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Abstract 

 

People seeks to surround themselves with others because they´re social beings. The 21st 

century has offered people to join a new and an exciting social environment called social 

media. Social media has just about 4 billion active users where it provides information and 

allows people to communicate in various ways.  Being exposed to social media platforms, 

such as Facebook and Instagram, has led people to spend at least two and a half hours on 

daily basis using it. Excessive use of social media has led people to have lower self-esteem 

while at the same time to show higher social comparison. The purpose of the current study 

was to see whether people with high social comparison that spent a lot of time using 

Facebook or Instagram, had lower self-esteem. The sample of the study were people who 

lived in Iceland, 18 years old or older (N =234). Results showed that interaction effects of 

high social comparison and more social media usage did not have any significant effect on 

people´s self-esteem. Other hypotheses were tested which showed significant results. 

 Keywords: social beings, social media, social media usage, Facebook, Instagram, 

well-being, social comparison, self-esteem. 

 

Útdráttur 

Fólk sækist í það að umkringja sig öðrum vegna þessa að mannfólkið eru félagsverur. 

Tuttugasta og fyrsta öldin hefur gert fólki kleift á að sameinast í nýtt félagslegt umhverfi sem 

kallast samfélagsmiðlar. Það eru um 4 milljónir virkra notenda á samfélagsmiðlum en þeir 

eru ákveðin upplýsingaveita og einnig samskiptamiðill. Fólk er farið að verja tíma sínum 

mikið í samfélagsmiðla hver notandi ver um það bil tveimur og hálfri klukkustund á hverjum 

degi í að skoða miðlana. Óhófleg notkun hefur leitt til þess að fólk hefur minna sjálfsálit, á 

sama tíma og þá ber það sig meira saman við aðra. Rannsókn þessi vildi skoða hvort fólk sem 

ber sig mikið saman við aðra og á sama tíma notar mikið samfélagsmiðla, sé með lægra 

sjálfsálit. Úrtakið var fólk sem býr á Íslandi sem er 18 ára eða eldra. Niðurstöður sýndu að 

samvirknihrif óhóflegrar notkunnar samfélagsmiðla og það að fólk ber sig mikið saman við 

aðra, höfðu ekki marktæk áhirf á sjálfsálit fólks. Hins vegar voru aðrar tilgátur sem sýndu 

marktækar niðurstöður. 

 Lykilorð: félagsverur, samfélagsmiðlar, samfélagsmiðlanotkun, Facebook, Instagram, 

vellíðan, félagslegur samanburður, sjálfsálit. 
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The relationship and effects of social media usage and social comparison on 

self-esteem 

Social media and the 21st century  

Social media is one of the defining concepts of the 21st century where its rapid 

development has caused changes in societies around the world. Its popularity has increased 

by the years and nowadays there are known to be 3.96 billion active users, where people 

spend at least two and a half hours daily on the media (Statista, 2022a; Statista, 2022b). There 

are various explanations for why social media has gained so much attention in the 21st 

century. One of the main reasons is that the media displays and provides various information 

and activities that people can access when-and wherever (Ivcevic & Ambady, 2012). At the 

same time, it´s a platform that allows people to interact while it´s away from each other 

(Aichner et al., 2021; O´Keeffe & Clarke-Pearson, 2011). 

Facebook & Instagram statistics 

Out of the many applications that social media has to offer, Facebook has been the most 

popular one for many years were in 2022 it had around 2.91 billion monthly users (Statista, 

2022b). Another app that has increased its popularity through the years is Instagram. Statistic 

has shown that Instagram leans more towards younger generations where in America 71% of 

those who are 18-29 years old, use Instagram (Auxier & Anderson, 2021). The same applies 

for social media usage in Iceland where 91% of active social media users use Facebook while 

65% use Instagram (Gallup, 2021). However, even though the majority of Instagram users in 

Iceland are teenagers or young adults, the app has gained more users in recent years and 

many of them belong to an older generation (Gallup, 2021; Markaðs og miðlarannsóknir 

ehf.,2019). Data showed that in only 4 years, people in their mid-40s and 50s have increased 

their Instagram usage from 38% to 70% (Gallup, 2021). 
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Social beings on social media 

