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Gender and Internet Usage
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Gender
Row
Internet Usage Male Female Total
Light (1) 5 10 15
Heavy (2) 10 5 15
Column Total 15 15
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Summary Statistics

Number

of Cases
Male 15
Female 15

Standard
M ean Deviation
9.333 1.137
3.867 0.435

F Test for Equality of Variances

F
value

15.507

2-tail

probability

0.000

Marketing

Equal Variances Assumed

t Degrees of 2-tail
value freedom  probability
- 4.492 28 0.000

Equal Variances Not Assumed

t Degrees of 2-tail

value freedom

-4.492 18.014

probapil

0.0




