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Abstract
As social media gains more users day after day, it raises some questions regarding the
potential effects it could have on people. Because of this, this thesis researched the effect
of highly-visual social media on young people’s body satisfaction.
To this end, this research utilised the Body Satisfaction Questionnaire 16a version in the
creation of the online survey, which was used in the data collection phase. The online
survey was done by using Google Forms service, and the survey was distributed to the
participants through school principals, in case of vocational schools and high schools, or
through school mailing lists, in case of University or University of Applied Science.
The research method utilised is quantitative research method, because the main point of
this research was to see whether there is a significant difference between the body
satisfaction of NSM users and the highly-visual social media users. The data was analysed
by using the SPSS software.
The results show that there is a statistically significant difference between the body
satisfaction of highly-visual social media users and NSM users, where the highly-visual
social media users have higher body dissatisfaction, when compared to the NSM users.
There is also a statistically significant difference in the likelihood for change in body
satisfaction between the users of highly-visual social media and NSM, where the highlyvisual social media users are more likely to have an increase in their body dissatisfaction,
when compared to the users of NSM.
Based on the findings of this study, it can be concluded that there is indeed a connection
between the highly-visual social media and the body satisfaction experienced by young
people. Through the social- and appearance-based comparison, highly-visual social
media causes increased body dissatisfaction in young people, when compared to the
young people using NSM.
For future research, it is suggested that social media’s effect on body satisfaction is
studied more in regards of the vector of effect. How does highly-visual social media effect
young peoples’ body satisfaction? Is it direct or indirect? This study argues that the effect
is done through indirect methods of social- and appearance-based comparison.
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1.

Introduction

Social media is gaining popularity all over the world rapidly in many forms. For example,
the number of active users for these social networking applications are as follows:
Facebook has 2,797 billion active users, YouTube has 2,291 billion active users, and
WhatsApp has 2 billion active users worldwide as of April 2021 (Tankovska, 2021).
While social networking sites and applications gain popularity, the researchers are
studying their potential impact on people.
One area of interest for researchers is social media’s effect on people’s body satisfaction.
Body satisfaction is a term used to describe person’s satisfaction of their own body at the
current state (Fardouly, Diedrichs, Vartanian, & Halliwell, 2015). It has been noted that
there is a link between social media usage and body dissatisfaction (Fardouly, &
Vartanian, 2015), which would warrant for more research on the cause of this.
To explain the possible source of body dissatisfaction caused by social media, some
researchers have shifted their focus on what kind of social media people are using.
Marengo, Longobardi, Fabris, & Settanni (2018) argue that Highly-Visual Social Media
(HVSM), such as Instagram and Snapchat, would cause significantly higher body image
concerns, when compared to their peers who do not use HVSM. Festinger’s (1954) social
comparison theory proposes that in the absence of objective standards, people compare
themselves to others in regards of their standing and progress in various aspects, to know
where they themselves stand. Because of the nature of HVSM, where the usage is based
mostly on imagery, visual representation, and visually based activities, it could be argued
that people do more social comparison in HVSM platforms, than in normal social media
(NSM) platforms.
This study utilizes two categories for social media platforms, NSM platforms and HVSM
platforms. There has been very little comparison between these two platform types on
their effect to body satisfaction in young people. In this study the NSM platform category
includes Facebook, YouTube, and Twitter, and HVSM platform category includes
Instagram, Snapchat, and TikTok. Social media platforms have been divided up based on
the functionality of sites, and by previously done research on the subject (Marengo et al.,
2018).
The main goal of this thesis is to study the difference between HVSM and NSM, if there
is statistically significant difference between their effect on young people’s body
satisfaction. This is done by creating a survey, which utilizes Body Satisfaction
Questionnaire, which is a 16-question item list to measure body satisfaction, and
questions regarding social media platform usage, features used on platform, and time
spent on platform, to measure social media usage. From the results of the survey, we will
calculate the following: T-test will be used to see if there is a significant difference
between the HVSM and NSM platform users’ body satisfaction, and simple linear
regression analysis will be used to deduce if either platforms usage could cause changes
in the user’s body satisfaction. The findings of this study will help with the building of
better intervention methods that help young people, who are suffering from body
satisfaction issues caused by social media.
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That is why the research questions and hypotheses for this study are:
RQ1: Is there a significant difference between the body satisfaction of NSM users and
HVSM users?
H0: There is no significant difference in body satisfaction between the users of
NSM and the users of HVSM.
H1: There is a statistically significant difference in body satisfaction between
the users of HVSM and the users of NSM.
RQ2: Is there a significant difference in the likelihood for change in body satisfaction
between the users of NSM and the users of HVSM?
H0: There is no significant difference in the likelihood for change in body
satisfaction between the users of NSM and the users of HVSM.
H1: There is a statistically significant difference in the likelihood for change in
body satisfaction between the users of NSM and the users of HVSM.
This thesis consists of six chapters, which are: introduction, prior research, research
method, findings, discussion and implications, and conclusions.
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2.

Previous Research

In this chapter, the previous research on the subject will be presented. This chapter is
divided up into sub-chapters, which delve into general information regarding social media
platforms, HVSM platforms, body satisfaction, the effects of social media on body image
or body satisfaction, and the possible interventions to prevent these potential negative
effects of social media on body image or body dissatisfaction.

2.1 What is social media?
During the UK Academy for Information Systems Conference Proceedings 2018 Wolf,
Sims & Yang (2018) defined social media as social websites. These websites allow the
creation of personal profiles and possibility to share the relationship status between
different users to others. They are web-based applications with different functionalities,
such as sharing, groups, conversations, and profiles. Diga & Kelleher (2009) refer social
media as “social media sites”, and Kapoor, Tamilmani, Rana, Patil, Dwivedi, & Nerur
(2017) refer social media as a set of information technologies which facilitate interactions
between users and provide networking possibilities.
Another way to define social media referred by Huang & Benyoucef (as cited in Wolf et
al., 2018) is “Internet-based applications built on Web 2.0, while Web 2.0 refers to a
concept as well as a platform for harnessing collective intelligence”. The term “Web 2.0”
refers to an open source ideology and technological mindset, that enables people to create
and publish media rich content all over the internet (Kaplan & Haenlein, 2010). Web 2.0
makes it possible for users to collaborate freely with each other by utilizing free tools and
share their own work and information with other users. The ideology of openness and the
technological advances with Web 2.0 made it possible for users to create their own
content, which was coined as User Generated Content (UGC), which in turn contributed
to the emergence of social media (DesAutels, 2011).

2.1.1 Highly-Visual Social Media
Through the innovation and possibilities that came with Web 2.0, HVSM became a
reality. HVSM rely on various image and video formats to convey the message to other
users, rather than relying only on written text. A significant proportion of HVSM users
are adolescents. Previous research on social media has revealed rather mixed evidence
regarding the impact of these social media services on these age group’s mental
wellbeing. It is still uncertain whether the psychological effects of visually based content
alone differ from the more text-based social media (McCrory, Best & Maddock, 2020).
HVSM applications are mainly focused on distributing rich visual content to the users in
the form of videos and photographs, which can be visually modified prior to upload with
a plurality of different kinds of filters (Marengo et al., 2018). One of the most prominent
content in HVSM platforms is a “selfie”, which is a self-portrait photograph of oneself or
of oneself with others, which in turn is taken by using a mobile device held at arm’s length
(Sorokowska, Oleszkiewicz, Frackowiak, Pisanski, Chmiel, & Sorokowski, 2016). As for
the popularity of selfies, Chiu (2018) wrote about a study, which found that around every
third picture taken is a selfie. According to Srivastava, Upadhaya, Sharma & Gupta
(2018) this increase in the popularity of selfies can be attributed to a growing need for
social approval and positive affirmation from other people.
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This innovation and growing usage of selfies has been noted in the industry in different
kinds of creations, such as selfie sticks, as well as different mobile phone manufacturers
have been capitalizing on this by improving their mobile phone’s selfie capabilities to
accommodate this growing culture around selfies.
Table 1. Platform category functionality
Platform

Source

Functionality

HVSM

McCrory et al. (2020)

-

Marengo et al. (2018)

-

NSM

Images
Enhanced/modified
Images
Videos
Enhanced/modified
videos
Animations
Sharing of visually
enhanced material
Rich visual content
Video clips, from
already made videos
Selfies
Visual
content
collaboration

Wolf et al. (2018)

-

Profile creation
Text based updates
Relationship creation
Group functionality
Conversations

Kaplan
(2010)