Both Facebook and Instagram provide a similar service. People can for example state 

their opinions and share what´s going on in their lives by either posting a status or an image 

and then they receive a reaction and feedbacks from other users by getting likes or comments 

(Staniewski & Awruk, 2022; Jiang & Ngien, 2020; Burrow & Rainone, 2017). This action of 

posting content on Facebook and Instagram is a behavior that people seem to maintain while 

using the media and there are few reasons why. Blight et al. (2015) explained one possible 

reason by examining Facebook users and their findings predicted that people´s goal of 

posting a status was to gain support and validation from others. Another reason is that 

humans simply are social creatures, meaning that they aspire to be among people and have 

the basic need of being seen and recognized by others (Etzioni, 1968). Research has shown 

that this need and behavior repeats itself on social media. People have on the one hand the 

urge to show others who they are on social media and on the other hand, they want to feel 

like they belong (Nadkarni & Hofman, 2012; Jiang & Ngien, 2020).  

Not only does people want to be noticed by their social peers but they also question other 

people´s behavior and appearance, simply because humans are biologically curious (Kidd & 

Hayded, 2015). However, when people get curious about others, they start to have ideas and 

information about those individuals and eventually compare those ideas to their own self 

(Silvia, 2008; Wills, 1998; Festinger, 1954; Wood, 1996). This concept is better known as 

social comparison (Festinger, 1954). 

Social comparison is a dominating factor on social media. It´s dominating in the sense of 

how it can affect people´s well-being on social media, in either positive or negative way 

(Collins, 1996; Lockwood & Kunda, 1997). The negative effects of social comparison was 

farther examined in numerous of research where the results proclaimed that on social media 

there was a negative relationship between social comparison and people´s self-esteem (Vogel 

et al., 2014; Schmcuk et al., 2019; Jiang and Ngien, 2020). Researchers in these studies 



SOCIAL MEDIA USAGE, SOCIAL COMPARISON & SELF-ESTEEM 6 

 

aimed to examine social comparison more extensively by measuring its sub concept as an 

independent variable: Upward comparison. The sub concept is defined as when a person 

compares itself with someone who it beliefs to have a higher value as an individual (Vogel et 

al., 2014; Wills, 1981; Wood, 1996). Frequent social media users tend to see a lot of posts 

from other users including positive news or images where people express as happy. This 

often leads people to believe that their life isn´t as exciting as others and that they are less 

happy than their fellow users (Chou & Edge, 2012). 

The effects of social media usage and social comparison on self-esteem 

A study done by Vogel et al. (2014) examined the relationship between Facebook usage 

and its relationship with social comparison and user´s self-esteem. A sample of 145 

undergraduate students answered questionnaires which measured their Facebook usage, their 

self-esteem and social comparison. A test results of a correlation analysis showed that there 

was a negative correlation between Facebook usage and self-esteem, meaning that the more 

time people spent on Facebook the lower their self-esteem was (Vogel et al., 2014). Their 

findings also showed a correlation between Facebook usage and social comparison, 

indicating that people showed more social comparison the more time it spent on Facebook 

(Vogel et al., 2014).  

Unlike Vogel et al. (2014), Schmcuk´s et al. (2019) research had more than 800 

participants and they emphasized to not only examine Facebook as a variable but also other 

social media platforms (Schmcuk et al., 2019). The results however showed that Facebook 

was the only platform where uward comparison led people to have lower self-esteem 

(Schmcuk et al., 2019). 

 Jiang and Ngien (2020) approached their research by examining social comparison on 

Instagram. Their results showed that Instagram use led to more upward-comparison and it 

could potentially have negative effect on self-esteem (Jiang & Ngien, 2020). 
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Social media usage and self-esteem 

Research has shown that spending too much time on social media can have bad 

consequences on people´s well-being where it can cause people to feel more anxious, 

depression or low self-esteem (Lin et al., 2016; Jiang & Ngien, 2020; Nordstrom et al., 2014; 

Jan et al., 2017; Vogel et al., 2014).  

