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Foreword 

Submitted in partial fulfillment of the requirements of the BSc Psychology degree, 

Reykjavik University, this thesis is presented in the style of an article for submission to a 

peer-reviewed journal.  

This thesis was completed in the Spring of 2021and may therefore have been 

significantly impacted by the COVID-19 pandemic. The thesis and its findings should be 

viewed in light of that. 
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Abstract  

The expansion of social media use around the globe has come with numerous 

advantages. However, it is important to recognize possible risks that arise with increased use 

of social media applications. Therefore, the aim of this research was to examine the relationship 

between Instagram intensity, social comparison and self-esteem for women. The hypothesis 

for this study was that social comparison would mediate the relationship between Instagram 

intensity and self-esteem. The research consisted of 577 women who were active users on 

Instagram. They were reached out to via social media and data was collected through an online 

survey. To understand the effects of social comparison and Instagram intensity on self-esteem 

a hierarchical linear regression was performed, controlling for age and education. Mediation 

analysis was used to examine if the relationship between Instagram intensity and self-esteem 

was mediated through social comparison. The results showed that Instagram use did not 

directly affect self-esteem for women. However, the effects of Instagram intensity on self-

esteem for women was significantly mediated by levels of social comparison. In other words, 

Instagram intensity negatively affected the self-esteem of women who engaged in higher social 

comparison. Future studies should aim to further examine the mediation relationship of social 

comparison on Instagram intensity and self-esteem to confirm these findings and examine them 

further.  

Keywords: Instagram use, social comparison, self-esteem, social media 

Útdráttur 

Mikil aukning á notkun samfélagsmiðla um allan heim hefur marga kosti í för með sér, 

hins vegar er mikilvægt að gera grein fyrir mögulegum áhættum sem fylgja aukinni notkun 

samfélagsmiðla. Tilgangur þessarar rannsóknar var að rannsaka sambandið á milli Instagram 

notkunar, félagslegs samanburðar og sjálfstraust kvenna. Rannsóknarspurning þessarar 

rannsóknar var sú að félagslegur samanburður væri miðlunarbreyta fyrir Instagram notkun og 

sjálfstraust. Rannsóknin samanstóð af 577 konum sem nota Instagram daglega en haft var 

samband við þær í gegnum samfélagsmiðla og var gögnum safnað saman í gegnum netkönnun. 

Til þess að skilja áhrif félagslegs samanburðar og notkunar á Instagram á sjálfstraust var 

aðhvarfsgreining framkvæmd þar sem stjórnað var fyrir breytunum aldur og menntun. 

Miðlunargreining var notuð til þess að rannsaka hvort að sambandinu væri miðlað í gegnum 

félagslegan samanburð. Niðurstöðurnar sýndu að notkun á Instagram hafði ekki bein tengsl við 

sjálfstraust kvenna. Hins vegar voru marktæk tengsl milli Instagram notkunar og sjálfstrausts 

þegar þeim var miðlað í gegnum félagslegan samanburð. Með öðrum orðum hafði Instagram 

notkun neikvæð áhrif á sjálfstraust kvenna sem urðu fyrir áhrifum félagslegs samanburðar. 

Framtíðar rannsóknir skulu miða að því að rannsaka frekar sambandið á milli félagslegs 

samanburðar með notkun Instagram og áhrif þess á sjálfstraust kvenna til þess að staðfesta 

þessar niðurstöður og rannsaka þær enn frekar.  

Lykilorð: Instagram notkun, félagslegur samanburður, sjálfstraust, samfélagsmiðlar 
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The Mediating Effects of Social Comparison Between Instagram Use and Self-Esteem 

One of the most popular Social Networking Sites (SNS) nowadays is Instagram, with 

over one billion monthly active users (Statista, 2020). Thereof 62.7% are between the age of 

18 and 34. Instagram allows users to post pictures and videos on their profiles, a powerful 

form of self-presentation online (Rainie et al., 2012). Instagram users can enhance or beautify 

their images before posting them (Lup et al., 2015). Users can follow other users, but it is not 

necessarily reciprocated, unlike Facebook, where users are friends. Therefore, users can 

determine which profiles they would like to see on their home page unrelated to those who 

observe their profile. Users can also comment or put a “like” on posts and react to other 

user’s stories which is content that disappears after 24 hours, along with being able to 

communicate with one another through private messages. Researchers have asserted that 

Instagram is prone to increase selective self-presentation, where users only show the positive 

sides of themselves possibly giving a false presentation of reality (Lup et al., 2015). Since 

many individuals tend to be concerned about their appearance and impression on others, they 

might portray themselves as happier on social media than they are in real life. Thus, by 

posting pictures of themselves having a good time, by enhancing their look and even using 

filters or photo edits to beautify themselves or their environment to look more desirable 

(Hwnag, 2019; Ivcevic & Ambady, 2012). 