-

Collaboration
possibility
Sharing material with
free tools

&

Haenlein

-

2.2 Body image and body satisfaction
Social media has been gaining popularity over the years. During these years, some
different variations have been created out of the more “traditional” social media
platforms, such as the HVSM variations. Marengo et al. (2018) noted this raise in
popularity, and now new questions begin to pop up regarding the possible dangers of
these new social media platforms. One of the main questions is the relation between
HVSM and body image and body satisfaction concerns. This is a relevant question,
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because as seen in Table 1, HVSM functionality is more based on different media formats,
when compared to NSM platform functionality.
Slade (1994) argues that person’s body image is not just a simple perceptual phenomenon.
It is highly individual judgement of their own body influenced by the person’s own
cognitive, affective, attitudinal, and other such variables. Slade (1994) continues that, it
is a mental representation within the person’s own mind of the body. Person’s body image
can be affected by the sensory input of the body, the history of their own weight change,
the current cultural and social norms affecting the person, their personal attitudes towards
weight and body shape, possible individual psychopathology, as well as biological
variables.
According to Fardouly et al. (2015) body satisfaction can be described as “satisfaction
with one’s current physical self”. Risica, Weinstock, Rakowski, Kirtania, Martin, &
Smith (2008) argue that body satisfaction is a separate construct from the person’s body
image, which denotes the person’s investment in and concern with their own appearance.
Engeln, Loach, Imundo, & Zola (2020) study tested the effect of social media usage on
college women’s appearance comparison, mood, and body satisfaction. The study
participants were assigned either to use Facebook, use Instagram, or play matching game
(control group) on an iPad for seven minutes. The Instagram users’ activities consisted
mostly of viewing images or videos, which contained people. Comparing Facebook users
and Instagram users the study states that Instagram users engaged far more in appearance
comparison, than the Facebook users. The study also points that Instagram users, but not
Facebook users, showed decreased body satisfaction, decreased positive affect, and
increased negative affect. The study points that the findings are consistent with previous
research, where social media usage influences body satisfaction and social comparison,
and that Instagram is particularly harmful in this aspect, because the main functionality
of the platform focuses on photos over text.

2.2.1 The effects of body dissatisfaction in adolescents and the
difference between genders.
Barnes, Abhyankar, Dimova, and Best (2020) did a systematic literature review and metaanalysis regarding the connection between body dissatisfaction in men, and self-reported
anxiety and depression. Their study consisted of 23 cross-sectional studies, and from
these studies they found that 19 studies found a positive correlation between body
dissatisfaction in men and anxiety and/or depression. Utilizing meta-analysis of Pearson’s
correlation coefficients, Barnes et al. (2020) found that there is a statistically significant
association between men’s body dissatisfaction for anxiety 0.40 (95% CI 0.33 to 0.59),
depression 0.34 (95% CI 0.22 to 0.45), and for both anxiety and depression outcomes
0.47 (95% CI 0.33 to 0.59). The quality appraisal of the studies in question found out that
the sample studies were homogenous and being mostly ascertained through academic
institutions. The participants in said studies were predominantly young, Caucasian
people, and had relatively high educational attainment. Materials used to measure the
body satisfaction focused mostly on muscularity and thinness.
NOW (National Organization for Women Foundation) page regarding women and body
image states that at age thirteen, 53% of American girls are “unhappy with their bodies.”
This grows to 78% by the time girls reach seventeen. According to NOW 50% of teens
feel self-conscious about their bodies and 26.2% being dissatisfied with their bodies. By
the age of 60, 32.6% feel self-conscious about their bodies and 28.7% feel dissatisfied

9
with their bodies. 40-60% of elementary school girls reported that they are concerned
about their own weight or them being “too fat”. 59% of girls report that they are
dissatisfied with their body shape, and 66% expressed their desire to lose weight. 46% of
9–11-year-olds reported that they are “sometimes” or “very often” dieting, and 82%
reported that their families are “sometimes” or “very often” dieting. 45.5% of teens
reported that they are considering potential cosmetic surgery, whereas 43.7% of women
over 60 said that they are considering cosmetic surgery. Studies from Stanford University
and the University of Massachusetts found that 70% of university women report feeling
worse about their own looks after they have read magazines aimed at women (National
Organization for Women, 2021, October 1).
“Sociocultural theories of body image suggest that body dissatisfaction
results from unrealistic societal beauty ideals, and one way of
transmitting these ideals is through the mass media” (Hargreaves, D.,
A. & Tiggemann, M., 2004, 351).
In Hargreaves & Tiggemann (2004) study, their aim was to research adolescents and how
they will be affected when exposed to the idealized beauty in the media. Their study
consisted of 595 adolescent girls and boys. The participants were presented either thinideal body advertisements for women, muscular ideal body advertisements for men, or
non-appearance television commercials. According to Hargreaves and Tiggemann (2004)
thin-ideal as a concept means an internalized idea of body shape and composition, where
the amount of fat is as low as possible; and muscular-ideal as a concept means an
internalized idea of body shape and composition, where the amount of muscles is high
and amount of fat is low. Based on Hargreaves and Tiggemann (2004) study, the
experiment caused increased body dissatisfaction for girls, but not for boys. The exposure
to the advertisements led for increased negative mood and appearance comparison for
both genders, but appearance comparison was much stronger in girls.
Bucchianeri, & Neumark-Sztainer (2014) study points out that body dissatisfaction has a
range of different public health concerns. These concerns range from psychological to
physiological side. The paper points out that increase in body dissatisfaction has been
identified as a strong risk factor in regards of developing depressive symptoms. Also,
body dissatisfaction has been found to act as mediator between body mass index (BMI)
and psychological health outcomes, such as self-esteem, and depressive mood. The link
between person’s weight status and person’s psychological health is accounted for by his
or her level of body dissatisfaction. This would indicate that body dissatisfaction is
identifiable, modifiable, and sadly underutilized factor, when trying to alleviate
depressive symptoms. Bucchianeri, & Neumark-Sztainer (2014) study also points out that
the physiological side of concern here is the potential development of different clinical
eating disorders, such as anorexia nervosa, bulimia nervosa, and binge eating disorders.
These can lead to unhealthy weight control practices, which are a great public health
concern.
Ackard, Croll, & Kearney-Cooke (2002) study examined associations between dieting
frequency and eating disorder behaviors, body satisfaction, and other related factors. The
study found that there is a positive association between dieting frequency and eating
disorder symptoms, as well as related problems, such as body dissatisfaction, body size
perception, depression, exercise preoccupation, and feelings of ineffectiveness and
insecurity. Dieting frequency was associated with self-esteem, ideal body size, emotional
regulation, as well as impulse control.

10
Neumark-Sztainer, Paxton, Hannan, Haines, & Story (2006) did a longitudinal study
regarding body satisfaction and weight-related health-promoting and healthcompromising behaviors. The study itself took five years to perform, and the participants
were adolescents. The results of the study show that lower body satisfaction in females
predicted higher levels of dieting, unhealthy and very unhealthy weight control behaviors,
binge eating, as well as lower levels of physical activity and fruit and vegetable intake.
Associations between body satisfaction and dieting, very unhealthy weight control
behaviors, and physical activity remained statistically significant, even after adjusting for
BMI. Lower body satisfaction in males predicted higher levels of dieting, healthy,
unhealthy, and very unhealthy weight control behaviors, binge eating, smoking, and low
levels of physical activity. Association between body satisfaction and dieting, unhealthy
weight control behavior, and binge eating remained statistically significant even after
adjusting for BMI.