As mentioned in the earlier chapter, Vogel et al. (2014) findings did not only show how 

people showed more social comparison while using Facebook, but their results also showed a 

negative correlation between spending too much time on Facebook and having low self-

esteem. Jan et al. (2017) did a similar research with a sample of 150 participants and they 

measured participant´s Facebook usage and level of self-esteem. Measures used were the 

Rosenberg self-esteem scale and a four-point scale which measured how much time an 

individual spent daily on Facebook, ranging from less than 30 minutes to 5 hours or more 

(Jan et. al., 2017). Their findings suggested the same as Vogel et al. (2014) where they found 

a significant negative correlation between the two variables. They published a table which 

revealed how participant´s average scores on the Rosenberg self-esteem scale decreased 

constantly the more time they spent on Facebook. For example, those who spent 30 minutes 

or less on Facebook averaged 25.25 out of 30 possible points while those who spent 5 hours 

or more on Facebook averaged 8.25. 

 Another research measured this relationship between social media usage and self-

esteem, but it didn´t only test for Facebook, but for other social media platforms as well, such 

as Instagram (Miljeteig & von Soest, 2020). However, their findings didn´t only show that 

people had lower self-esteem the more time it spent on social media, but the results also 

indicated that it didn´t depend on what social media platform a person used in order to be 

affect its self-esteem (Miljteig & von Soest, 2020). 
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Research in Iceland 

Very few research has been conducted in Iceland related to the current research´s matter. 

Thorisdottir et al. (2019) however, conducted a research with a sample of ten thousand 

adolescents in Iceland, measuring the relationship between social media usage and their well-

being. The Iowa-Netherlands comparison orientation scale was used to measure participant´s 

social comparison and the Rosenberg self-esteem scale to measure their self-esteem 

(Thorisdottir et al., 2019). Their findings suggested that the more time a person spent on 

social media the higher social comparison it showed (Thorisdottir, et al., 2019). 

Current research 

The current research focused on observing people´s social media usage and social 

comparison on the media and its relationship with people´s self-esteem. Researchers were 

therefore interested to know whether people who spent more frequent time on social media 

and showed more social comparison were likelier to have lower self-esteem. Four hypotheses 

were tested. The first hypothesis predicted that people who had high social comparison and 

spent a lot of time on Facebook and Instagram, had lower self-esteem. Second hypothesis 

assumed there was a negative correlation between those who spent more time on Facebook 

and to have low self-esteem. The third hypothesis predicted that there was a negative 

correlation between those who spent more time on Instagram and to have low-self-esteem. 

The fourth hypothesis predicted that there was a positive correlation between showing high 

social comparison and having low self-esteem. 

Method 

Participants 

There were 234 participants in the convenience sample for this research. All participants 

were living in Iceland and were 18 years old or older. The researcher did not control in any 

way how many participated nor did he control the proportion of answers from genders and 

age groups. Reason being that the questionnaire was distributed on social media platforms 
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and open to everyone 18 years old or older that understood and spoke Icelandic. The total 

amount of participants where 234.  Most of the participants referred to themselves as being 

female, N = 165, and the minority referred being either male , N = 68, or didn’t want to tell , 

N = 1. Most of the participants were 18-25 years old, N = 98, and then participants 50 years 

old or older followed up, N = 67. Participants 26-32 years old were, N = 28, while those who 

were 41-50 years old were, N = 26, and the age group with the fewest participants were 33-40 

years old, N = 15.  

Measures  

Gender and age scale 

Participants could choose from four answer options in a nominal scale when answering 

about their gender identity. The first two options were: “male” and “female”, but the latter 

two were: “other” and “I prefer not to say.” 

The scale which measured participants´ age was an ordinal scale with five answer 

options. People´s age was measured in ranges. The age ranges were “18-25 years old”, “26-

32 years old”, “33-40 years old”, “41-50 years old” and “50 years old or older.” 

Facebook & Instagram scales 

Facebook and Instagram were measured separately but the questions were phrased the 

same way for both questions: “How much time do you spend daily on Facebook/Instagram?” 

