural and economic diversity of Nigeria’s population.

2.3. Sample size and Sampling Techniques

A multi-stage sampling technique was adopted to ensure proportional representation and
national coverage.

1) Selection of States: Three states were purposively selected to represent different cultural
and geographic zones—one from the North-Central (Kwara State), one from the South-West (Oyo
State), and one from the South-East (Anambra State). These states were selected due to their
demographic diversity, fashion culture, and urban social interactions.

2) Stratified Sampling of Urban Centers: Within each selected state, two major urban
centers were identified to capture variations in population density, exposure to fashion trends, and
socioeconomic structures.

3) ldentification of Communities: From each urban center, four communities or districts
were randomly selected, ensuring inclusion of high-, middle-, and low-income neighborhoods.

4) Simple Random Sampling of Respondents: In each community, adults aged 18-50 years
were randomly selected with the assistance of local records and community leaders. This age
bracket was deliberately chosen because it encompasses the most socially active phases of identity
formation and negotiation. Adolescence through early adulthood (1825 years) represents a critical
period of identity exploration, during which individuals experiment with self-presentation and
align personal appearance with emerging social roles (Erikson, 1968; Tajfel & Turner, 1986). Mid-
adulthood (26-50 years) reflects identity consolidation, whereby established occupational,
familial, and community roles are reinforced through deliberate clothing choices that communicate

belonging, status, and cultural affiliation. Respondents beyond 50 years were excluded, as clothing
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behavior in that demographic tends to be more routinized and less reflective of ongoing identity
negotiation. The selected range therefore captures the full arc of active identity reflection through
dress, making it particularly appropriate for examining the relationship between clothing choices
and social perception. A sampling quota of 5% of each community’s estimated adult population
was used to determine respondent numbers. This process produced a final sample size of

approximately 250 respondents distributed across the selected areas.

Table 1: Sample Distribution by State and Community

SIN State Urban Selected Communities Estlmat_ed 5% Sample
Center Population Quota
1 Kwara llorin Oke Ogun, Tanke, Fate, 2,000 100
Metropolis ~ Adewole
2 Oyo Ibadan Bodija, Mokola, Oyo 1,800 90
Metropolis ~ Town, Apata
3  Anambra Awka Amawbia, Zik Avenue, 1,200 60
Metropolis ~ Aroma, Ifite
Total 5,000 250

Source: State Statistics Offices and Community Records, 2025.

2.4. Instrument for Data Collection

A structured questionnaire titled “Clothing Choices and Social Perceptions Questionnaire
(CCSPQ)” was developed and used for data collection. The instrument was constructed within an
explicit theoretical framework drawing on Identity Theory (Stryker, 1968; Stryker & Burke, 2000)
and Symbolic Interactionism (Blumer, 1969), both of which posit that individuals actively use
appearance and dress to construct, communicate, and negotiate their social identities in relation to
others. Identity Theory guided the formulation of items relating to role-based motivations for
clothing selection, particularly how occupational, cultural, and religious identities shape attire
preferences. Symbolic Interactionism informed questions examining how clothing choices
function as social symbols that generate predictable patterns of perception and judgment from
observers. Items probing social class, cultural heritage, and peer recognition were specifically
grounded in Social Identity Theory (Tajfel & Turner, 1986), which foregrounds the role of group
membership in shaping self-presentation. This theoretical anchoring ensures that the findings can
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be interpreted and discussed within established conceptual frameworks, rather than remaining
purely descriptive. The questionnaire was divided into sections covering demographic
information, types of clothing, cultural and economic influences, and perceptions of social status.
Likert scales and multiple-choice questions were employed to capture quantitative data, while
open-ended questions gathered qualitative insights. The questionnaire was pre-tested with a small

sample to ensure clarity and comprehensiveness.

2.5. Validity of the Instrument

To ensure the quality of the data collection tool, the questionnaire was reviewed by two
lecturers from the Department of Home Economics and Food Science, University of llorin. They
assessed the instrument using face validity, examining whether the items appropriately reflected
the research objectives. Their feedback led to refinements in wording, item structure, and content

coverage, thereby improving the tool’s clarity and relevance

2.6. Reliability of the Instrument

The reliability of the instrument was tested through a pilot study involving 20 participants from
a population similar to the study’s target group. These participants were not included in the main
study. Cronbach’s alpha was used to measure the internal consistency of the questionnaire, and a

reliability coefficient of 0.789 was obtained.

2.7. Method of Data Collection

Data collection for this study involved administering a structured questionnaire to the
respondents. Participants were provided with a clear explanation of the study’s purpose,
objectives, and procedures. Informed consent was obtained from all respondents prior to their
participation. The researcher, with the help of a trained assistant, distributed and retrieved the
questionnaires directly from respondents. This thorough process resulted in a return rate of
100% (100 copies of questionnaire), indicating a very strong engagement from the participants

and providing a robust basis for data analysis.
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2.8. Data Analysis

The data collected were analyzed using the Statistical Package for the Social Sciences (SPSS)

version 25. Descriptive statistics such as means, percentages, and standard deviations were used

to address the research objectives. To test the hypothesis, inferential statistics were applied using

Pearson Product Moment Correlation (PPMC) to determine the relationship between consumer

clothing choices and social perceptions.

Table 2: Mean Rating and Standard Deviation on types of clothing commonly chosen by

consumers
SNO Statement Mean Star]da}rd Decision
Deviation
1 | prefer wearing traditional Nigerian attire 3.81 1.25 Agreed
" regularly.
5 Modern clothing is more practical for daily 3.88 1.01 Agreed
" activities.
3 | own more Western-style clothing than 3.89 1.11 Agreed
" traditional attire.
4 My clothing choices are influenced by current 3.69 1.13 Agreed
" fashion trends.
5 | prioritize comfort over style when selecting 3.97 1.12 Agreed
" clothing.
5 The cost of clothing significantly affects my 3.82 1.14 Agreed
" choices.
7 | wear different types of clothing depending on 4.19 1.04 Agreed
" the occasion.
8 Second-hand clothing is a common choice for 3.54 1.09 Agreed
" me due to affordability.
9 | consider cultural expectations when selecting 3.59 1.15 Agreed
" my attire.
10 My wardrobe consists of both traditional and 3.64 1.26 Agreed

modern clothing styles.

3. Results and Discussion

The results from Table 2 revealed that respondents generally agreed on the various types of

clothing commonly chosen in Ilorin Metropolis, as all items recorded mean scores above the cut-

off of 3.00. The highest agreement was observed on wearing different types of clothing depending
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on the occasion (mean = 4.19), followed by prioritizing comfort (mean = 3.97) and owning more
Western-style clothing than traditional attire (mean = 3.89). Moderate agreement was noted on the
influence of cost (mean = 3.82), cultural expectations (mean = 3.59), and preference for second-
hand clothing due to affordability (mean = 3.54). It revealed that respondents described a dual
inclination: selecting clothes appropriate to context (e.g., formal, casual) yet blending traditional
and Western elements. This reflects a “global” fashion ethos, whereby local heritage textiles are
reinterpreted through global silhouettes (Lan & Liu, 2023). By valuing comfort alongside cultural
resonance, participants exemplify the rise of hybrid dress codes that satisfy both personal ease and
collective identity (de Wagenaar, 2022). These results are consistent with earlier Nigerian-based
observations of mixed dress practices among students and consumers (Abdulkadir & Oyewole,
2022) and parallel evidence that African prints are increasingly redeployed beyond clothing into
everyday domestic contexts, signalling broader reinterpretations of local textiles (Abdulkadir et
al., 2025a).