2.2.2 The effect of social media on body satisfaction of adolescents
This subchapter has been divided up into three categories based on the way how the
previous studies on the subject have been conducted. These three categories are survey
studies, experimental studies, and literature reviews.
Survey studies
The age group of people in this section is from 10 to 30 years old. Four of the studies
presented here have been conducted with university aged women, which in this case is
18-30 years of age (Fardouly, & Vartanian, 2015; Hendrickse, Arpan, Clayton, &
Ridgway, 2017; Mabe, Forney, & Keel, 2014; Won Kim, & Chock, 2015), and seven
studies have an age group from 10 to 18 years old a (Burnette, Kwitowski, & Mazzeo,
2017; de Vries, Peter, de Graaf, & Nikken, 2016; Evelyn, Meier, & Gray, 2013; Ferguson
et. al, 2014; Marengo et al., 2018; Tiggemann, & Slater, 2014; Tiggemann, & Slater,
2017). Shirley, Edmund, and Youqing (2016) did a survey study where the people
participating were aged 12 to 19 years old men and women.
All the studies that researched university aged women (Fardouly, & Vartanian, 2015;
Hendrickse, Arpan, Clayton, & Ridgway, 2017; Mabe, Forney, & Keel, 2014) found a
positive correlation between the social media usage and body dissatisfaction. Hendrickse
et al. (2017) study researched picture-based activities on Instagram. The results show that
the activities performed on the site predicted increase in body dissatisfaction and the drive
for thin-ideal body, where the mediator for this is appearance-based comparison on social
media. In Fardouly & Vartanian (2015) study, they found that there is a positive
correlation between Facebook usage and body dissatisfaction. Mabe et al. (2014) study
found a correlation between body related worries, the shape and weight of your own body,
and the usage of Facebook. The number of respondents by each study differs somewhat
between studies, where Fardouly & Vartanian (2015) got 227 replies to the survey; Mabe
et al. (2014) got 960 replies to the survey, and had 84 participants in the experimental part
of the study; and Hendrickse et al. (2017) got 185 replies to their survey.
The seven studies where the respondents age group was 10 to 18 years old (Burnette,
Kwitowski, & Mazzeo, 2017; de Vries, Peter, de Graaf, & Nikken, 2016; Evelyn, Meier,
& Gray, 2013; Ferguson et. al, 2014; Marengo et al., 2018; McLean, Paxton, Wertheim,
& Masters, 2015; Tiggemann, & Slater, 2014; Tiggemann, & Slater, 2017) studied
somewhat different aspects relating to body image. Marengo et al. (2018), Tiggemann &
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Slater (2014), Tiggemann & Slater (2017), and Evelyn et al. (2013) researched social
media usage and body image concerns. Ferguson et al. (2014), deVries et al. (2016) and
McLean et al. (2015) researched the correlation between social media usage and girls
body dissatisfaction. Burnette et al. (2017) study researched young girls social media
usage and its potential effect on their body image.
Marengo et al. (2018) used Facebook, Snapchat, and Instagram in their study. Tiggemann
& Slater (2014) utilized MySpace and Facebook in their study. Tiggemann & Slater
(2017) and Evelyn et al. (2013) studies utilized Facebook in their studies. McLean et al.
(2015) utilized Twitter in their study. deVries et al. (2016) utilized Hyves.nl service,
MySpace, and Facebook in their research. Ferguson et al. (2014) utilized online game
platforms (e.g., Club Penguin), Facebook. Twitter, and YouTube in their research.
Burnette et al. (2017) utilized Instagram, Snapchat, Pintrest, Vine, and Tumblr in their
study. Shirley et al. (2016) utilized Facebook, YouTube, Twitter, and Instagram in their
study.
All the studies, where respondent age group was 10 to 18 years old, found a positive
correlation between social media usage and body image concerns. Additionally,
Tiggemann & Slater (2017) study found that the number of friends in Facebook acted as
a strong sociocultural force that affected young girls experienced body image. deVries et
al. (2016) and McLean et al. (2015) studies pointed out a positive correlation between
social media usage and body dissatisfaction. Evelyn et al. (2013) found that appearancebased activities on the platform correlated positively with weight dissatisfaction (the
experienced dissatisfaction of person’s current body weight), internalizing thin-ideal
ideas, as well as objectification. Marengo et al. (2018) found that students who used a lot
of HVSM (>2h/day) reported significantly higher body dissatisfaction.
Shirley et al. (2016) research utilized Festinger’s social comparison theory with the
analysis of the results. The aim was to study young people’s social comparison with
friends and with celebrities, on social media platforms. All in all, there was a total of 1059
respondents aged 12 to 19 years old, from which 567 were boys and 492 were girls. The
results showed that social comparison with peers affected the respondent’s body
dissatisfaction. Social comparison correlated positively with body dissatisfaction, thinideal internalization (with girls) and to gain muscles (with boys). Social comparison with
celebrities caused body dissatisfaction and thin-ideal internalization with girls. With boys,
social comparison with celebrities caused body dissatisfaction.
Won Kim & Chock (2015) study researched the correlation between Facebook usage and
body image concerns. They compared whether social interactions on the platform cause
more body image concerns, than more general use of Facebook. The results showed that
women are much more likely to do appearance-based comparison with other people, than
men. Women were also much more likely to internalize the idea of thin-ideal. Men were
much more likely to internalize the idea of gaining more muscles. The study also found a
significant positive correlation between social interaction on the platform, internalized
idea of thin-ideal, and appearance-based comparison. Social interactions on the platform
did not affect the want to gain muscles in significant way. The results correlated positively
with the number of friends and the size of social network the user has. The study pointed
out, that there is no significant difference between the results of men and women.
Burnette et al. (2017) study was performed on 38 girls aged 12 to 14 years old. The study
was performed as a semi-structural interview/questionnaire to student groups, where in
each was 5 to 7 girls in total. The results showed that the social media usage was high
among the participants, appearance-based concerns, and social comparison, especially
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with peers, could be seen among the participants. However, the participants had high
media-literacy skills which, according to the results, would lower the potential negative
association between social media and body image concerns.
Ferguson et al. (2014) study showed that social media affected individual’s later peer
competition in a proactive analysis, so according to their results, social media could
indirectly affect person’s body related results (such as body satisfaction). The results point
out that the negative effect in social comparison is caused more likely by the peers of the
user, rather than the social media itself. Shirley (2016) and Won Kim (2015) studies
support this idea with the results of their studies. Shirley (2016) study utilized social
comparison in the research, and they pointed out, that social comparison acts as a
mediator between adolescent’s body dissatisfaction and social media. Won Kim (2015)
study’s purpose was to research social comparison’s effect on adolescent’s body
dissatisfaction and the results point out that social comparison acts as a mediator between
social media usage and body dissatisfaction.
For more detailed information regarding age groups and pariticipants for survey studies,
look at Appendix A.
Experimental studies
In this section, five experimental studies are presented in total. The participants in these
studies are university students or university faculty (Brown, & Tiggemann, 2016;
Fardouly, Diedrichs, Vartanian, & Halliwell, 2015; Smith, Hames, & Joiner, 2013;
Tiggemann, Hayden, Brown, & Veldhuis, 2018; Tiggemann, & Zaccardo, 2015). The age
of the participants differs from study to study, but for Fardouly et al. (2015) the age group
of participants was 17 to 25 years old, for Tiggemann & Zaccardo (2015) 17 to 30 years
old, for Brown & Tiggemann (2016) 18 to 30 years old, for Smith et al. (2016) 17 to 35
years old, and for Tiggemann et al. (2018) 18 to 30 years old.
Smith et al. (2016), Tiggemann et al. (2018), and Fardouly et al. (2015) conducted
experimental studies about the effect of social media on body dissatisfaction. Smith et al.
(2016) utilized Facebook, Tiggemann et al. (2018) utilized Instagram, and Fardouly et al.
(2015) utilized Facebook. Smith et al. (2016) study tested 232 people and they noticed a
positive correlation between maladaptive Facebook usage and body dissatisfaction.
Maladaptive usage is the pursuit of negative social comparisons and/or negative
commitment in social comparison (Smith et al., 2016). In Tiggemann et al. (2018) study
tested 220 people and found out that when the participants were exposed to thin-ideal
material it led to increase in body dissatisfaction. The study also found out that increased
commitment to Instagram likes was associated with advancing appearance comparison
and face dissatisfaction (not being satisfied with own face features at the current state).
Fardouly et al. (2015) study tested 112 people and found that Facebook users were in
more negative mood, than the control website users. Also, women who had high
appearance comparison trait felt increased face, hair, and skin discrepancy than the users
of the control website.
Tiggemann & Zaccardo (2015) study’s aim was to research the effect of fit-inspiring
pictures on women’s body image through experiments. The study utilized Instagram and
the there were 130 participants. The study found out that fit-inspiring pictures caused
negative mood and body dissatisfaction. The conclusion was that fit-inspiring pictures
can have negative unintentional effects on body image.
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Brown & Tiggemann (2016) study was meant to research the effect of pictures of
beautiful celebrities and peers on women’s body image, through experimental setting.
The experiment utilized Instagram. The experiment had 138 participants and found that
the pictures of beautiful celebrities and peers caused negative mood and body
dissatisfaction on the participants. There was no significant difference between the
pictures of beautiful celebrities or unknown peers. The study claims that the effect was
caused by appearance comparison done by the participant. Some participants had a
celebrity “worship” trait, which was noted at moderating the potential body
dissatisfaction caused by the pictures.
For more detailed information regarding age groups and participants for experimental
studies, look at Appendix B.
Literature reviews
Two literature reviews will be used in this study. One of the studies performed a
systematic literature review of already peer-reviewed articles regarding the connections
between social media usage, body image and eating disorders (Holland, & Tiggemann,
2016). Holland & Tiggemann (2016) study utilized 20 peer-reviewed research studies,
and from these they concluded that certain activities on social media platforms, such as
viewing pictures, uploading own pictures on the platform, and trying to get negative
feedback through status updates, was deemed very problematic. Small portion of the
studies concluded also that appearance based social comparison acted as a mediator
between social media usage and body image and eating concerns. Gender did not
moderate these findings in any significant way.
Fardouly & Vartanian (2016) literature review aimed at creating an overview of studies
that deal with the subject of social media and body image. This literature review collected
research articles that study the connection between body image and social media usage.
This literature review categorized the research articles based on their methods into
correlation, longitudinal, and experimental study categories. The correlation category
studies pointed out a positive correlation between social media usage and body image
concerns. The longitudinal studies point out that people with higher body image concern
tendencies are not joining social media platforms in higher numbers. The experimental
category studies conclude that observing your own Facebook page does not cause body
image concerns. The literature review done by Fardouly and Vartanian (2016) concludes
that social media can cause body image concerns if the user performs certain actions on
the social media platform. These actions include e.g. appearance-based comparison.
Fardouly compares this effect to the effect caused by “traditional” media (TV, magazines,
advertisements), which causes body image concerns especially for women.
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3.