A five-point ordinal scale was used to collect the answers and the answer choices were: “I 

don´t use Facebook/Instagram”, “Less than 30 minutes”, “1-3 hours”, “3-5 hours” “More 

than 5 hours.” The scale was based on the same scale used in research conducted by Jan et al. 

(2017) but in the current research an answer option was added: “I don´t use Facebook 

/Instagram.”  

The Rosenberg self-esteem scale 

The Icelandic version of the Rosenberg self-esteem scale was used to measure 

participants´ self-esteem. Ever since it was created in the sixties by Morris Rosenberg, it´s 
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been told to be one of the most reliable scales when it came to measuring the level of 

people´s self-esteem where it had been used in numerous of research and also validated  

(Rosenberg, 1965; Blascovich & Tomaka, 1991; Vogel et al., 2014; Jan et al., 2017; 

Gudjonsson et al., 2002; Thorisdottir et al., 2019).  

The reliability for this research´s 10-item Rosenberg´s self-esteem scale measured as 

good, α =0.94. Each item involved either a positive or a negative statement about to self and 

participants answered on a four-point Likert scale how much the did or did not agree the 

following statement applied to their own self. An item that measured a positive aspect of the 

self was for example question number 4: “I´m able to do things as well as most people.” An 

example of an item which measured the quite opposite was question number 3: “All in all, I 

am inclined to feel that I am a failure.” The answer choices ranged from strongly agree to 

strongly disagree. Participant´s scores were calculated, and their total scores equaled their 

level of self-esteem. A higher score meant more self-esteem and the highest possible score 

for someone to reach was 30 points and the lowest score were no points. 

Iowa-Netherlands comparison orientation scale 

The Iowa-Netherlands Comparison Orientation Scale (e. INCOM) was the 11-item scaled 

used to measure people´s social comparison. Originally developed and validated by Gibbons 

& Bunk (1999), with the purpose of measuring people´s likelihood to socially compare 

themselves with others. The scale has been used in numerous research through time and has 

good reliability and validation (Gibbons & Bunk, 1999; Schneider & Schupp, 2013; 

Thorisdottir et al., 2019). For the current research, the Icelandic version of the INCOM scale 

was used. Thorisdottir et al. (2019) conducted research with the INCOM scale where they´d 

translated it. Their scale´s reliability measured to be good, α = 0.83. Same counted for the 

current research where the scale´s reliability measured to be good, α = 0.87. 

Each item was measured with a five-point scale that ranged on how much participants 

agreed or disagreed with a certain statement related to social comparison. An example of a 
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statement was: “I always pay a lot of attention to how I do things compared with how others 

do things.” When all 11-items have been answered, a total score was calculated, and a higher 

score equaled to higher social comparison. The highest possible score was 55 points but the 

lowest possible score was 11 points.   

Statistical analysis and research design. 

There were three independent variables and one dependent variable in the current 

research. First independent variable was people´s Facebook usage, more accurately the time 

an individual spent on Facebook. The second independent variable was people´s Instagram 

usage and the third was social comparison. People´s self-esteem was the dependent variable. 

Gender and age were also variables in the research but not used in any statistical processing. 

The statistical software IBM SPSS statistics 28 (e. Statistical Package for the Social 

Sciences) was used to keep all collected data from Google Forms and in the continuous used 

to analyze all the data. When the data was transferred from Google Forms to SPSS, variables 

were given a value and coded. For the Rosenberg self-esteem scale and Iowa-Netherlands-

comparison orientation scale, there were several items that had to be given a reversed 

scoring. For the Rosenberg´s scale, question 3, 5, 8, 9 and 10 were reversed and for the 

INCOM scale all items were reversed except for question 5 and 11. SPSS calculated 

participant´s total scores on both scales. 

The first analyze was to measure the reliability for both Rosenberg and INCOM scale and 

it was performed by receiving a Cronbach´s alpha score. The researcher then analyzed 

descriptive statistic, measuring the frequencies of variables, means, standard deviation, 

maximum and minimum for certain values. In the continues, a Pearson correlation test was 

used to measure the correlation between the four variables in all possible ways.  