Seeing what other people are doing and succeeding in can influence how the 

individual views themselves based on comparison (Thomas et al., 2017). This experience is 

called social comparison (Festinger, 1954). Social interaction via social media has increased 

vastly in the last years (Lup et al., 2015). Researchers have suggested that social media users 

engage in social comparison through these mediums by looking at pictures and posts to 

obtain other user´s personal information (Vogel et al., 2014). The social comparison refers to 

two acts of comparison: upward and downward. Upward comparison occurs when a person 
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unfavorably compares themselves to others by comparing others who they consider to be 

somehow better than or preferable to themselves. This upward comparison might result in an 

individual being vulnerable to unpleasant and painful emotions or constructing a part in the 

urge for self-improvement. Downward comparison arises when a person compares 

themselves favorably towards others, they consider inferior to them (Jabłońska & Zajdel 

2020; Thomas et al., 2017). Since social media allows people to show false presentations, 

people tend to look better on social media than in real life. Therefore, social standards seem 

to be higher on social media like Instagram.  

           Before social media, Richins (1991) researched the effect advertisements showing 

attractive women would have on female college students, with repeated self-satisfaction 

measures before and after being exposed to the advertisement. The results showed women 

were more likely to report dissatisfaction with themselves after being exposed to the 

advertisement. Indicating that women compared themselves to attractive women portrayed in 

the ad with upward social comparison, possibly resulting in lower self-satisfaction. However, 

the research did not measure how long the effects of lower self-satisfaction 

lasted. Tiggemann and McGill (2004) performed a similar repeated measures research with 

similar results, but they included a comparison group. The result showed that the 

advertisements increased negative mood and body dissatisfaction among participants, 

resulting in greater social comparison. On social media, users are exposed to similar sorts of 

images daily, both from peers, celebrities and social media influencers. Therefore, as found 

previously in research on advertisements, more social media use has been found to increase 

social comparison and envy (Verduyn et al, 2017) and female users tend to show greater 

jealousy towards social media influencers due to social comparison (Chae, 2018). This 

frequent or temporary social comparison on social media has been found to negatively 

influence one’s self-evaluations and self-esteem (Vogel et al., 2014).  
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Self-Esteem 

Self-esteem refers to one’s appraisal of themselves, whether it is positive or negative. 

In other words, how individual views their worthiness and capability (Coopersmith, 1967). 

Researchers have stated that frequent social media usage amongst young people may cause 

them to lose sight of reality and develop unrealistic expectations (Hanna et al., 2017; Lee, 

2014). By constantly comparing their low points to other people’s high points broadcasted on 

social media could result in lower self-esteem. 

Some studies have shown that Instagram usage negatively affects self-esteem 

(Sherlock & Wagstaff, 2019; Faelens et al., 2021). In contrast, other studies have shown it to 

have a positive influence where participants with an Instagram account reported having 

higher self-esteem than those who did not (Mackson et al., 2019). Faelens et al. (2021) 

mentioned that regarding alteration in self-esteem, the construct contingent self-esteem 

(Crocker & Wolfe, 2001) is an important aspect that needs to be considered for social media 

and social comparison. Contingent self-esteem describes the extent of self-esteem depending 

on a specific self-relevant standard (Sowislo et al., 2014). An example of how contingent 

self-esteem can be delivered on social media platforms such as Instagram is when an 

individual might feel worthy and beautiful if their picture receives a certain number of likes. 

However, if the number of likes fails to be achieved, it could lead to a sudden decrease in 

self-esteem (Faelens et al., 2021). Suggesting that individuals whose self-esteem is dependent 

on social feedback via social media are at higher risk of being affected, since social media 

sites like Instagram present individuals with many self-relevant details through other´s 

pictures. Previous research has also showed that people who monitor strangers on social 

media have lower self-esteem than those who only observe people they know (Mackson et 

al., 2019). This pattern could be caused by only recieveing positive and unrealistic 
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representations of individuals whom they do not know in real life, which might cause a 

feeling of inadequacy do to unfair social comparison. 