Research Method

This chapter describes the quantitative research method used in the present research,
including participants, data collection, instruments, and materials. Quantitative research
method was utilized, because of the nature of the study. The research questions ask
whether there is a significant difference between the HVSM and NSM users in certain
aspects, so the best research design to answer to this question is quantitative research
design.

3.1 Participants and data collection
Participants were men and women studying in Finland, aged upwards from 15 years old.
As in the previous research, such as Hendrickse et al. (2017) and Tiggemann and Slater
(2014), the age group of students were from 15 to 30 years old. As the age group in section
2.2.2 “Survey studies” was described to be 10 to 30 years old, the 15 to 30 years old agerange is good for comparison purposes. The oldest participants in the survey were over
30 years of age, so their answers were dropped, so that the age group of participants
during analysis is 15-30 years old.
Participants were recruited by contacting different high schools and vocational schools in
Oulu, and by applying for permission to use the student mailing lists from University of
Oulu and Oulu University of Applied Sciences. After collecting permissions from
aforementioned institutions, the survey utilized in this study was sent to the principals of
high schools, as instructed by them, and by sending the survey invitation to student lists
in University of Oulu and Oulu University of Applied Sciences. This way students who
received the invitation were free to choose whether or not they wanted to participate in
the research. These permissions were asked and applied for in data collection purposes.
Data collection was done through an online survey created by using Google Forms. The
online survey was distributed to students through school mailing lists, or by the faculty
of said school. University of Oulu and Oulu University of Applied Sciences required a
formal research permission form to be filled out and approved before they could hand out
school mailing lists for research purposes. Eight high school’s principals were contacted
regarding if they would like to participate into this study, but only one ever replied and
wanted to participate. The link to the online survey was given to the principal of said high
school, who then distributed it to the students. After getting the research approval from
both University of Oulu and Oulu University of Applied Sciences, the survey was
distributed to the students through student mailing lists.
The survey invitation sent to students contained information regarding the survey itself,
as well as the link to the survey. The students were informed that the survey will be
completely anonymous, where no personal data is collected in any way, and that the
data is anonymized, so that no one is identifiable from the responses. The data will also
be deleted after the data analysis has been done, and the data is no longer needed for this
study. The email also contained notice that by participating to the survey, they give their
informed consent on the usage of the gathered data.
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3.2 Variables
The independent variables in this survey are the type of social media platform used, which
are either NSM or HVSM platforms. NSM category contains Facebook, Twitter, and
YouTube, and HVSM category contains Instagram, Snapchat, and TikTok. The platform
was assigned to either the NSM and HVSM platform category by comparing their base
functions to Table 1 description of NSM and HVSM functions. As an example, TikTok
is in the HVSM platform category, because it utilizes a lot of media in the conveying of
messages, such as combining videos and text together. As an NSM category example,
Facebook is put in the NSM platform category, because it utilizes a lot of text in the
conveying of messages, and different media formats are usually separated from these
messages. The dependent variable in this survey is the result from the Body Shape
Questionnaire, where the score that the participant gets from the BSQ-16a questionnaire
is dependent on the social media platform usage.

3.3 Instruments
3.3.1 Google Forms online survey
The online survey utilized Google Forms survey format. The survey contained questions
regarding participants background information, use of social media, and utilized the Body
Shape Questionnaire 16a (BSQ-16a), female and male version (Evans & Dolan, 1993).
The survey was developed around the BSQ-16a, female and male version. The BSQ
survey item list is good, validated tool to evaluate participants body satisfaction (Taylor,
1987).
The survey used in this study is provided in Appendix C. The survey used for data
collection is divided into three parts, which are: the background information, the Body
Shape Questionnaire, and the social media usage. The background information part of the
survey is used to collect the background information regarding the participant. This
information contains their gender, age, and the school they are attending. Gender is asked,
so that the survey can give the participant the correct version of the BSQ-16a
questionnaire, which is either the male or the female version. The Body Shape
Questionnaire is either the male (provided in Appendix D) or the female (provided in
Appendix E) questionnaire. The social media usage part of the survey collects data
regarding the participant’s social media usage, or lack thereof. The NSM and HVSM
platforms are not differentiated from each other in this part, so to not have any sort of
impact on the participant’s self-evaluation of social media usage. The self-evaluation is
done by assigning each social media platform a score from one to six. One means that
you do not use the platform at all, and six means that you use the platform a lot.
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3.3.2 BSQ-16a item set
The Body Shape Questionnaire 16a version has 16 items in total. The items are
questions, where the participant can answer from scale of one to six, where one means
never and six means always. The items are as follows (note that this list combines both
male and female versions into one):
1. Has feeling bored made you brood about your shape?
2. Have you though that your thighs, hips or bottom are too large for the rest of
you?
3. Have you worried about your flesh being not firm enough?
4. Have you felt so bad about your shape that you have cried?
5. Have you avoided running because your flesh might wobble?
6. Has being with thin men/women made you feel self-conscious about your
shape?
7. Have you worried about your thighs spreading out when sitting down?
8. Has eating even a small amount of food made you feel fat?
9. Have you avoided wearing clothes which make you particularly aware of the
shape of your body?
10. Has eating sweets, cakes, or other high calorie food made you feel fat?
11. Have you felt ashamed of your body?
12. Has worry about your shape made you diet
13. Have you felt happiest about your shape when your stomach has been empty
(e.g. in the morning)?
14. Have you felt that it is not fair that other men/women are thinner than you?
15. Have you worried about your flesh being dimply?
16. Has worry about your shape made you feel you ought to exercise?

17

4.

Data analysis

4.1 IBM SPSS
IBM SPSS Statistics is a statistical software developed by IBM for e.g., data management,
advanced data analytics, and multivariate analysis. SPSS Statistics needs a paid licence,
but University of Oulu provides all the students with an access to the software through
their computers. Therefore, this software was utilized in this thesis, and with this software,
the following analyses were conducted:

4.1.1 Chi-Square, Phi and Cramer’s V, & Linear Regression analysis
Chi-Squared analysis was utilized in the analysis of data. By utilizing Chi-Squared
analysis, the first research question was answered. By looking at the association between
the NSM and the HVSM users in comparison to their BSQ-16a questionnaire scores, it
could be determined if there is statistically significant difference between these two user
groups body satisfaction.
Phi and Cramer’s V was utilized in tandem with Chi-Squared analysis to see the effect
size of the association between the NSM and HVSM users, in comparison to their BSQ16a questionnaire scores.
Linear regression analysis was utilized to see whether the usage of NSM or HVSM will
predict changes in person’s body satisfaction.

4.2 Participants
There were total of 587 (N=587) participants in the survey, from which 418 were women
and 169 were men.

Figure 1. Gender distribution of study participants.
From the participants 0,3% were 15-18 years old, 45.3% were 19-22 years old, 35.9%
were 23-26 years old, 10.9% were 27-30 years old, and 7.5% were over 30 years old.
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The section 3.1.1 mentions that this study looks at people aged 15-30 years old, so the
7.5% who were over 30 years old are dropped at this point. The remaining number of
participants is 543.

Figure 2. Age distribution of study participants.
When asked about school/institution attendance, 94.9% answered that they were
attending University, and 5.1% answered that they were attending University of Applied
Sciences.

Figure 3. School attendance distribution of study participants.

4.3 Grouping participants by social media usage
To divide the participants into groups, the survey’s “Social media usage” portion was
utilized. In this section, the participants gave their perception regarding their own social
media usage, so based on the scoring, they were given a NSM score (NSM score) and
highly-visual social media score (HVSM score).
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The scoring for social media usage was done by giving points based on the answer the
participant had chosen for each social media site (namely, Facebook, Twitter, YouTube,
Instagram, Snapchat, and TikTok). The number of points participants get from an answer
was as follows:
Table 2. Social media usage scoring.
Answer

Points

I do not use this site at all

0

1 – I use this site very little

1

2

2

3

3

4

4

5 – I use this site very often

5

After this, the participants were given NSM score, where their scores for Facebook,
Twitter, and YouTube were summed up. NSM score represents the NSM category, which
was defined in chapter 3.3 Variables. The participants were also given a HVSM score,
where their scores for Instagram, Snapchat, and TikTok were summed up. HVSM score
represents the HVSM category, which was also defined in chapter 3.3 Variables. Because
all the participants gave their estimation for social media usage for both NSM and HVSM,
next was to apply a clear division between the groups. This was done by utilizing a
tolerance score of 20%, which from total of 15 points equals to three points, between the
NSM and HVSM scores. This was done by comparing the participant’s HVSM and NSM
scores, and if the difference between the scores is bigger than three, they are either
assigned into HVSM or NSM group, based on which score is higher. If the HVSM and
NSM score difference is either three or less, then the participant was dropped from the
data analysis. After the grouping was done, there were total of 85 members in NSM group,
total of 219 members in HVSM group, and 239 didn’t belong in either of the groups and
thus were dropped from the analysis.
Table 3. Participant grouping before tolerance application.
NSM
MALE
FEMALE
COUNT

HVSM
91
129
220

COUNT
61
262
323

152
391
543

Table 3 shows that there were total of 220 NSM users, where 91 were male and 129 were
female, and total of 323 HVSM users, where 61 were male and 262 were female, before
the application of 20% tolerance to the HVSM and NSM scores. The average NSM and
HVSM scores for each group, before the 20% tolerance application, can be seen on Table
4.
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Table 4. Average NSM score and HVSM score before tolerance application.