Table 3: Mean Rating and Standard Deviation of Respondents on factors influence consumer
clothing choices

SNO Items Mean Star}da_lrd Remarks
Deviation
1 Cultural traditions 3.11 1.38 Agreed
2 Economic affordability 3.86 1.30 Agreed
3 Fashion trends 3.60 1.37 Agreed
4 Religious beliefs 3.99 1.21 Agreed
5 Personal comfort 411 1.34 Agreed
6 Social class 3.55 1.23 Agreed
7 Peer influence 3.11 1.34 Agreed
8 Professional/workplace requirements 3.85 1.27 Agreed
9 Availability of desired clothing styles in 3.42 135 Agreed
the market
10 Advertisements and promotions 3.41 1.34 Agreed

The results from Table 3 revealed that respondents generally agreed on the various factors
influencing consumer clothing choices in llorin Metropolis, as all items recorded mean scores

above the cut-off of 3.00. The most influential factors were personal comfort (mean = 4.11) and

10
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religious beliefs (mean = 3.99), followed by economic affordability (mean = 3.86) and
professional/workplace requirements (mean = 3.85). Other factors such as fashion trends (mean =
3.60), social class (mean = 3.55), availability of desired clothing styles (mean = 3.42), and
advertisements (mean = 3.41) also influenced respondents’ choices. Cultural traditions and peer
influence (mean = 3.11 each) had the least impact among the listed factors. It is evident from Table
3 that intrinsic factors such as comfort and personal beliefs surfaced as the foremost motivators,
followed by economic and workplace demands. Such a hierarchy underscores how self-expression
and identity coherence drive clothing decisions (Sirgy, 2018). At the same time, external
constraints like budgetary limits and dress codes highlight pragmatic negotiation between desire
and feasibility (Tungate, 2018). This duality aligns with Gaillard & Visser (2022) work on “attire
agency,” which frames clothing choice as an interplay between individual autonomy and
circumstantial pressures. The prominence of intrinsic motives in our sample mirrors patterns found
among undergraduates and other Nigerian cohorts, where identity and comfort frequently
outweigh pure fashion-driven motives (Abdulkadir & Oyewole, 2022).

The results from Table 4 revealed that respondents generally agreed on the relationship
between consumer clothing choices and social perceptions, as all items recorded mean scores
above the mid mean of 3.00. The highest agreement was observed on the statement that well-
dressed individuals are more likely to receive positive attention (mean = 4.22), followed by social
status and traditional clothing reflecting cultural heritage and values (mean = 3.99 each).
Respondents also agreed that people often judge others based on their clothing (mean = 3.88) and
that modern clothing symbolizes sophistication (mean = 3.85). Other factors such as respect for
traditional attire, branded clothing as a mark of influence, and dressing according to societal norms
equally shape social perception. The findings from Table 4 revealed that attire was strongly linked
to social evaluation: well-dressed individuals were perceived as more competent and trustworthy,
while traditional garments evoked respect and authenticity. This mirrors the “halo effect” in social
cognition, whereby positive impressions of appearance extend to assessments of character
(Forsythe, 2016). Moreover, the specific esteem granted to traditional dress underscores its

potency as a cultural emblem; wearing heritage textiles can signal in-group belonging and moral

11
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integrity (Maran et al., 2021). Our results echo local studies showing that high-quality indigenous
fabrics (and their visible use) are associated with status, authenticity, and community esteem
(Abdulkadir et al., 2025b; Abdulkadir & Oyewole, 2022).

Table 4: Mean Rating and Standard Deviation on relationship between consumer clothing choices
and social perceptions

SNO Statements Mean Star_lda}rd Remarks
Deviation

1 People often judge others based on their 3.88 1.35 Agreed
clothing.

2 Wearing traditional clothing earns more 3.89 1.18 Agreed
respect in social gatherings.

3 Modern clothing is perceived as a symbol 3.85 0.98 Agreed
of sophistication.

4 Social status influences how clothing 3.99 1.11 Agreed
choices are perceived by others.

5 People who wear branded clothing are 3.86 1.10 Agreed
seen as more influential.

6 Traditional clothing reflects a person’s 3.99 1.11 Agreed
cultural heritage and values.

7 Dressing according to societal norms 3.85 1.24 Agreed
improves social acceptance.

8 Simpler clothing styles are often 3.70 1.31 Agreed
associated with humility.

9 Expensive clothing is often linked to 3.65 1.33 Agreed
higher social status.

10 Well-dressed individuals are more likely 4.22 1.00 Agreed

to receive positive attention.

The results from Table 5 revealed that respondents generally agreed on the role of economic
factors in shaping clothing choices, as all items recorded mean scores above the cut-off of 3.00.
The highest agreement was observed on the statement that clothing budget limits clothing choices
(mean = 3.97), indicating that financial capacity significantly affects what individuals can
purchase. Respondents also agreed that sales and discounts influence purchasing decisions (mean
= 3.71) and that financial status affects the frequency of clothing purchases (mean = 3.69). Other

notable factors included spending more on special occasions (mean = 3.65) and preferring locally
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made clothing due to affordability (mean = 3.62). Although the availability of affordable options
(mean = 3.39) and preference for second-hand clothing (mean = 3.44) received slightly lower mean
scores. From Table 5, it was revealed that financial limitations were consistently cited as barriers
to preferred purchase behaviors, prompting reliance on sales, thrift options, and creative garment
alterations. Budget Constraint Theory explains how consumers, when faced with resource scarcity,
prioritize cost-effective substitutes without fully abandoning aspirational consumption. The
embrace of second-hand markets also aligns with sustainable fashion narratives that frame pre-
loved clothing as both economical and environmentally responsible (Joy & Pena, 2017). Related
evidence from prior research on fabric-based livelihoods in Nigeria reveals similar adaptive
strategies, whereby households repurpose or diversify textile use—for example, converting fabrics
into furnishings or bed linen—as part of income-generating and cost-saving practices (Abdulkadir
et al., 2025a; Abdulkadir et al., 2025b).

Table 5: Mean Rating and Standard Deviation on role of Economic Factors in shaping Clothing
Choices

SNO Statements Mean Star}da_trd Remarks
Deviation

1 My clothing budget limits my clothing 3.97 1.37 Agreed
choices.

2 | prefer buying second-hand clothing 3.44 1.04 Agreed
for cost reasons.

3 Sales and discounts heavily influence 3.71 1.10 Agreed
my purchasing decisions.

4 Higher income leads to purchasing 3.55 1.19 Agreed
more expensive clothing.

5  Affordable clothing options are readily 3.39 1.13 Agreed
available in Ilorin.

6 1spend more on clothing for special 3.65 1.19 Agreed
occasions.

7 Economic factors influence the type of 3.50 1.25 Agreed
stores | shop at.

8 Locally made clothing is more 3.62 1.16 Agreed

affordable than imported options.
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Table 6: Mean Rating and Standard Deviation on how cultural and societal values are reflected
in consumer clothing choices

SNO Statements Mean Star]da}rd Remarks
Deviation

1 Traditional attire helps preserve cultural 3.57 1.43 Agreed
identity.

2 Cultural festivals influence my clothing 3.60 1.28 Agreed
choices.

3 My financial situation limits the clothing | 3.67 1.24 Agreed
can afford.

4 | prefer locally made clothing due to 3.51 1.20 Agreed
affordability.