Social Comparison and Self-Esteem on Instagram 

Increased frequency of Instagram use has been related to increased social comparison 

and lower self-esteem (Hanna et al., 2017; Hwnag, 2019; Jabłońska & Zajdel 2020; Vogel et 

al., 2014). Some researchers have even concluded that increased social comparison caused by 

frequent use of social media could be detrimental to self-perceptions (Hanna et al., 2017; 

Hwnag, 2019). Other studies have explained how self-esteem and other psychological traits 

and social media usage influenced how participants compared themselves while using the 

mediums (Jabłońska & Zajdel 2020; Thorisdottir et al., 2019). While these studies have 

concluded opposing results, differing in detrimental effects, they have all used a cross-

sectional study design, which means the source is unidentifiable. Therefore, their results are 

similar in showing that there is some connection between social media, social comparison, 

and self-esteem. Further examination is needed on the nature of these relationships to expand 

existing knowledge on this topic. Faelens et al. (2021) performed a prospective experience-

sampling study to examine the complex interrelations between social media use and self-

esteem and found that time spent on Instagram significantly predicted social comparison and 

decreased self-esteem. Instagram use did not indicate contingent self-esteem. However, the 

study’s software only measured times logged into Instagram and time spent on the medium, 

but it did not measure different Instagram use patterns. Consequently, understanding how 

Instagram is used might be relevant to further understand the relationship between social 

comparison on Instagram and self-esteem (Faelens et al., 2021). Therefore, the major 

limitation of previous literature is that the majority of studies use time on Instagram as an 

indicator for intensity of Instagram (Faelens et al., 2021; Hanna et al., 2017; Hwnag, 2019; 

Jabłońska & Zajdel 2020; Vogel et al., 2014).  
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Current Study 

For this study, Instagram intensity will be measured by how participants use 

Instagram, the circumstances they use the medium in and how important they consider their 

usage of the medium, as indicator for the intensity of Instagram. The aim of the current study 

is to further examine the relationship between Instagram intensity, social comparison and 

self-esteem. As previous studies have found varying effects of Instagram on self-esteem, the 

proposed hypothesis for the current study was that the relationship between Instagram 

intensity and self-esteem will be somewhat mediated by levels of social comparison. 

Method 

Participants 

Participants in this study comprised of 640 women who read and understand Icelandic 

and actively use social media. Participants were reached out via social media and participated 

voluntarily by answering an online survey. This study consisted solely of female participants 

which were selected through self-select sample. A total of 577 women were included in the 

study as 63 were excluded due to the not being active users on Instagram. The age range 

varied from 18 to 50, with the most common age range between 22-25 with total of 173 

(30%) participants, 128 (22%) participants were aged between 18-21, 90 (16%) were aged 

between 26-29, 72 (12.5%) between 30-33, 31 (5.3%) participants were aged between 34-37, 

22 (3.8%) between 38-41, 20 (3.4%) between 42-45, 12 (2%) participants were aged between 

46-49 and 29 (5%) participants were 50 years old or older. A majority of participants or 290 

(50.2%) had completed secondary education and 234 (40.5%) had completed a university 

degree.  

Design 

The study was cross-sectional where participants were asked to answer an online 

survey consisting of 36 questions. The questions included three self-reports inquiring 
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Instagram intensity, social comparison and self-esteem. A majority of the questions were 

rated on a ratio scale. Two questions were used for control variables to display age and 

highest level of education. Two questions were inquired for exclusion criteria which 

displayed participants gender and if they were active Instagram users. The independent 

variables of this study were Instagram intensity and social comparison, the dependent 

variable was self-esteem. Age and education were used as control variables. 

Control Variables 

The control variables in this research were age and education. First, participants were 

asked to state their age group (1 = 18-21, 2 = 22-25, 3 = 26-29, 4 = 30-33, 5 = 34-37, 6 = 38-

41, 7 = 42-45, 8 = 46-49, 9 = 50+). As stated earlier the majority of participants, 301 (52%), 

were 25 or younger. Secondly, participants were asked to state their higher level of education 

“What is your highest level of education?” (1 = primary school, 2 = secondary or equivalent 

education, 3 = Bachelor’s degree, 4 = Master’s degree, 5 = Doctorate).  