NSM GROUP, NSM SCORE
NSM GROUP, HVSM SCORE
HVSM GROUP, NSM SCORE
HVSM GROUP, HVSM
SCORE
AVERAGE

MALE
FEMALE
AVERAGE
7,021978022 6,565891473 6,793935
2,901098901 4,240310078 3,570704
5,573770492 4,79389313 5,183832
10,24590164 10,43129771
6,435687264 6,507848098

10,3386
6,471768

Table 4 rows contain the assigned groups and the HVSM and NSM average scores for
said groups. The columns then divide this table into the genders of male and female. It
can be seen here that males have more variance in the scores within the group, than
females. Females have more clearer variance in the HVSM group’s NSM and HVSM
scores, but the NSM group’s NSM and HVSM score value is much closer to one another.
Table 5. Participant grouping after tolerance application.
NSM
MALE
FEMALE
COUNT

HVSM
53
32
85

COUNT
36
183
219

89
215
304

Table 5 shows that there were total of 85 NSM users, where 53 were male and 32 were
female, and total of 219 HVSM users, where 36 were male and 183 were female, after
the application of 20% tolerance to the HVSM and NSM scores. The average NSM and
HVSM scores for each group, after the 20% tolerance application, can be seen on Table
6.
Table 6. Average NSM score and HVSM score after tolerance application.

NSM GROUP, NSM SCORE
NSM GROUP, HVSM SCORE
HVSM GROUP, NSM SCORE
HVSM GROUP, HVSM
SCORE
AVERAGE

MALE
FEMALE
AVERAGE
7,830188679
8,1875 8,008844
1,867924528
2,5625 2,215212
5,416666667 4,508474576 4,962571
11,77777778 11,71751412
6,723139414 6,743997174

11,74765
6,733568

Table 6 contains average values for NSM and HVSM scores after the 20% tolerance has
been applied. After the 20% tolerance has been applied to the participants, the difference
between the assigned group’s HVSM and NSM scores can be seen much more clearly in
both genders.
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4.4 BSQ-16a data analysis
4.4.1 BSQ-16a questionnaire averages
The participants BSQ-16a scoring was done by summing up all the answers to the BSQ16a questionnaire item list. The scoring for BSQ-16a answers was as follows:
Table 7. BSQ-16a questionnaire scoring
Answer

Points

Never

1

Rarely

2

Sometimes

3

Often

4

Very often

5

Always

6

Each participants’ BSQ-16a questionnaire score was summed up based on Table 7 scoring
table. This score is then compared to the BSQ cutting points table to get an assumption
of body satisfaction:
Table 8. BSQ-16a cutting points for classifying scores.
16 item score

Classification

Less than 38

No concern with shape

38 to 51

Mild concern with shape

52 to 66

Moderate concern with shape

Over 66

Marked concern with shape

Each participant was also given a classification based on the BSQ-16a questionnaire
result, where they were given either: no concern, mild concern, moderate concern, or
marked concern classification. The classification was given by comparing participant’s
BSQ-16a score to the BSQ-16a cutting point table (Table 8).
It is stated in the BSQ cutting points table instructions, that each human person is an
individual, who is affected by complex cultural and other determinants regarding body
image concerns. This table only gives direction, should be used very carefully, and cannot
be generalized across different cultures.
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Based on the participants answers, they received a BSQ-16a score from 16 to 96. This
BSQ-16a score acts as their individual participant score for the BSQ-16a questionnaire.
After everyone’s BSQ-16a score was summed up, the participants’ answers were divided
up based on group and gender. After dividing, the mean was calculated for each section
of the Table 9, and the results are as follows:
Table 9. BSQ-16a score means by gender and platform category.

MALE
FEMALE
MEAN BY
CATEGORY

NSM
31,23
42,97

HVSM
32,69
45,36

MEAN BY
GENDER
31,96
44,16

37,10

39,02

38,06

Also, the standard deviation was calculated for each section of Table 10, and the results
are as follows:
Table 10. BSQ-16a score standard deviation (SD) by gender and platform category.

MALE
FEMALE
SD BY
CATEGORY

NSM
10,42
16,05

HVSM
13,14
13,26

SD BY GENDER
11,78
14,66

13,23

13,20

13,22

When comparing the means from Table 7, it can be seen that:
- Male NSM user group has no concern with shape
- Male HVSM user group has no concern with shape
- Female NSM user group has mild concern with shape
- Female HVSM user group has mild concern with shape
Table 11 shows the number of participants in each BSQ-16a body satisfaction class, based
on cutting point Table 8, and the participants are also divided into their respective social
media platform categories. The following table shows the number of participants based
on BSQ-16a classification and group:
Table 11. Participant group member amounts based on body satisfaction classification
and social media platform category.
MILD
MODERATE MARKED
NO CONCERN CONCERN CONCERN
CONCERN TOTAL
NSM
54
18
10
3
85
HVSM
80
81
45
13
219
TOTAL
134
99
55
16
304

The biggest group is the “NO CONCERN” group, and the higher you go in the concern
range, the less there are participants in them.
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4.4.2 Chi-Squared, and Phi and Cramer’s V
Next the Chi-Squared, as well as Phi and Cramer’s V were calculated. This was done to
see the effect size of the association between the NSM and HVSM users, in comparison
to their BSQ-16a questionnaire scores. To do this, the SPSS Statistics software was used.
The results for the analysis are as follows:
Table 12. Case Processing Summary.

N
NSM/HVSM *
Cutting point

304

Case Processing Summary
Cases
Valid
Missing
Total
Percent
N Percent
N
Percent
100,00 %

0

0,00 %

304

100,00 %

Table 1 shows that all of the data from participants is considered valid, and that none are missing from the calculation.

Table 12 shows that there were total of 304 valid items, and that all of them were utilized
in the analysis. Zero cases were missing and all 100% were valid.
Table 13. NSM/HVSM * Cutting point Crosstabulation

NSM/HVSM
HVSM

NSM
Total

Count
Expected
Count
Count
Expected
Count
Count
Expected
Count

NSM/HVSM * Cutting point Crosstabulation
Cutting point
MARKED MILD
MODERATE NO
CONCERN CONCERN CONCERN
CONCERN Total
13
81
45
80
219
11,5

71,3

39,6

96,5

219

3

18

10

54

85

4,5

27,7

15,4

37,5

85

16

99

55

134

304

16

99

55

134

304

Table 2 shows that crosstabulation of cases based on body satisfaction classification and social media platform
category. The expected count is the statistically expected count of occurrences in the data, while the count is the real
count of occurrences in data.

Table 13 shows the counted and expected amounts of no concern, mild concern, moderate
concern, and marked concern occurrences of body concern classification divided by
group, as well as the totals based on groups and body concern classification. Expected
count is the expected count, if the two variables would be totally independent of each
other. Count is the observed amount counted between the two variables. This figure shows
that the variables are not independent from each other.
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Table 14. Chi-Square Tests.
Chi-Square Tests
Asymptotic
df Significance (2-sided)
3 <,001
3 <,001

Value
18,112a
Pearson Chi-Square
18,125
Likelihood Ratio
304
N of Valid Cases
a. 1 cells (12,5%) have expected count less than 5. The minimum
expected count is 4,47.

The Chi-Square Tests in Table 14 show Pearson Chi-Square value as 18,112, with p<0,05.
This Chi-Square Tests figure shows us that the two dimensions here, the social media
categories and the body concern classification, are associated with one another and they
are not independent from one another.

Table 15. Symmetric Measures

Nominal by
Nominal

Phi
Cramer's V

N of Valid Cases

Symmetric Measures
Approximate
Value
Significance
0,244
<,001
0,244
<,001
304

Table 15 shows that there is a positive effect of 0,244, with p<0,05, between the two
dimensions, the social media category, and the cutting point. This shows that if people
use social media, they tend to have increased body dissatisfaction.

4.4.3 Linear regression analysis
Next, the linear regression analysis for BSQ-16a score, HVSM score, and NSM score.
Analysis done by using the IBM SPSS Statistics software.
Table 16. Descriptive Statistics for BSQ-16a score, HVSM score, and NSM score.