5 Imported clothing is often too expensive 3.50 1.27 Agreed
for me to buy.

6 Sales and discounts affect my clothing 3.68 1.02 Agreed
purchases.

7 Higher income enables me to purchase 3.82 1.21 Agreed
more expensive clothing.

8 1 spend more on clothing for special 3.86 1.21 Agreed
occasions.

9 I consider both cultural relevance and 3.89 1.23 Agreed
affordability when choosing clothes.

10 Economic factors greatly influence my 3.62 1.25 Agreed

overall clothing choices.

The results from Table 6 revealed that respondents generally agreed that cultural and societal
values are reflected in consumer clothing choices, as all the mean scores were above the cut-off of
3.00. The highest agreement was recorded on the statement that respondents consider both cultural
relevance and affordability when choosing clothes (mean = 3.89), followed by spending more on
clothing for special occasions (mean = 3.86) and higher income enabling the purchase of more
expensive clothing (mean = 3.82). Respondents also agreed that sales and discounts (mean = 3.68)
and financial situation (mean = 3.67) influence their clothing decisions. Similarly, traditional attire
as a means of preserving cultural identity (mean = 3.57) and preference for locally made clothing
due to affordability (mean = 3.51) received positive agreement. The findings from Table 6 showed

that respondents assigned high importance to traditional attire in cultural ceremonies and daily life,
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viewing dress as a vehicle for preserving heritage. This corroborates research by Nair (2024),
which documents how clothing rituals reinforce collective memory and social cohesion. Festivals
and rites of passage were especially influential, suggesting that ceremonial contexts amplify the
symbolic potency of garments as markers of identity continuity — a pattern aligned with earlier
Nigerian studies that document persistent ceremonial demand for indigenous textiles across
contexts (Abdulkadir et al., 2025b).

Table 7: Mean Rating and Standard Deviation on how social class influence the clothing
preferences of consumers

SNO Statements Mean Star}da_lrd Remarks
Deviation

1  Social class influences the type of 3.74 1.23 Agreed
clothing people wear.

2 People from higher social classes prefer 3.88 1.09 Agreed
branded clothing.

3 Simpler clothing is associated with 3.93 1.20 Agreed
lower social classes.

4  People use clothing to showcase their 3.57 1.12 Agreed
social class.

5  Social events expose differences in 3.56 1.23 Agreed
clothing preferences across classes.

6  People from higher classes are more 3.81 1.19 Agreed
likely to follow global fashion trends.

7 Traditional attire is worn equally by all 4.04 1.19 Agreed
social classes.

8  Social class determines the frequency 3.60 1.22 Agreed
of purchasing new clothing.

9  Clothing brands are more important to 3.73 1.17 Agreed
higher-class individuals.

10 The quality of clothing differs 3.65 1.35 Agreed

significantly between social classes.

The results from Table 7 revealed that respondents generally agreed that social class
influences consumers’ clothing preferences, as all items recorded mean scores above the cut-off

of 3.00. The highest agreement was observed on the statement that traditional attire is worn equally
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by all social classes (mean = 4.04), indicating that cultural dress cuts across class boundaries. This
was followed by agreement that simpler clothing is associated with lower social classes (mean =
3.93) and that people from higher social classes prefer branded clothing (mean = 3.88).
Respondents also agreed that people from higher classes are more likely to follow global fashion
trends (mean = 3.81) and that social class influences the type of clothing people wear (mean =
3.74). Other items, such as differences in clothing preferences at social events (mean = 3.56) and
social class determining the frequency of purchasing new clothing (mean = 3.60), further support
this trend. The findings from Table 7 show that while traditional clothing usage was uniform
across income brackets, higher income groups demonstrated stronger preferences for branded and
global fashion trends. Edwards’s (2024) notion of cultural capital elucidates this: elites employ
luxury labels and international styles to distinguish themselves and signal social status.
Conversely, the ubiquity of heritage garments among all classes points to their foundational role
in communal identity beyond class divisions — a dual pattern observed in prior local research
where cultural items remain widely used even as elites adopt global signifiers (Abdulkadir &
Oyewole, 2022; Abdulkadir et al., 2025a).

Table 8: Pearson Product Moment Correlation on relationship between Factors influencing
consumer clothing choices and their social perceptions
Std. Sig-

Variables N Mean Deviation R o(2tailed) Remark
Factors 250 36.01 8.77
0.644**  0.000 Significant
Social Perception 250 38.88 8.15

The results from Table 8 revealed a significant positive relationship between factors
influencing consumer clothing choices and their social perceptions (r = 0.644, p < 0.05). This
indicates that as the factors influencing clothing choices increase, social perceptions also tend to
improve. This finding from Table 8 supports Symbolic Interactionism: clothing acts as a
communicative symbol through which observers infer personality traits and social positioning
(Kim & Damhorst, 2019). The strength of this link indicates that choices motivated by authenticity

(e.g., cultural loyalty) yield congruent perceptions of integrity and respect; a relationship
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previously documented in student and community samples within Nigeria (Abdulkadir &
Oyewole, 2022; Abdulkadir et al., 2025b).

4. Conclusions
Table 9 presents a consolidated summary of the study’s hypotheses, their corresponding
statistical outcomes, and decision outcomes, providing a transparent overview of the inferential

findings.

Table 9: Summary of Hypothesis Testing

Hypothesis Statistical Test r-value p-value Decision

HO1: Factors

influencing clothing Pearson Product
choices do not Moment Correlation 0.644 0.000 Rejected
significantly predict (PPMC)

social perceptions

Source: Field survey, 2025 (p < 0.05)

This study on consumer clothing choices as determinants of social perception and identity in
Nigeria concludes that clothing serves as a vital medium of self-expression, cultural preservation,
and social communication. Nigerian consumers strategically combine traditional and
contemporary styles to reflect personal identity, cultural affiliation, and social standing. Economic
capacity, occupational demands, and exposure to global fashion trends significantly shape these
choices, determining how individuals are perceived in their communities. While higher-income
groups favor branded or designer clothing to signal prestige and social elevation, many Nigerians
resourcefully adapt affordable and second-hand garments to maintain social relevance and
presence. Despite these economic stratifications, traditional attire retains its stature as a universal
symbol of pride, respect, and cultural belonging across all regions and income levels. Taken

together, clothing in Nigeria operates not merely as a covering for the body, but as a dynamic
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communicative system that simultaneously reinforces individual identity and sustains collective

cultural continuity within a rapidly evolving fashion landscape.

Consistency and Divergence with Existing Research

The findings of this study both corroborate and extend prior scholarship in several important
respects. Regarding factors in clothing selection, the primacy of personal comfort (mean = 4.11)
and religious beliefs (mean = 3.99) among Nigerian consumers is broadly consistent with Sirgy’s
(2018) self-congruity theory, which holds that clothing choices reflect an individual’s need to align
external presentation with inner identity. This corroborates Abdulkadir and Oyewole (2022), who
similarly found that Nigerian undergraduates rank comfort and personal values above purely
fashion-driven motives. However, the present study introduces a notable divergence: within an
adult, multi-occupational sample drawn across three geopolitical zones, religious belief emerges
as the second strongest motivator; a finding not prominently featured in earlier single-institution
studies, reflecting the heightened salience of faith-based dress norms in the broader Nigerian adult
population.