Instagram Intensity  

To measure Instagram intensity, the Multidimensional Facebook Intensity Scale 

(Orosz et. al., 2016) was used, which contains 13 items that were altered to represent 

Instagram use. Higher value on the scale represents more Instagram intensity according to the 

Multidimensional Instagram Intensity Scale. The internal reliability was high (Cronbach´s 

Alpha = .87).  The scale consisted of the following statements: ”If I could visit only one site 

on the internet, it would be Instagram”, “Watching Instagram posts is good for overcoming 

boredom”, “I spent time on Instagram at the expense of my obligations.”, “My Instagram 

profile is rather detailed.”, “I feel bad if I don’t check my Instagram daily.”, “When I’m 

bored, I often go to Instagram.”, “I spend more time on Instagram than I would like to.”, “I 

like refining my Instagram profile.”, “I often search for internet connection in order to visit 

Instagram.”, “If I’m bored, I open Instagram.”, “It happens that I use Instagram instead of 
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sleeping.”, “It is important for me to update my Instagram account regularly.”, “Before going 

to sleep, I check Instagram once more.”. 

Social Comparison 

Nine items from the Iowa–Netherlands Comparison Orientation Measure (INCOM) 

(Gibbons and Buunk, 1999) adapted to social media by Yang et.al. (2018) was used and 

altered to measure social comparison on Instagram. Higher value on the social comparison 

scale was equivalent to more social comparison. The internal reliability of the scale was high 

(Cronbach´s Alpha = .87). Statements of the scale were: “When using Instagram, I compare 

how my loved ones (romantic partner, family members, etc.) are doing with how others are 

doing.”, “When using Instagram, I compare how I do things with how others do things.”, 

“Instagram, I compare what I have done with others as a way to find out how well I have 

done something.”, “On Instagram, I compare how I am doing socially with other people.”, “I 

don’t really use Instagram to compare with others to see how well I’m doing”, “On 

Instagram, I talk with others about mutual opinions and experiences”, “On Instagram, I try to 

find out what others think who face similar problems as I face.”, “On Instagram, I try to 

know what others in a similar situation would do.”, “When using Instagram, I try to find out 

what others think about something that I want to learn more about.”. 

Self-Esteem 

To measure self-esteem, the Rosenberg self-esteem scale was used (Rosenberg, 

1965). The Rosenberg self-esteem scale is a 10-item self-report measured on a scale of 0 

(strongly disagree) to 3 (strongly agree). Higher value on the self-esteem scale represents 

higher self-esteem. The internal reliability was very high (Cronbach´s Alpha = .93). Scale 

scores were calculated by summing all items together and dividing by 10 the number of items 

on scale. Statements: “On the whole, I am satisfied with myself.”, “At times I think I am no 

good at all.”, “I feel that I have a number of good qualities.”, “I am able to do things as well 
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as most other people.”, “I feel I do not have much to be proud of.”, “I certainly feel useless at 

times.”, “I feel that I'm a person of worth, at least on an equal plane with others.”, “I wish I 

could have more respect for myself.”, “All in all, I am inclined to feel that I am a failure.”, “I 

take a positive attitude toward myself.”. 

Procedure  

This study was implemented through the internet and was shared on various social 

media sites to reach participants. Prior to participating, the participants were given basic 

information about the study and what was expected of them. They were also informed that 

they were free to withdraw from the study at any time and their answers were anonymous and 

not traceable to specific participants.  In addition, participants were informed that 

participating in the research was equivalent to giving informed consent prior to participation. 

First, participants were asked of their gender, age and education. The exclusion criteria were 

gender and if participants were active Instagram users. Since this study aimed to research 

women, the survey ended if participants answered the questing “How do you define your 

gender?” with other than “female”. The next question was to determine if the participant was 

an active Instagram user “Do you use Instagram regularly?”. If “no” the survey ended since 

the aim was to examine active Instagram users. The platform used for the survey was Google 

Forms and it was estimated that completing participation would require roughly 10-15 

minutes. Participants were asked about how they used the social media platform Instagram, 

social comparison on Instagram and self-esteem. The first scale in the questionnaire was the 

Instagram intensity scale which contained 13 items used to measure Instagram use to 

determine how and during what circumstances participants used Instagram and how 

important they considered the medium. The next scale was the 10 item Rosenberg self-

esteem scale, followed by the INCOM scale with nine items used to measure social 

comparison on Instagram.  
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Statistical Analysis 

First, descriptive statistics were calculated for the Rosenberg self-esteem scale, the 

Instagram Intensity scale and the social comparison scale, as well as age and education. Then, 

Pearson correlation was performed to further understand the relationship between the 

variables included in the analysis. Then, a hierarchical linear regression was performed with 

self-esteem entered as a dependent variable and Instagram use, and social comparison were 

entered as independent variables. Age and education were entered as covariates. Lastly, a 

mediation analysis was performed with social comparison as a mediator between Instagram 

use and self-esteem. SPSS was used for the statistical analysis of the data, and the Hayes 

PROCESS tool add-on for SPSS was used for the mediation analysis (Hayes, 2018). 