BSQ-16a score
NSM score
HVSM score

Mean
41,14
5,61
9,08

Descriptive Statistics
Std.
Deviation
N
14,4
304
2,758
304
5,066
304

Table 16 shows the mean, standard deviation, and N-value for BSQ-16a score, HVSM
score, and NSM score. The all 304 participants’ data was utilized in this regression
analysis.
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Table 17. Correlations for BSQ-16a score against HVSM and NSM score.

BSQ-16a
score
Pearson
Correlation

Sig. (1-tailed)

N

BSQ-16a
score
NSM score
HVSM score
BSQ-16a
score
NSM score
HVSM score
BSQ-16a
score
NSM score
HVSM score

Correlations
NSM
HVSM
score
score

1

0,014

0,291

0,014
0,291

1
-0,21

-0,21
1

.

0,407

<,001

0,407
0

.
0

0
.

304

304

304

304
304

304
304

304
304

Table 17 shows the positive correlation between the BSQ-16a score and HVSM score
with value of 0,291 and with p<0,05. NSM p-value is not within 95% confidence level,
when compared to BSQ-16a value.

Table 18. Coefficients of BSQ-16a score, HVSM score, and NSM score.
Coefficientsa
Unstandardized
Coefficients
Std.
Model
B
Error
1
30,924
2,54
(Constant)
0,407
0,294
NSM score
0,873
0,16
HVSM score
a. Dependent Variable: BSQ-16a score

Standardized
Coefficients
Beta
0,078
0,307

t
12,176
1,387
5,464

Sig.
<,001
0,166
<,001

95,0% Confidence
Interval for B
Lower
Upper
Bound
Bound
25,926
35,922
-0,17
0,985
0,559
1,188

The Coefficients (Table 18) show that the t-score for HVSM score is 5,464 with p<0,05.
This means that within 95% confidence level when HVSM score increases, the BSQscore increases by 5,464.

26

5.

Discussion

In general, this chapter consists of discussion regarding the paper. This chapter will be
divided into three sub-sections: Discussion regarding findings; Findings compared to
previous research; and Limitations.

5.1 Discussion regarding findings
Table 9 points out that regardless of group, males on average do not have any concern
regarding the shape of their body. When comparing men who use NSM and men who use
HVSM, there is a 1,46-point difference between them, with HVSM having higher score
of 32,69, while men using NSM have a score of 31,23. Females on other hand on average
have mild concern regarding the shape of their body, whether they belong into the NSM
or HVSM group. When comparing females between NSM and HVSM groups, there is a
2,39-point difference between the groups, with HVSM having higher score of 45,36.
While females’ have a bigger difference between the NSM and HVSM groups, both male
and female have higher BSQ-16a score in the HVSM category. This would mean that
both men and women would suffer increased body dissatisfaction when using mainly
HVSM platforms, when comparing to men and women who mainly use NSM platforms.
In men’s case, the difference is not a large one, so it would seem that men are not as much
affected as women. Women seem to have a little bit larger difference between the NSM
and HVSM categories, but overall, both groups fall under the mild concern classification,
and the difference between the groups is not large enough to push the other one into
another classification category in this study.
Next is the Chi-Squared, and Phi and Cramer’s V analyses. The Chi-Squared analysis in
Table 14 shows that the Pearson Chi-Square value for the data is 18,112 with p<0,05.
This would prove that the social media categories and the cutting points are associated
with one another. There is a statistically significant correlation between these variables.
The BSQ-16a score is the score that the person gets from the BSQ-16a questionnaire,
which in turn measures the participant’s concern regarding their body’s shape in form of
body dissatisfaction. Next, Phi and Cramer’s V values in Table 15 show a positive effect
of 0,244, which would suggest a mild positive effect between social media usage and
body dissatisfaction. Based on these findings it can be said that there is a statistically
significant difference between the NSM and HVSM groups in comparison to the body
concern classification. This means that the first research question’s null hypothesis needs
to be rejected, and the alternative hypothesis is true.
When looking at the regression analysis Table 17, the correlations analysis shows a
positive correlation of 0,291 with p<0,05 between BSQ-16a score and HVSM score, and
positive correlation of 0,014 with p>0,05 between BSQ-16a and NSM score. Table 18
shows the coefficients analysis with t-test score of 5,464 with p<0,05 for HVSM score,
and t-test score of 1,387 with p>0,05 for NSM score. This shows that there is a significant
difference between NSM score and HVSM score, and a positive correlation between body
dissatisfaction and HVSM usage, where when HVSM usage increases, body
dissatisfaction increases also. This would answer to the second research question and
reject its’ null hypothesis and accept the alternative hypothesis.
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5.2 Findings compared to previous research
There is the question regarding whether the users of HVSM in this case already have
lower body satisfaction, than the users of NSM, but this assumption could be disproven
by study done by Engeln et al. (2020). Their study points out that between the usage of
Facebook and Instagram, the users of Instagram had much lower body satisfaction, lower
positive affect and increased negative affect, when compared to the Facebook users. They
argued that this could be, because the usage of Instagram is mostly based on watching
and viewing photographs, which in turn cause more social- and appearance comparison
for the users. As stated by Marengo et al. (2018) HVSM platforms provide the users rich
visual content in the form of videos and photographs, which can be visually modified
prior to upload with a plurality of different kinds of filters. The content and functionality
of HVSM sites are therefore much more centered around the visually rich content. This
would argue the point that because the functionality is based on visual aspects, rather than
NSM platform’s more text-based functionality, it would cause more body dissatisfaction
through mediation. This is argument is also supported by Ferguson et al. (2014) who
argued that the increase in body dissatisfaction is caused by a mediation factor, rather
than a direct result from the social media site itself. Ferguson et al. (2014) argue that this
mediation happens through appearance- and social comparison while using social media
sites. This would point to the fact, that the users of HVSM are more likely to develop
body dissatisfaction, than already being much more body dissatisfied, than NSM users.
Comparing the findings to the previous research section’s survey studies, it can be seen
that the results of this study correlate with the findings shown there. Hendrickse et al.
(2017) studied how picture-based activities on Instagram affect the user’s body
satisfaction and the results showed that it caused body dissatisfaction and drive for thinideal body, and the mediator here was appearance-based comparison. This Hendrickse et
al. (2017) finding would correlate with Engeln et al. (2020) and Ferguson et al. (2014)
note that the effect is mediated through appearance-based comparison, and also on the
finding that Instagram usage causes body dissatisfaction.
Fardouly & Vartanian (2015) and Mabe et al. (2014) both studied Facebook usage in
comparison to body dissatisfaction and body image, and found a positive correlation
between them. This correlates with the findings of the current study, where the NSM
usage was shown to cause body dissatisfaction. Marengo et al. (2018) studied the effects
of HVSM on body image, and mental health. The study found that longer usage of HVSM
caused increase in body dissatisfaction. This would also correlate with the findings of this
study. Evelyn et al. (2013) study found that appearance-based activities on the platform
had a positive correlation with weight dissatisfaction, internalizing thin-ideal ideas, and
with objectification. As the weight-dissatisfaction can be considered to be part of the
overall concept of body dissatisfaction, it seems to correlate with the findings of this
study, as well as with Engeln et al. (2020), Ferguson et al. (2014), and Hendrickse et al.
(2017) studies, where appearance-based comparison acts as a mediator for increase in
body dissatisfaction.
Shirley et al. (2016) study utilized Festinger’s social comparison theory in their study,
and found a correlation between the social comparison activities and body dissatisfaction.
As with Engeln et al. (2020), Ferguson et al. (2014), Hendrickse et al. (2017), and this
study, the findings correlate with each other. Won Kim & Chock (2015) study studied
activities done on Facebook, and how they would have an effect on user’s body image
concerns. They found that women did more appearance-based comparison, than men,
which in turn increased the body image concerns. This would explain the difference
between the mean values of BSQ-16a scores between the two genders, where women
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have on average higher BSQ-16a score shown in Table 8, which means that they have
more concerns regarding their own shape and appearance. Burnette et al. (2017) studied
38 girls in semi-structural interview regarding social media usage, appearance-based
concerns, and social comparison. The study showed that having a good media-literacy
skill lowers the potential impact of appearance concerns.
As stated before social media sites, whether NSM or HVSM, cause body dissatisfaction,
which in turn causes multitude of different problems to people. As stated by Bucchianeri,
& Neumark-Sztainer (2014) social media can cause multitude of different psychological
and physiological problems to people. From eating disorders to depression and behavioral
problems, what can be done with HVSM to prevent these problems from manifesting
within the users? This study proposes that to mitigate, or outright prevent, these problems
from manifesting the core problem of social- and appearance comparison needs to be
addressed. To address this, this study proposes teaching people about this concept of
social- and appearance-based comparison. By introducing people to this concept, they
may potentially notice this activity during their own social media usage, which in turn
can act as a preventative measure. As with Burnetter et al. (2017) owning a high medialiteracy skill has been shown to mitigate the potential impact of social media on
appearance-based concerns, which would also correlate with the proposition of teaching
young people about these concepts.
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6.