Concerning the relationship between clothing selection and social perception, the significant
positive correlation (r = 0.644, p < 0.001) aligns with the international literature. Hester and
Hehman (2023) demonstrated that observers extract detailed social and status information from
clothing cues, while Oh et al. (2020) showed experimentally that expensive attire substantially
raises competence judgments. The current study reinforces these findings within a distinctly
African social context, where the “halo effect” of well-coordinated dress extends equally to
traditional as to Western garments a nuance absent from most Western-centric experimental
studies. The finding that traditional attire earns respect equivalent to modern clothing (mean =
3.99) diverges meaningfully from studies conducted in Global North contexts, where traditional
ethnic dress occasionally attracts stigma rather than social approval.

With regard to economic factors, the finding that budget constraints rank as the leading
determinant of purchasing behavior (mean = 3.97) is consistent with Budget Constraint Theory

and resonates with Joy and Pena’s (2017) work on thrift consumption as a normalized adaptive
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strategy. The present data extend this understanding by demonstrating that financial adaptation
does not diminish cultural participation: even resource-constrained respondents maintain
investment in traditional attire for ceremonial occasions, suggesting that cultural identity takes
precedence over strict economic rationality when the social stakes are high. This pattern was not
foregrounded in previous Nigerian clothing studies and constitutes a meaningful new contribution.
On identity perception through values, the data confirm Tajfel and Turner’s (1986) Social Identity
Theory: consumers deploy clothing to signal membership in valued cultural and religious groups,
and observers reciprocate with status attributions aligned with those signals. The finding that
traditional attire is worn across all social classes (mean = 4.04) is particularly noteworthy and
diverges from class-stratified consumption models (Edwards, 2024), revealing that heritage
clothing in Nigeria occupies a class-transcendent symbolic register rather than operating as a
marker of low economic standing. This challenges the applicability of Western cultural capital
frameworks to sub-Saharan African fashion contexts. Regarding social class, the simultaneous
finding that higher classes adopt branded and globally trendy clothing while maintaining
engagement with traditional dress aligns with Bourdieusian notions of cultural distinction but
introduces a dual-track consumption model specific to postcolonial African societies, where global

and local symbolic registers coexist without mutual exclusion.

Practical Applications of New Findings

The novel findings of this study open several concrete avenues of application across academic,
commercial, and policy domains. In the dimension of fashion design and industry, the documented
preference for hybrid traditional-modern attire creates a commercial imperative for Nigerian
designers to develop affordable, culturally integrated clothing lines that simultaneously satisfy
occupational dress norms and cultural identity requirements. The finding that all social classes
engage with traditional dress suggests a viable mass-market opportunity for locally produced
heritage garments, reducing dependence on imported textiles and strengthening the domestic
fashion economy. In the domain of social policy and education, the identification of clothing as a

class-transcendent identity marker has implications for school and workplace dress code policies.
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Institutions that recognize the symbolic and psychological significance of culturally appropriate
dress can craft inclusive policies that reduce identity-based exclusion and foster organizational
belonging among employees and students from diverse backgrounds. For consumer education, the
study’s evidence that economic constraints do not suppress cultural participation provides grounds
for government and non-governmental organizations to develop affordable-clothing support
programs, including subsidized local textile markets and cooperative purchasing platforms, that
enable low-income Nigerians to sustain culturally resonant self-presentation. At the level of
intercultural communication and social psychology, the class-transcendent status of traditional
attire challenges prevailing assumptions about the relationship between poverty and cultural
disengagement. These findings can inform sensitivity training programs for employers,
immigration services, and international organizations operating in Nigeria, helping staff accurately
interpret dress signals and avoid misattributing social class or competence on the basis of attire
style. Finally, for academic researchers, the theoretical framework employed here including
integrating ldentity Theory, Symbolic Interactionism, and Social Identity Theory; offers a
replicable model for studying fashion and identity in other postcolonial African contexts, enabling
cross-national comparative studies that could yield broader regional insights into the relationship

between dress, culture, and social stratification.
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ABSTRACT

The study on the use of white bean flour substituted wheat flour in Singapore cookies (cashew
nut cookie) It aimed to study the basic recipe of Singapore cookies and study the optimal amount
of white bean flour substituted for wheat flour in Singapore cookies. It is used to evaluate sensory
qualities in terms of appearance, color, odor, texture, taste, and overall preference with a 9-level
preference rating tasting method (9 point hedonic scale). A study of 3 basic cashew nut cookies
found that foodies accepted Formula 2 in terms of appearance, color, odor, taste, texture, and
overall preference. With an average score of 8.45, 8.40, 8.00, 8.10, 8.05 and 8.10 respectively,
which are at very inclination. When analyzing the variance and comparing the differences, it is
found that the characteristics appear, color, smell, taste, texture and overall liking are not different
with statistical significance. A study of the optimum amount White Bean Flour of replacement
wheat flour in Singapore cookies at 4 levels 0, 10, 15 and 20 percent found that foodies accept the
amount of starch, White Bean Flour that replace wheat flour in Singapore cookies at a level of 20
percent of starch weight. With an average score of 8.45, 8.40, 8.00, 8.10, 8.05 and 8.10
respectively. By panelists Accepted in terms of color, texture and overall liking Which is at a very
liking level When analyzing the variance and comparing the differences, it was found that the

appearance, taste, texture and overall liking are statistically different 0.05

Keywords: Singapore cookies, White Bean, Substitute
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1. Introduction

Cookies are another popular type of snack these days. They are bite-sized, convenient
snacks with a crispy crust and a mild, crunchy cashew flavor. Cookies are a legendary Thai dessert,
but they are often referred to as cookies. The flour used to make cookies is imported from
Singapore, and Thais in the past often referred to them as cookies. Singaporean cookies are softer
than most, and most people prefer crisp snacks. Improvements have been made to improve the
quality of cookies, resulting in a crumbly texture similar to that of a dessert. Lamduan, a cookie
server, uses wheat flour in the steamer to prepare food. Fat from white butter is the main ingredient
(Mukda and Thanapha, 2021).

White kidney beans (Phaseolus vulgaris L.) control guests, which are in the same group as
broad beans and winged beans. Currently, white kidney beans are extracted and added to various
foods. They are well-known in dietary supplements, instant coffee, and other powdered drinks.
Which is the most important thing that is researched in the white herbal extract is Phaseolamin. It
is important to inhibit the enzyme Alpha-amylase in known research animals such as pigs and
insects. The cause of inhibition in various plants and morals. The enzyme of a-amylase is often a
component of the need for starch to be smaller into sugars of sofa (Oligosaccharide) or double
residue (disaccharide). The duodenum in the starch through the server will enter the unnecessary
system to become single sugar and examined the intestines. The white extract will inhibit the
body's executive system directly, especially the starch takes a long time or is reduced. Phaseolamin
has the effect of reducing the digestion of starch into sugar to 66 components and excreting all the
starch. The remaining 34 cores, that is, the enzyme will digest sugar freely, such as the starch we
eat, is the ability to control the entire body, making starch into powder. The body mostly receives
reduced starch, resulting in a reduction in body weight. Simply put, White kidney beans help to
detect excess fat in the body and detect new fat accumulation, helping to improve the digestive
system. This is due to the high fiber content in their distinctive white color (Anonymous, 2015).

Therefore, the researchers came up with the idea of using white kidney bean flour as a

substitute for wheat flour in other cookie products. This provides consumers with a necessary
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choice in choosing healthy products, and to increase the nutritional value of white kidney beans,
retailers can gain from selling white kidney beans as a product.