Ethical Considerations  

 For all research it is important to bear in mind ethical consideration and in this study 

ethical guidelines in psychological research were considered (Wasserman, 2013). This study 

included questionaries regarding self-esteem and social comparison which might evoke 

difficult emotions for some women. It might have caused participants to be more aware of 

their situation regarding these matters and they might have felt uncomfortable if they 

considered it being an issue. However, the research was anonymous and at the beginning of 

the questionnaire it was stated that if participants felt uncomfortable at any point, they were 

encouraged to quit the research. Participants did not receive any reward for their participation 

which was completely voluntarily. 

Results 

Descriptive Statistics  

The descriptive statistics for all three scales are displayed in Table 1. As seen in Table 

1 the mean score of the participants on Instagram use and social comparison was below the 

median (Mdn = 3). Self-esteem however was above the median (Mdn = 1.5). 
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Table 1 

Descriptive statistics for Instagram use, self-esteem and social comparison 

Note. This table portrays the descriptive statistics for Instagram use, self-esteem and social 

comparison. 

Correlation 

The results from the Pearson Correlation analysis are displayed in Table 2. As the 

table shows, the highest correlation was found between social comparison and Instagram use 

(r=0.57). Indicating that women that use Instagram at a more intensity are more prone to 

social comparison. Age is negatively correlated with Instagram use and social comparison, 

suggesting that older participants engage less in Instagram use and social comparison than 

younger participants. 

Table 2 

Correlation Between age, education, Instagram intensity, Social comparison and Self-esteem 

 Age Education Instagram use Self-esteem Social Comparison 

Age 1     

Education .42** 1    

Instagram intensity -.36** -.07 1   

Self-esteem .11** .19** -.16** 1  

Social comparison -.27** -.06 .57** .39** 1 

Note. This table portrays the correlation between variables (** p < .001).  

 N Minimum Maximum M SD 

Instagram Intensity 576 1.00 5.00 2.73 0.78 

Self-Esteem 575 0.00 3.00 2.11 0.64 

Social Comparison 574 1.00 5.00 2.81 0.81 
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Hierarchical Linear Regression 

A hierarchical linear regression was performed and is displayed in Table 3 to 

understand the effects of social comparison and Instagram intensity on self-esteem. Model one 

displayed the covariates, as Table 3 presents the age variable was insignificant with self-

esteem. However, education significantly affected self-esteem F= (2,571) = 10.809, p < 0.001. 

Table 3 

Hierarchical Linear Regression  

Model  Unstandardized B Coefficients 

Std. Error 

Sig. 

1 (Constant) 17.60 .82 <.001 

 Age .08 .14 .577 

 Education 1.36 .36 <.001 

2 (Constant) 21.83 1.43 <.001 

 Age -.07 .14 .607 

 Education 1.48 .36 <.001 

 Instagram Intensity -1.42 .40 <.001 

3 (Constant) 25.68 1.38 <.001 

 Age -.24 .13 .070 

 Education 1.59 .33 <.001 

 Instagram Intensity .85 .44 .053 

 Social Comparison -3.58 .37 <.001 

Note. Dependent Variable: Self-Esteem 

As seen in Table 3 Instagram intensity significantly affects self-esteem when social comparison 

is excluded from the model, F = (3,570) = 11.619, p < 0.001. When social comparison is 

included in the model, the relationship between Instagram intensity and self-esteem became 
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insignificant (p = .053). The analysis shows that social comparison had the strongest 

connection with self-esteem, F = (4,569) = 33.66, p < 0.001. 

Mediation Analysis 

To further examine this relationship, a mediation analysis was conducted to examine 

whether social comparison mediated the relationship between Instagram use and self-esteem, 

with age and education entered as covariates. A significant indirect effect was found between 

the Multi-dimensional Intensity Instagram scale and scores on the Rosenberg self-esteem scale 

through social comparison, b = -2.27 [95% = (-)2.99 – (-)1.65]. As figure 1 shows Instagram 

use was significantly related to more social comparison and social comparison was 

significantly related to lower self-esteem. However, Instagram use was not significantly related 

to self-esteem directly, suggesting that the relationship was fully mediated through social 

comparison. 