Conclusion

This study concludes that there is indeed a connection between the HVSM, and body
satisfaction experienced by young people. Not only that, but that there is a statistically
significant difference between the effects on young people’s body satisfaction with the
more text based NSM platforms and the more visually and media based HVSM platforms.
This study brings forth more data and one new aspect in regards of this research, by
confirming that there is indeed a statistically significant difference to body satisfaction
between the HVSM and NSM platforms. As for the new perspective, this study points
that there is statistically significant difference between the likelihood for change in body
satisfaction between the young users of NSM and the users of HVSM.
As for the effect vector between social media usage and body dissatisfaction, it can be
argued that the effect is mediated through the social- and appearance-based comparison.
This can be argued for through multiple studies discussed in the Discussions section, that
support this idea. This can also be argued for thorough the functionality of HVSM, when
it is compared to the NSM site functionality. Because the HVSM sites promote the
visually enhanced material in the content and functionality side, it increases the amount
of social- and appearance-based comparison that the user does. This would mean that the
users of HVSM would need to have increased body dissatisfaction, when compared to
NSM users. This effect is proven by Ferguson et al. (2014) and Engeln et al. (2020) and
argued for by this study. This study proves that there is a statistically significant difference
in the body satisfaction of HVSM and NSM users, and by adding the previously
mentioned studies insight into this, it would point to the mediation factor.
As the landscape of internet is ever changing, there is always need for research regarding
the wellbeing of our young, so that is why this subject needs to be studied, so that effective
interventions can be created. For this purpose, this study proposes that young people need
to be taught the concept of social- and appearance-based comparison. By introducing this
concept to the young people, it may help the young people with understanding their
behaviour better, and to prevent these potential negative psychological and physiological
aspects from ever manifesting. This teaching should be done by correct teachers, or by
professional medical or psychological people, who can explain the concept correctly and
in an understandable way.
As for future research based on the findings here there should be studies regarding HVSM
and body satisfaction on closer level. Does HVSM affect young peoples’ body
satisfaction directly, or are there any aspects that would point to an indirect effect? Based
on Ferguson et al. (2014) or Holland & Tiggemann (2016) research, the effect is indirect,
and the body satisfaction is affected through social comparison activities on social media
platforms.
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6.1 Limitations
First limitation for this study would be the lack of variability for participants. The aim
was to have people aged 15-30 years answer to this survey, but there were only two
participants in the 15-18 years old age group. This limits the results generalization to this
age group.
Second limitation for this study is the survey itself. The survey’s body satisfaction
questionnaire is a copy of the BSQ item set, and the rest of it is built around it. The social
media usage section is very subjective in nature, where the user can personally give a
subjective assumption on how much they use social media. This brings up the problem,
that some people may think that their usage is small, and other thinks that they are
constantly using some social media site, even though they are using it the same amount.
Third limitation for this study is the usage of BSQ-16a item set, rather than the full 34
item set. This was done, because the target audience contains some young people, who
might be reluctant about taking time to read and answer to all the questions. The usage of
the smaller 16 item set can have an effect on the BSQ-16a score, but the effect should be
minimal.
Fourth limitation for this study is that the survey was voluntary. This can cause it to be
so, that the people who feel bad about the study subject do not want to participate in it,
thus the results may be skewed in some way. This explain the skew in Table 11, where
the “NO CONCERN” classified group was biggest, and the “MARKED CONCERN”
was smallest. It could be that this kind of subject is somewhat touchy or personal for
people with marked concern, and thus they do not want to answer to the survey.
Fifth limitation for this study is the findings in Table 16, which points to a bias towards
low usage of NSM. This could be explained by the bias in self-evaluation of social media
usage, where the average scoring of social media usage is leaning more towards the
HVSM side, than the NSM side. This could be fixed by having an more participants with
more equal amounts of usage between the NSM and HVSM categories.
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Appendix A. Survey studies participant description
and social media platform utilization
Source
Fardouly, & Vartanian
(2015)

Participant description
-

-

Hendrickse et al. (2017)

-

-

Social media
used in study

227 participants
Participants of the
study in question
were all first-year
psychology students
from large public
university in eastern
Australia.
Mean age 19.13
(SD=2.21)
All female
Mean BMI 21.41
(SD=3.93)
46,3% identified as
White,
41.9%
identified as Asian,
11.8% identified as
“other”

-

Facebook

185 participants
Participants
undergraduate
students at a research
university in the
United States.
All female
Mean age 21.04
(SD=3.55)
66.3% identified as
Caucasian,
7.6%
identified as African
American,
16.8%
identified
as
Hispanic or Latino,
2.2% identified as
Asian,
4.9%
identified as Mixed
Race, and 2.2% did
not identify with any
specific ethnic group

-

Instagram

platforms
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Source
Mabe et al. (2014)

Participant description
-

-

-

Won Kim, & Chock
(2015)

-

Burnette et al. (2017)

-

-

Social media
used in study

Autumn screening
had 960 participants,
and spring screening
had 84 participants
College
students
from southeastern
state
university
psychology subject
pool.
All female
During
autumn
screening, mean age
was
18.44
(SD=0.85), and in
spring
screening
19.10 (SD=1.11)

-

Facebook

186 participants
Mean age 19.75
(SD=2.06)
Age group limited
from 18 to 25 for the
data-analysis
74.1% identified as
Caucasian,
9.2%
identified
as
Hispanic or Latina,
5.4% identified as
African-American,
4.9% identified as
Asian or Pacific
Islander,
2.7%
Identified as Native
American,
0.5%
identified as MiddleEastern, and 3.2%
identified as other
racial groups

-

Facebook

38 participants
7th and 8th grade
private
school
students
from
Virginia
All female
Age ranged from 12
to 14 years with
mean being 13.14
(SD=0.72)

-

Instagram
Snapchat
Pintrest
Vine
Tumblr

platforms
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Source

de Vries et al. (2016)

Participant description
86.1% identified as
White,
13.9%
identified as Black,
5.6% identified as
Hispanic,
2.8%
identified as Asian.

-

604 participants
Two-wave
panel
survey conducted by
the
Netherlands
Youth Institute
Age group ranged
from 11 to 18, with
mean being 14.7
(SD=1.7)
50.7% female and
49.3% male

-

Hyves.nl
MySpace
Facebook

103 participants
Students
from
middle- or highschool in New York
State of the United
States
Age group from 12
to 18 years with
mean age being 15.4
All female
84.5% identified as
White

-

Facebook

237 participants
Pre-adolescent and
adolescent students
Age group between
the ages of 10 and 17
with mean age being
14.11 (SD=2.08)
All female
94.1% identified as
Hispanic,
2.5%
identified
as
Caucasian, and 3.4%
identified as “other”

-

Online
gaming
platforms (e.g. Club
Penguin)
Facebook
Twitter
YouTube

523 participants
Adolescents
attending grades 6-

-

Facebook
Snapchat

-

Ferguson et al. (2014)

-

-

Marengo et al. (2018)

platforms

-

-

Evelyn et al. (2013)

Social media
used in study

-

38
Source

Participant description

Tiggemann,
(2014)

&

Slater

-

-

Tiggemann,
(2017)

&

Slater

-

-

Shirley et al. (2016)

-

-

-

Social media
used in study

11 in two large
secondary schools in
Northern Italy
53.5% female and
46.5% male
Mean age was 14.82
(SD=1.52)
189 participants
Last 2 year students
of primary school
(Years 6 and 7) at
eight
Catholic
primary schools in
metropolitian
Adelaide,
South
Australia
Age group was from
10 to 12 years, with
mean age of 11.5
(SD=0.5)
All female

-

Instagram

-

MySpace
Facebook

438 participants
Students from 18
different
schools
across
South
Australia
Two
part
questionnaire, which
was done first when
participants were in
Years 8 and 9, with
mean age of 13.6
(SD=0.7), and again
two years later
All female

-

Facebook

1059 participants
Adolescent students
from
public
secondary school in
Singapore
567
of
the
participants
were
boys and 492 were
girls
Age group was from
12 to 19 years, with
mean age being

-

Facebook
YouTube
Twitter
Instagram

platforms
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Source

Participant description
14,78 (SD=1.49) for
girls and 14,70
(SD=1,42) for boys

Social media
used in study

platforms
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Appendix B. Experimental studies participant
description and social media platform utilization
Source
Brown,
(2016)

Participant description
&

Tiggemann

-

-

-

Fardouly et al. (2015)

-

-

-

Smith et al. (2013)

-

-

Social media
used in study

138 participants
Participants
undergraduate
students
from
Flinders University,
South Australia
Age group was from
18 to 30 years, with
mean for age being
20.10 (SD=2.61)
77.4%
of
the
participants
identified
as
Caucasian