2. Materials and Methods
2.1 Study of Basic Singapore Cookie Recipes
This experiment investigated three basic Singapore cookie recipes using a randomized
complete block design (RCBD). Sensory qualities of appearance, color, aroma, taste, texture, and
overall liking were evaluated using a 9-point hedonic scale. 40 students from division of food and
nutrition Faculty of Home Economics Technology, Rajamangala University of Technology Phra
Nakhon, were selected to study the optimal amount of white bean flour used to replace wheat flour
in Singapore cookies.
2.2 A Study of White Kidney Bean Flour Substituted for Wheat Flour in Singapore Cookies
This experiment utilized a selected base formula to study the optimal amount of white kidney
bean flour substituted for wheat flour in Singapore cookies at four levels: 0, 10, 15, and 20%. The
experiment was conducted using a randomized complete block design (RCBD). Sensory qualities
of appearance, color, aroma, taste, texture, and overall liking were evaluated using a 9-point
hedonic scale. (9: like extremely 8 : like very much 7 : like moderately 6 : like slightly 5 : neither

like nor dislike 4 : dislike slightly 3 : dislike moderately 2 : dislike very much 1 : dislike extremely,)

40 students were used to test the sensory quality from food and nutrition, faculty of Home
Economics Technology, Rajamangala University of Technology Phra Nakhon, were selected to
study the optimal amount of white kidney bean flour substituted for wheat flour in Singapore
cookies.
2.3 Results and Discussion

The data (Table 1) obtained from the study of the basic Singapore cookie recipe was used
to study the appropriate amount of white bean flour to replace wheat flour in Singapore cookies.
Sensory quality in terms of appearance, color, aroma, taste, texture, and overall liking were
evaluated using a 9-Point Hedonic Scale (9: like extremely 8: like very much 7: like moderately 6:

like slightly 5: neither like nor dislike 4: dislike slightly 3: dislike moderately 2: dislike very much
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1: dislike extremely). 40 students were used to test the sensory quality from the food and nutrition
program, faculty of home Economics Technology, Rajamangala University of Technology Phra
Nakhon were sampled.
The results were averaged (X), analyzed for variance (Analysis of Variance, ANOVA), and
compared the differences in means using Duncan's New Multiple Range Test, DMRT. The results
were analyzed using a statistical software package.

Table 1 Basic Singapore cookie recipes.

. Weight (g)

Raw Material (g) Formula 1 Formula 2 Formula 3
All-purpose flour 300 500 500
Baking powder 5 10 3
Baking soda 5 - -
Butter 40 130 25
White butter 120 130 200
Salt 0.8 5 -
Icing sugar 140 150 200
Roasted cashew nuts for 200 20 240
garnish
Coarsely ground roasted - 50 -
cashew nuts
Egg 50 55 -
Egg yolk (applied to the 20 20 20
face)

Rice bran oil 5 15 60

Source: Recipe 1: Chomchom, (2023), Recipe 2: Luangsakul & Nualkaekul, (2021), Recipe 3:
Chankasem, (2003)

3. Results and Discussion
3.1 Study on the Basic Formulas of Singapore Cookies

The study of three basic formulas of Singapore cookies (Table 1 and Figure 1) was carried
out using a randomized complete block design (Randomized Complete Block Design, RCBD).
The results were analyzed using a statistical software package. The mean sensory quality scores

and differences among the basic formulas of Singapore cookies are shown in Table 2
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Table 2 Sensory quality scores of the basic Singapore cookie formulas

. Score

Sensory quality Formula 1 Formula 2 Formula 3
Appearance™ 8.25+0.55 8.45+0.61 8.30%0.66
Color™ 8.20+0.77 8.40+0.82 8.25+£0.79
Odor™ 7.8540.88 8.00+0.73 7.60+0.82
Taste™ 8.00+0.97 8.10+0.79 7.70+0.80
Texture™ 7.85+£0.99 8.05+0.83 7.70+£0.66
Overall liking" 7.85+0.88 8.10+0.72 7.75%0.79

Note: ns=non-significant, no statistically significant difference (P>0.05).

Formula 1 Formula 2 Formula 3

Figure 1: Three Characteristics of cookies in each recipe

From Table 2, the mean sensory quality and difference values of the three basic Singapore
cookie recipes showed that the accessors accepted Recipe 2 in terms of appearance, color, aroma,
taste, texture, and overall liking, with mean scores of 8.45,8.40,8.00,8.10,8.05,and 8.10,
respectively. This score was considered highly acceptable because Recipe 2 contained the right
and constant mixture of flour and fat, resulting in an airy and crumbly cookie texture (Bunyasawat,

2017). In terms of appearance, icing sugar was used, which did not spread easily because icing
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sugar also contained corn starch, which increased the flour content of the recipe, resulting in a
dense cookie texture (Tocharoen, 2009). Analysis of variance and comparison of differences
revealed that there were no statistically significant differences in appearance, color, aroma, taste,
texture, and overall liking (p>0.05). Therefore, the researcher chose Recipe 2 as the basic recipe

for further research.

Table 3 Formula study of the optimum amount of white bean flour to replace wheat flour in 4
levels of Singapore cookies.

Raw material weight (g)
Raw Material (g)

0% 10% 15% 20%
All-purpose flour 500 450 425 400
White bean flour - 50 75 100
Baking powder 10 10 10 10
Salted butter 130 130 130 130
White butter 130 130 130 130
Salt 5 5 5 5
Icing sugar 150 150 150 150
Roasted Cashew Nuts 150 150 150 150
for Decoration
Roasted Cashews 50 50 50 50
Coarsely ground
Egg 55 55 55 55
Egg yolk 20 20 20 20
Rice bran oil 15 15 15 15

Preheat oven to 180°C (top and bottom heat).
Grease a baking tray with a thin layer of white butter. Set aside.

L

Sift together flour, baking powder and white bean flour and set aside.

Beat the butter with a paddle attachment on medium speed (No. 5) for 4 minutes. Add the
shortening, icing sugar, and salt.
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Continue beating for 1 minute until combined.

U

Add the eggs, followed by the coarsely ground cashew nuts, and beat for 1 minute until
combined. Reduce speed to low (speed 2). Add the sifted flour, then the vegetable oil.

Beat for 1 minute until combined. Turn off the mixer and let it rest for 20 minutes.

v

Roll the dough into a sheet about half an inch thick and use a cookie cutter to cut out circles
1 inch in diameter. Place them evenly spaced on the baking sheet.

U

Brush with egg yolk and decorate with cashew nuts. Preheat oven to 150 °C.
Bake cookies for about 25 minutes. Remove from pan and let cool

Figure 2: Steps in making a formula to study the appropriate amount of white bean flour to
replace wheat flour in Singapore cookies.

3.2 Results of the Study on the Optimum Dosage of White Bean Flour as a Wheat Flour

Substitute in Singapore Cookies

The optimal volume of white bean flour as a wheat flour substitute in Singapore cookies was

studied at four levels: 0, 10, 15, and 20% of the total flour weight. As shown in Figure 2, the

preparation procedure was carried out as described. Results were analyzed using a ready-made

statistical software package. The study of the optimum amount of white bean flour to replace wheat

flour in 4 levels of Singapore cookies as shown in Table 3. Formulas to study the optimum amount

of white bean flour to replace wheat flour in 4 levels of Singapore cookies, 4 formulas as shown

in the figure 3. Table 4 showed mean sensory quality and difference values of the study of the

optimum amount of white bean flour to replace wheat flour in Singapore cookies.
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0% 10% 15% 20%

Figure 3: Singapore cookies that substitute 3 levels of white bean flour

Table 4 Sensory quality score of the study of optimum volume of white bean flour as a substitute
for wheat flour in Singapore cookies.