Figure 1 

Mediation analysis between social comparison, Instagram use and self-esteem 

 

Note. This figure demonstrates the relationship between Instagram use and self-esteem, 

mediated by social comparison, controlling for age and education. (** p < .005).  
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Discussion 

 The purpose of this study was to examine the mediating effects of social comparison 

between Instagram use and self-esteem. The results showed that Instagram did not have a 

direct negative effect on self-esteem but was significantly impactful when social comparison 

was added as a mediating variable. That is, Instagram negatively affected self-esteem when 

social comparison was higher. Multiple studies have found a relationship between Instagram 

use, social comparison and self-esteem (Hanna et al., 2017; Jabłońska & Zajdel 2020; Vogel 

et al., 2014; Faelens et al., 2021). However, previous studies have used time on Instagram as 

the measure for intensity (Hanna et al., 2017; Jabłońska & Zajdel 2020; Vogel et al., 2014; 

Faelens et al., 2021) but in the current study, Instagram intensity was measured by examining 

how participants used the medium. In addition, this study added to previous literature by 

examining social comparison as a mediator between Instagram use and self-esteem and 

showed similar findings as past studies that have used social comparison as a mediator 

(Hanna et al., 2017; Hwnag, 2019). 

 Previous research has demonstrated how self-esteem and other psychological traits 

influence how one compares themself to others (Jabłońska & Zajdel 2020; Thorisdottir et al., 

2019). Some other studies have showed that increased social comparison caused by frequent 

usage of social media could be detrimental to self-perceptions (Hanna et al., 2017; Hwnag, 

2019). The results of the current study did not find a direct relationship between Instagram 

use and self-esteem. However, when that relationship was mediated through social 

comparison there was a significant relationship.  

The majority of participants in the current study were younger than 25 years old 

(52%). Past researchers have stated that frequent social media usage amongst young people 

may cause them to lose sight of reality and develop unrealistic expectations along with 

constantly comparing their own low points to other people’s high points broadcasted on 
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social media which could result in lower self-esteem (Hanna et al., 2017; Lee, 2014). These 

results shed an interesting light on that argument, showing that perhaps social comparison is 

becoming more detrimental than previously thought. This is an interesting topic for future 

research, to further examine how social comparison plays a role in social media behavior and 

possible effects.  

Some limitations must be noted. This was cross-sectional design which means that the 

causation between Instagram and self-esteem is uncertain; higher self-esteem could result in 

individuals being more likely to create an Instagram account. No knowledge has yet been 

attained regarding whether using or not using Instagram affects self-esteem. The nature of the 

relationship between social comparison and self-esteem is also unknown, that is, this study 

cannot conclude whether people who maintain a lower self-esteem engage more in social 

comparison or if social comparison results in lower self-esteem. It remains unknown if 

increased Instagram use by itself affects self-esteem. This research did not find significant 

correlation when examining the direct relationship between Instagram use and self-esteem. 

Further research is needed to confirm these results and examine the correlation further. 

Furthermore, the research setting of each participant was not controlled which might have 

had an effect on their participation and the results of this study. In addition, the participation 

time was rather short which might have explained the few dropouts from the study. Lastly, 

the study used self-select sample which is not a preferable selection method. That being said, 

the generalizability of these results is decent due to the size and the variability of the sample. 

It also lays a decent framework for future study as it is easy to replicate and the mediation 

analysis was significant, therefore it is worthy of further examination to properly conclude 

how the relationship between Instagram and self-esteem unfolds to understand the 

inconsistencies demonstrated in previous studies. 
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 This study contributed to existing literature by demonstrating how the effects of 

Instagram on self-esteem can be mediated through social comparison. In addition, by using a 

new method for the examination using the Multidimensional Facebook intensity scale for 

Instagram use instead of time. However, more research is needed to properly understand 

these effects by examining possible causation effects and other societal groups, such as men, 

binary individuals, different age groups and cultures. It is important to understand the effect 

of vital mediating variables which seem to contribute to lower self-esteem. By understanding 

these effects, awareness can be raised and hopefully prevent the severe negative effects that 

social media may have on mental health.  
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