-

Instagram

112 participants
Students and staff
members from an
university in United
Kingdom
All female
Age group was from
17 to 25 years, with
mean age being
20.46 (SD=1.71)
Mean
BMI
for
participants
was
23.40 (SD=4.18)
75% of participants
identified as White,
9.8% identified as
Asian,
7.1%
identified as Black,
3.6% identified as
mixed race, and
3.6% identified as
“other”

-

Facebook

232 participants
Students from large
southeastern
university in United
States of America
Age group was from
17 to 35 years, with

-

Facebook

platforms
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Source

Participant description

-

Tiggemann et al. (2018)

-

Tiggemann, & Zaccardo
(2015)

-

-

Social media
used in study

mean age being
18.72 (SD=1.60)
All female
76.3%
of
the
participants
identified
as
Caucasian,
9.5%
identified as AfricanAmerican,
2.6%
identified as Asian,
9% identified as
Hawaiian or Other
Pacific Islander, 17%
identified as “other”
220 participants
Undergraduate
students at Flinders
University
All female
Age group was from
18 to 30 years
67.3%
of
the
participants
identified as White,
23.2% identified as
Asian,
2.3%
identified as African,
1.4% identified as
Aboriginal or Torres
Strait Islander, and
5.9% identified as
“other”
130 participants
Undergraduate
students at Flinders
University in South
Australia
Age group was from
17 to 30 years, with
mean age being
19.91 (SD=2.80)

-

Facebook
Instagram

platforms
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Appendix C. Online Questionnaire
The following covers the online questionnaire utilized in the collection of survey data.
The questionnaire was done by using Google Forms, but because the form itself cannot
be imported into the document, I took some liberties and converted the whole
questionnaire here by hand.

Social media usage and Body satisfaction questionnaire
Thank you for participating in this questionnaire!
This questionnaire consists of three (3) subject areas:
1) Background information
2) Body Shape Questionnaire
3) Social media usage
All of the material are in English and all of the questions need to be answered. The
questionnaire takes around 10-15 minutes to complete.
Thank you again for participating!

Background information
In this section you need to input your background information
1. What is your gender?
Choose only one.
-

Male
Female

Skip to question 4, after filling Background information section
Skip to question 20, after filling Ba information section

2. What is your age?
Choose only one
-

15-18
19-22
23-26
27-30
Over 30
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3. What school are you attending?
Choose only one.
-

High school
Vocational school
University
University of Applied Sciences

Body shape questionnaire 16a, male
We would like to know how you have been feeling about your appearance over the PAST
FOUR WEEKS. Please read each question and choose appropriate answer.
4. Has feeling bored made you brood about your shape?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

5. Have you though that your thighs, hips or bottom are too large for the rest of
you?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

6. Have you worried about your flesh being not firm enough?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always
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7. Have you felt so bad about your shape that you have cried?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

8. Have you avoided running because your flesh might wobble?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

9. Has being with thin men made you feel self-conscious about your shape?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

10. Have you worried about your thighs spreading out when sitting down?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always
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11. Has eating even a small amount of food made you feel fat?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

12. Have you avoided wearing clothes which make you particularly aware of the
shape of your body?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

13. Has eating sweets, cakes, or other high calorie food made you feel fat?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

14. Have you felt ashamed of your body?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always
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15. Has worry about your shape made you diet
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

16. Have you felt happiest about your shape when your stomach has been empty
(e.g. in the morning)?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

17. Have you felt that it is not fair that other men are thinner than you?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

18. Have you worried about your flesh being dimply?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always
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19. Has worry about your shape made you feel you ought to exercise?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

Body shape questionnaire 16a, female
20. Has feeling bored made you brood about your shape?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

21. Have you though that your thighs, hips or bottom are too large for the rest of
you?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

22. Have you worried about your flesh being not firm enough?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always
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23. Have you felt so bad about your shape that you have cried?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

24. Have you avoided running because your flesh might wobble?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

25. Has being with thin women made you feel self-conscious about your shape?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

26. Have you worried about your thighs spreading out when sitting down?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always
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27. Has eating even a small amount of food made you feel fat?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

28. Have you avoided wearing clothes which make you particularly aware of the
shape of your body?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

29. Has eating sweets, cakes, or other high calorie food made you feel fat?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

30. Have you felt ashamed of your body?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always
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31. Has worry about your shape made you diet
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

32. Have you felt happiest about your shape when your stomach has been empty
(e.g. in the morning)?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

33. Have you felt that it is not fair that other women are thinner than you?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

34. Have you worried about your flesh being dimply?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always
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35. Has worry about your shape made you feel you ought to exercise?
Choose only one.
-

Never
Rarely
Sometimes
Often
Very often
Always

Social media usage
36. Assign correct value for each social media based on your level of usage of
said social media.
Select only one option per row
I do not 1 – I use 2
use this this site
site at all very little
Facebook
Twitter
YouTube
Instagram
Snapchat
TikTok

Thank you
Thank you for answering to all of the questions!
To submit your answers, click the “Submit” button.

3

4

5 – I use
this site
very often
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Appendix D. BSQ-16a, male version
We should like to know how you have been feeling about your appearance over the
PAST FOUR WEEKS. Please read each question and circle the appropriate number to
the right. Please answer all the questions.
OVER THE PAST FOUR WEEKS:
Never
| Rarely
|
| Sometimes
|
|
| Often
|
|
|
| Very often
|
|
|
|
| Always
|
|
|
|
|
|
1. Has feeling bored made you brood about your shape?........................... 1 2 3 4 5 6
2. Have you thought that your thighs, hips or bottom are too large for the
rest of you?..............................................................................................

1

2

3

4

5

6

3. Have you worried about your flesh being not firm enough?...................

1

2

3

4

5

6

4. Have you felt so bad about your shape that you have cried?..................

1

2

3

4

5

6

5. Have you avoided running because your flesh might wobble?...............

1

2

3

4

5

6

6. Has being with thin men made you feel self-conscious about your
shape?......................................................................................................

1

2

3

4

5

6

7. Have you worried about your thighs spreading out when sitting down?

1

2

3

4

5

6

8. Has eating even a small amount of food made you feel fat?...................

1

2

3

4

5

6

9. Have you avoided wearing clothes which make you particularly aware
of the shape of your body?......................................................................

1

2

3

4

5

6

10. Has eating sweets, cakes, or other high calorie food made you feel fat?

1

2

3

4

5

6

11. Have you felt ashamed of your body?.....................................................

1

2

3

4

5

6

12. Has worry about your shape made you diet?..........................................

1

2

3

4

5

6

13. Have you felt happiest about your shape when your stomach has been
empty (e.g. in the morning)?...................................................................

1

2

3

4

5

6

14. Have you felt that it is not fair that other men are thinner than you?.

1

2

3

4

5

6

15. Have you worried about your flesh being dimply?.................................

1

2

3

4

5

6

16. Has worry about your shape made you feel you ought to exercise?.......

1

2

3

4

5

6
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Appendix E. BSQ-16a, female version
We should like to know how you have been feeling about your appearance over the
PAST FOUR WEEKS. Please read each question and circle the appropriate number to
the right. Please answer all the questions.
OVER THE PAST FOUR WEEKS:
Never
| Rarely
|
| Sometimes
|
|
| Often
|
|
|
| Very often
|
|
|
|
| Always
|
|
|
|
|
|
1. Has feeling bored made you brood about your shape?........................... 1 2 3 4 5 6
2. Have you thought that your thighs, hips or bottom are too large for the
rest of you?..............................................................................................

1

2

3

4

5

6

3. Have you worried about your flesh being not firm enough?...................

1

2

3

4

5

6

4. Have you felt so bad about your shape that you have cried?..................

1

2

3

4

5

6

5. Have you avoided running because your flesh might wobble?...............

1

2

3

4

5

6

6. Has being with thin women made you feel self-conscious about your
shape?......................................................................................................

1

2

3

4

5

6

7. Have you worried about your thighs spreading out when sitting down?

1

2

3

4

5

6

8. Has eating even a small amount of food made you feel fat?...................

1

2

3

4

5

6

9. Have you avoided wearing clothes which make you particularly aware
of the shape of your body?......................................................................

1

2

3

4

5

6

10. Has eating sweets, cakes, or other high calorie food made you feel fat?

1

2

3

4

5

6

11. Have you felt ashamed of your body?.....................................................

1

2

3

4

5

6

12. Has worry about your shape made you diet?..........................................

1

2

3

4

5

6

13. Have you felt happiest about your shape when your stomach has been
empty (e.g. in the morning)?...................................................................

1

2

3

4

5

6

14. Have you felt that it is not fair that other women are thinner than you?.

1

2

3

4

5

6

15. Have you worried about your flesh being dimply?.................................

1

2

3

4

5

6

16. Has worry about your shape made you feel you ought to exercise?.......

1

2

3

4

5

6
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