_ Score
Raw Material 0% 10% 15% 20%
Appearance 7.15%0.75° 7.70%0.47° 8.35+0.49° 8.70£0.472
Color 7.10%0.79¢ 7.70%0.57° 8.10+0.72% 8.30+0.47°
Odor 6.90+0.64° 7.7520.44° 8.00+0.56° 8.55+0.512
Taste 6.85+0.67¢ 7.60+0.60° 7.45+0.83° 8.60+0.60?
Texture 6.90+0.65¢ 7.50+0.51° 7.35+0.75° 8.65+0.492
Overall liking 6.85+0.59° 7.6520.49" 7.65%0.75P 8.65+0.492

Note: Letters that are different from the horizontal mean values that are statistically significantly
different (p<0.05).

From Table 4, the mean sensory qualities and differences in the study of the optimal dosage
of white bean flour as a substitute for wheat flour in Singapore cookies at four levels: 0,10, 15,
and 2 0% of the total flour weight and the base formula, revealed that panelists accepted the 20

percent for appearance, color, aroma, taste, texture, and overall liking, with mean scores of 8.70,
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8.30,8.55,8.60,8.65,and 8.65, respectively. This is considered highly liked because the 20
percent formula increases the cookies' nutritional content while maintaining the cookie's
appearance and texture. The addition of white bean flour increases protein, fiber, ash, and moisture
content compared to the original formula, and the addition of white bean flour also reduces dough
hardening or staling due to changes in starch structure compared to the formula without white bean
flour (Ramezani, 2013). Analysis of variance and comparison of differences revealed significant
differences in appearance, color, aroma, taste, texture, and overall liking. There was a statistically
significant difference at the level (p<0.05). It can be seen that the formula with white bean flour
content at 20% had the highest acceptance score because the tasters accepted it the most in terms
of appearance, color, smell, taste, texture, and overall liking. So the formula with white bean flour
content replacing wheat flour at 20%, Singapore cookies were light yellow in color, had the aroma
of eggs and white beans, had a sweet and mellow taste, and had a crisp and crumbly texture, which

are good characteristics of Singapore cookies.

4. Conclusion

A study of three basic Singapore cookie recipes, it was found that tasters favored Recipe 2 in
terms of appearance, color, aroma, taste, texture, and overall liking, with average scores of 8.45,
8.40, 8.00, 8.10, 8.05, and 8.10, respectively, which rank highly favorably. Analysis of variance
and comparison of differences revealed no statistically significant differences in appearance, color,
aroma, taste, texture, and overall liking (p>0.05). Therefore, the researcher chose Recipe 2 as the
base for future research. The study of the optimal amount of white bean flour to replace wheat
flour in Singapore cookies at four levels: 0, 10, 15, and 20 percent of total flour weight, tasters
favored 20 percent in terms of appearance, color, aroma, taste, texture, and overall liking. With
average scores of 8.70, 8.30, 8.55, 8.60, 8.65 and 8.65, which are at the very liking level. When
analyzing the variance and comparing the differences, it was found that the appearance, color,

smell, taste, texture and overall liking were significantly different at the level (p<0.05).
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ABSTRACT

An article titled Innovative Components of Home Economics for Educational Management
for higher education institutesin Thailand. It indicates the integration of technology,
entrepreneurship, and interdisciplinary approaches to prepare students for modern careers. This
includes developing programs that combine home economics with technology education,
incorporating educational technology to enhance teaching, and emphasizing entrepreneurial skills
to foster self-reliance and global competitiveness. An innovative component of home economics
for educational management for higher education institutes in Thailand consists of integration,
education and participation, operations and evaluation, including a report. It goes beyond
traditional domestic skills to address contemporary social issues such as ageing populations,
sustainability, and food security. In conclusion, an innovative component of home economics for
educational management in higher education institutes in Thailand can support university

management in these tasks.

Keywords: Innovative components of home economics, educational management, higher

education Institutes, Thailand

1. Introduction
At present, there are 171 higher education institutions in Thailand, divided into 83 government

institutions, 70 private institutions, and 18 other institutions outside of the same jurisdiction. Each
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higher education institution offers bachelor's, master's, and doctoral degree programs in various
fields, including administration, law and education, among others. The Home Economics
Department is in the faculty of education under the Ministry of Higher Education, Science,
Research and Innovation. It was established in 2019. The Issues regarding the Ministry of Higher
Education, Science, Research and Innovation in the field of Home Economics refer to producing
graduates in the field of home economics who have complete competence. It is emphasized that
skills development and work-oriented training need to be given priority at all school levels, to
promote employment generation without reliance on white-collar jobs among the educated
population in Thailand. An article investigates the innovation skills and their utilization among
graduates of home economics education from higher education institutions in Thailand (Ministry
of Higher Education, Science, Research and Innovation, 2019; Ahmed, 2018). However, the
importance of home economics education lies in curriculum development in order to cope with
economic, social and political changes. In the business and industrial sector, the changes have
included the movement toward and more application of the concept of management innovations
in home economics education, including the incorporation of advanced technological tools in
educational settings, for example, employing virtual reality platforms to develop culinary
proficiencies or utilizing digital design software for garment creation instead of conventional dress
forms. This encompasses the development of sustainable food items and other household products,
along with the implementation of circular economic principles in the production cycle. This is
largely due to the intense need for businesses and industries to stay ahead in a market characterized
by growing rivalry, both locally and globally. For organizations to maintain a strong competitive
position, they must employ individuals equipped with the necessary understanding, capabilities,
and talents, enabling them to enhance efficiency and boost production. Consequently, these
organizations require a wealth of data and resources to enhance their worth and adequately address
the requirements of their clientele. Hence, the implementation of a pioneering home economics
system for overseeing educational processes is a critical component in bolstering all organizational
endeavours. It allows the entity to rapidly scrutinize data, ensuring streamlined and productive

operations that align with established strategies. (Chansamut & Piriyasurawong, 2014) Based on
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the realization, the researcher has decided to study innovative components of home economics for
educational management in higher education institutes in Thailand for effective educational

management.

2. Review of related literature

Ahemed (2018) said that innovation skills and its utilization among Home economics
education Graduates of Ahmadu Bello University Zaria, Nigeria. With the increase in the number
of graduates searching for work in the labour market, the need for innovation and training in
universities and colleges is increasing rapidly. This study examined innovation skills and its
utilization among home economics education graduates of Ahmadu Bello University in Zaria
Nigeria, where the relationship between innovation skills and its utilization was investigated. The
study employed descriptive correlation and a cross-sectional design. Quantitative approach was
also used. Using purposive and random sampling, 300 staff of Ahmadu Bello University, local
government Administrators, and Home economics graduates from Ahmadu Bello University
participated in the study. The data were analyzed using frequency, percentage, mean and standard
deviation. Regression was used to test the effects of all the variables, while Pearson's linear
correlation analyses were used to test the relationship at a 0.01 level of significance. The findings
showed that the correlation between innovation skills and utilization among the home economics
graduates was positive at a 0.000 < 0.01 level of significance. Innovations emerge as the major
predictor of skills utilization and it is recommended that university administrators and policy
makers should re-evaluate the current home economics curriculum to suit the techno-preneurial
global demand, and the home economics graduates need to appreciate the benefits of devoting
greater attention to the innovation skills acquired and utilized it practically for socio-economic
development for themselves, their families and the society at large.

Uyiosa Ojo et al. (2023) said that creativity and innovative skills are important in home
economics. The purpose of the study was to examine creativity and innovative skills in home
economics. The study focused on home economics as one subject that adequately equips

individuals and groups through creativity and innovative skills for gainful employment and self-
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actualization. It explored the various ways Home economics can enhance entrepreneurial skills,
wealth creation and poverty alleviation. It focuses on mission, rewards, goals, objectives and
components of Home economics. The paper fully examined the concept and the importance of
Home economics education as creative and innovative for skills acquisition. This will promote
income earnings for individuals and families, thereby reducing unemployment, poverty, economic
hardship and restoring dignity and hope to the educated, uneducated and families. It was therefore
recommended, among others, that Home Economics education should provide a necessary link to
employ the next generation through creativity and innovative skills. The government ought to
introduce innovative programs and new trends to aid the knowledge of the society, and Tertiary
institutions in the nation should be massively empowered with the important resources and
materials to improve the capabilities of graduates for creative and innovative skills.

Uwameiye (2019), creating innovative home economics classrooms: The role of the Teacher.
The study was conducted to examine the role of the teacher in creating an innovative Home
Economics classroom. The study was guided by three research questions. The population consisted
of 96 Home Economics teachers in the Edo state of Nigeria. A questionnaire “RHETCICQ” was
utilized for data collection. The data was analyzed using the mean score. The mean score was
ranked in descending order. The findings revealed that the role of the teacher in the organization
of creative Home Economics classrooms is to act as facilitators, having cordial relationships with
students, introduce technology wisely in home economics lessons, encourage collaboration by
helping students to work with others and create a place for all categories of learners during Home
Economics lessons. Strategies of teaching: Teachers should utilize new techniques and
technologies that are trendy in the Home Economics profession, integrate technologies common
among students to learn in a natural way, integrate technologies common among students so as to
make them learn in a natural way and utilize teaching strategies that are involving and are different
from day to day. Qualities of teachers expected in an innovative home economics classroom:
Teachers should be creative and skillful in adapting to the needs of the students, Flexible in
adapting to technology, dedicated and tolerant to students, involved in lifelong learning, and

always updating skills. It is recommended that Home Economics teachers should update their skills
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and appropriate attitude through various self-improvement programs, such as in-service training,
attending conferences and workshops.

An innovation in Home Economics Education is emphasizing its historical background
and the transition into family and consumer sciences. It covers topics such as fabric, food, and
craft design while incorporating technology and digital tools in the educational process, stressing
the significance of innovation in enhancing learning outcomes. Furthermore, it throws light on

recent technological advancements and eco-consciousness in the field of domestic science.

3. Statement of the problem in the field of home economics in Thailand

Despite the persistent cry by the government, parents and stakeholders for the introduction of
entrepreneurial skill training programmed into the undergraduates curriculum, it has always been
observed that majority of our graduates and especially those that had gone through little skills
training and those that were expected to have acquired the skills for self- reliance and join the pool
of entrepreneur find it very difficult and impracticable to find their feet on ground being employed
or self- employed. The home economics graduates are also victims of these problems despite the
skills they acquired necessary for creative work (Sunday, 2012). Another dilemma is the
misconception and low social recognition of the home economics course; it is viewed as a type of
course meant for dropouts that involves only cooking and sewing for those with low educational
attainment (Ahmed, 2010). Other studies have also confirmed that Home Economics and its
practitioners have image problems in many of the Asian countries (Anya Koha, 2007). So, because
in most of the Asian countries, the real image of Home Economics is not there, people assume that
it only involves cooking and sewing. Therefore, that wrong assumption tarnishes the image of
home economics education, leaving it in the ghetto and making the graduates shy about utilizing
the skills they acquired, which is not so in other countries. Gender stereotyping in home economics
is another serious phenomenon that is a challenge to Home Economics Education. It is commonly
seen in Nigeria that in most of the Home Economics classes at any level, almost all the students
are females, as a result of the misconception of the course. This statement is in line with Anya

Koha (2007), who said it is commonly seen as the field that focuses on roles socially vested in
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females. The above-mentioned problem led to general apathy among parents, administrators,
teachers, students and the community towards home economics education. Therefore, having taken
cognizance of the problem of our new generation of university graduates, this prompted the
researcher to carry out a study that looked at the innovation skills and their utilization among the

home economics graduates of Thai university.

4. The meaning of innovation in home economics for higher education Institutes

Chiduma & Emelue, (2011) referred to ideas or practices that are within the context of the
school. Another definition of innovation involves newly introduced methods, customs, devices,
changes in the way of doing things, renewals, and alterations, among others. Onu (2014) view
innovation as a means of doing things differently in different ways. Home Economics education
today is not a field for the mere Courage and imagination, but a course that is needed in developing
innovative programs to meet the challenges of the present and foreseeable future in interpreting
programs, which need demanding funds and facilities to carry out these programs. Home
economics is a profession with more than a hundred years of global history. Celebration for the
centennial of the establishment of the International Federation for Home Economics (IFHE)
peaked at the world congress in 2008, and the American Association of Family and Consumer
Sciences celebrated its centenary in 2009. Given these milestones, which trumpet the longevity of
the profession, it is timely to reflect on what could be regarded as one of the defining and enduring
influences on the establishment, continued development, and the future of the field- the place and
importance of generational theory. According to Alonge (2010), home economics is described as
a combination of innovative development, healthy lifestyle, social responsibility, sustainable
development and use of resources and cultural heritage. The innovation in home economics
focuses on nutrition education and food culture, family studies, consumer and environmental
issues, all based on human aspects and everyday life.

Allan (2008) said that, despite the many variances between countries on how home economics
are implemented, there are clear unifying themes: Home economics is responsive to change.

Changing times require new ways of thinking, inclusive in this are the specialist thinking skills of
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critical and reflective thinking, and met cognition, Pervasive themes of wellness, technology,
global interdependence, human development, resource development/management, Individual,
family and community, self and society are identified as a common body of knowledge, Social,
economic and environmental challenges and issues, and wholeness of the global family, over-
arching themes include family, food and nutrition, food preparation, management and consumer
choice. In the face of the changing situation of the economy, where unemployment is the order of
the day, home economics helps people through utilization of skills for today’s living.

Anyakoha and Lemchi (2016) remarked that one of the greatest challenges of home economics
is determining those issues that pose various forms of challenges and threats to individual families
and society at large, and then addressing them most appropriately. The greatest challenge society
is facing presently is unemployment, which can be addressed by entrepreneurial skill acquisition,
which innovation skills serve as special ingredients for a self-reliance program. Unemployment
leads to poverty, robbery, among others. Fortunately, home economics education has several
opportunities that involve innovative skills in both small and medium-scale businesses, which can
give the individual an opportunity for gainful self- employment. Ahmed (2010) explains that home
economics-related innovation skills utilization relayed on: Food and Nutrition Skills, Fast food
vending, catering services, Bakery- Bread making, snacks, cake making and decoration, Ice cream
business, Restaurant management, preparing of fruit drinks, for example, zobo drink, bottling of
groundnut, grounded pepper, and other spices. Clothing and Textiles Skills: Fashion designing
(men/women's apparel), Tile and dye/batik production, embroidery, dressing(saloon), Fashion
school operation, Bridal shop, and making of children's apparel. Home Management Skills: Soap
and body cream production, laundry and cleaning services, Rug cleaning services and
housekeeping. Child development Skills, Nursery management, day-care centers, and babysitting,
Housing and design Skills, Interior decoration, Toys and gifts shop and making of crafts. The
above innovative skills offered under home economics education provide individuals with the
necessary skills/tools for further creative work. Utilization of skills in those training may require
innovation and motivation to be inculcated into the students; this will enhance the graduates'

productivity, effectiveness and efficiency in the utilization of skills.
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Home economics innovation for higher education Institutes in Thailand is considered an engine for
development and growth in the knowledge society. Consequently, Home economics innovation
for higher education Institutes in Thailand is an essential element to generate standardized
economic growth. However, Home economics innovation for higher education Institutes in

Thailand is limited to innovation without a high level of education or a high standard of living.

5. Innovation and education in the field of home economics

Bouhajeb et al. (2018) said that higher education and economic growth: the importance of
innovation. It is known that to achieve a high standard of living, a developed nation shows focus
on education in the field of home economics, research and innovation. For this reason, some
studies, such as that of Popescu & Crenicean (2012), stated that existing innovation activities and
changes in education in the field of home economics for the case of Romania have an impact on
economic growth. The research focuses on various educational institutions and modern forms of
teaching and learning, which promote creativity and strengthen entrepreneurial skills.

According to Tezci ( 2011) and Kubiatko & Halakova ( 2009) , information and
communication technology (ICT) has challenged the conventional teaching methods, transformed
instructional practices and contributed to the emergence of new instructional methods. Following
the seminal study, Teles & Joiozo (2011) evaluate the contribution of human capital to
technological innovation in the field of home economics, applying a panel data set from 27
countries for the period 1960 to 2000. Their results significantly revealed that there is a clear long-
run relationship between human capital stock and the quantity of innovation. This relationship
reflects the cointegration between the number of patents and public spending in tertiary education.
Recent studies, which have examined the relation between innovation and education in the field
of home economics, are as follows: Charles & Issue (2015). In their study, the authors used a total
of 3380 students from 24 public and private schools from four regions in Ghana. Research findings
from information and communication technology usage may have important implications for

administrators, students and employers and may enhance educational delivery to students,

40


http://www.ijhet.rmutk.ac.th/

== MIJHET

ISSN 3088-2443 (Online)
International Journal of Home Economics Technology Volume 1, Issue 2, (July - December 2025)

journal homepage: www ijhet rmutk ac.th
students’ learning experience in higher education institutions, and students’ application of
knowledge and skills in the real world of work.

The work of Kruss et al. (2015) demonstrates the ways in which South African universities
bolster economic advancement. They accomplish this by utilizing evolutionary economic
principles alongside the national innovation system framework, presenting illustrative case studies
from the fields of both astronomy and automotive engineering. However, some contrasting
perspectives suggest restricting the relationships among the crucial elements of increased higher
education accessibility, economic growth, enhanced productivity, and advancements in
technology. Furthermore, Vitola and Erina (2015) conducted a comparative analysis of higher
education performance metrics. They examined the correlation between these metrics and research
and development spending within the Baltic nations. According to their findings, research and
development investment in higher education shows a partial association with performance metrics
in Latvia and Lithuania, whereas in Estonia, performance indicators exhibit a stronger correlation
with expenditure. In addition, lacopetta (2010) analyzed the transitional dynamics of a growth
model utilizing time series data in which both human capital and innovation drive income
expansion. This generates a trajectory showing that human capital formation is a first step toward
the emergence of a modern economy. Innovation is set to be an extremely significant aspect for
financial progress in the area of family and consumer sciences. Several of the groundbreaking
revelations we have today arose from scholarly work performed at institutions of higher learning.
Nations that are highly innovative also often show a pattern of possessing larger percentages of
college- educated people and a more solid past of funding tertiary level schooling. Consequently,
inventive approaches within educational structures in the domain of family and consumer sciences
enable numerous countries to attract skilled individuals and improve the capabilities of their
population. Furthermore, it bolsters scientific pursuits and investigation, which in turn fuel

progress, efficiency, job creation, and expansion.
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6. Component about innovative components of home economics for educational
management for higher education institutes in Thailand

Component about innovative components of home economics for educational management
Higher education Institutes in Thailand are setting an integrated approach to traditional life skills
with modern technology, entrepreneurship, and sustainability to address contemporary societal
challenges. This approach aims to produce graduates who are both self-reliant and innovative
problem-solvers for individuals, families, and communities.

Key elements about innovative components of home economics for educational management
for higher education Institutes in Thailand are as follows

1) Integration of Technology refers to weaving Information and Communication
Technologies (ICT), different forms of media, intelligent home systems, and the examination of
data into the lesson plans.

2) Entrepreneurship education refers to growing skills needed for business in specific areas
of home economics, like making food and cooking, creating clothes, decorating spaces, and
planning events to encourage independence and create jobs.

3) Focus on Sustainability refers to talking about subjects such as food systems that do not
harm the earth, moral ways of making clothes (like problems with quickly made fashion
and reusing fabrics), designing homes that use less power, and taking care of resources well.
talking about subjects such as food systems that do not harm the earth, moral ways of making
clothes (like problems with quickly made fashion and reusing fabrics), designing homes that use
less power, and taking care of resources well.

4) Curriculum modernization refers to changing old-fashioned subjects (like cooking,
sewing, and taking care of a home) to fit what is needed now and show how society has changed,
often renaming the subject as "Family and Consumer Sciences"” (FCS).

5) Interdisciplinary learning refers to combining what is learned from different areas like
Science, Technology, Engineering, Arts, and Mathematics (STEAM) into home economics classes

to solve actual problems in a complete way.
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6) Research and Academic Inquiry refer to getting students and teachers involved in
academic studies to come up with new answers and ways of doing things that are based on proof
to make life better.

7) Community engagement and lifelong learning refer to supporting services to the
community through schools, workshops, and training for teachers and people in the community to
share information and change to meet new needs.

All components of innovative home economics for educational management for higher
education institutes in Thailand aim to focus on transforming curriculum, pedagogy, and
institutional structures to enhance student outcomes and professional relevance, namely
Integration, Education and Participation, Operations and Evaluation. All activities make the field of
home economics more interdisciplinary, problem-based, and technologically integrated. They
perform the duty to transform raw materials or produce finished products. Finally, the end product

of qualified graduates will get the report of qualified

Integration, Education and Participation

-Integration of Technology

- Entrepreneurship Education
- Focus on Sustainability

- Curriculum Modernization
- Interdisciplinary Learning - Program-Level Evaluation

Operations and Evaluation
- Implementation Strategies

h 4

- Evaluation Methods

- Research and Academic Inquiry
- Community Engagement and Lifelong Learning

- Report about an innovative components of home economics for
educational management for higher education institutes in
Thailand

Figure 1: An innovative component of home economics for educational management
for higher education institutes in Thailand

5. Conclusions
An innovative component of home economics for educational management in higher

education Institutes in Thailand will consist of integration, education and participation, operations
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and evaluation, and report. It focuses beyond traditional domestic skills to address contemporary
social issues like ageing populations, sustainability, and food security. In conclusion, innovative
components of home economics for educational management for higher education institutes in
Thailand can support university management tasks. Nevertheless, it highlights the crucial need to
transition away from conventional, competence-focused education toward an updated, cross-
functional, and solution-oriented approach that aligns with nationwide plans such as Thailand 4.0,

as well as worldwide developments such as ecological balance, among others.

6. Discussion

An innovative component of home economics for educational management for higher
education institutes in Thailand is designed according to the review of documents and relevant
literature from both within and outside the country (Chansamut & Piriyasurawong,2014;
(Artaphon Chansamut, 2025)

7. Recommendation
There should be case studies of higher education institutions that implement an innovative
component of home economics for educational management in higher education institutes in

Thailand effectively.
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