The final analyze was the factorial analysis of variance (e. FANOVA). In order to use 

FANOVA the researcher had to create four new factors to arrange in groups based on 

participant´s scores on the Rosenberg scale and the INCOM scale. Originally when 
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participants were asked about how much time they spent on Facebook and Instagram they 

had to answer a five-point scale which ranged from 30 minutes or less to 5 hours or more. 

When the researcher analyzed the descriptive statistics for frequencies, it appeared that the 

distribution of participant´s answers deviated too much. For example, of all of the 234 

participants, not one participant did use Facebook for more than 5 hours and only three 

participants didn´t use Facebook at all. The majority used Facebook for either less than 30 

minutes, N = 114, or 1-3 hours, N = 109. For the FANOVA analysis, Facebook usage was 

divided into to new factors: “30 minutes or less” and “1 hour or more.” Instagram was also 

divided into two new groups for the FANOVA analysis. Lastly, social comparison was 

managed into two factors which implicated whether and individual had high social 

comparison or not. Those who scored 11-33 points on the INCOM were told have low social 

comparison and those who scored 34-55 were ranked to have high social comparison.  

Procedure 

 The researcher began collecting data at the middle of October and finished early 

November. As mentioned earlier, the requirements made for participating in the study was 

that participants had to be at least 18 years old, they had to be capable of understanding and 

reading Icelandic and finally they had to have access to a computer or a smart phone where 

the questionnaire was only accessible online. 

The questionnaire was shared on the two social media platforms Facebook and Instagram 

and anyone that fulfilled the earlier mentioned requirements could answer. Therefore, most of 

the participants were those who followed the researcher on either Facebook or Instagram. 

Some of the participants voluntarily shared the questionnaire to their own social media 

profiles so their followers were able to answer as well. 

All important information regarding the research were carefully explained to the 

participants before they answered the questionnaire. Participants read a brief introduction 

about the research in the shared post that came across on their Facebook and Instagram 
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accounts. After opening the link that led to the questionnaire, participants came upon the first 

page of the questionnaire. At the first page there were given farther and more detailed 

instructions about the research topic, the requirements for participating and ethical 

considerations. Participants were informed that they were not obligated to answer all the 

questions and they were allowed to quit at any given moment. Therewithal, participants did 

not have to write down their names where it was made clear that all answers were a 

confidential matter, and they did not have to worry about their answers being traced in any 

way or another. Participants knew that by answering the questions they were confirming their 

participation in the research. 

As described in the instructions section, answering the questionnaire wouldn’t take more 

than at least 10 minutes, however it was taken into consideration that it would take people 

various amount of time to finish the questionnaire and they could therefore spend as much 

time as they needed to answer. The first two question involved asking about participants´ 

gender and age. On the next page, participants were asked how much time they spent daily on 

Facebook and on Instagram. In the last pages, the participants had to answer two validated 

scales, the Iowa-Netherlands comparison orientation scale, which measures one’s social 

comparison, and the Rosenberg self-esteem scale, which measure one’s self-esteem.  

Data collection kept on for around two weeks to get more people to participate and when 

the total number of participants reached 234, data collection stopped where the total amount 

was enough to show significant results. 

Results 

Descriptive statistics 

Means, standard deviation, maximum- and minimum scores of the Rosenberg self-esteem 

scale were compared between how much time participants spent on Facebook and Instagram. 

Table 1 represents participant´s self-esteem scores compared to how much time they spent on 
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Facebook while Table 2 represents their self-esteem scores compared to how much time they 

spent on Instagram. 

Table 1 

Descriptive statistic for Facebook usage and self-esteem scores 

Facebook usage   N M SD MAX MIN 

 

Didn´t use Facebook 

   

3 

 

22.33 

 

7.51 

 

30.00 

 

15.00 

 

Less than 30 minutes 

   

114 

 

23.20 

 

5.54 

 

30.00 

 

8.00 

 

1-3 hours 

   

109 

 

22.04 

 

6.63 

 

30.00 

 

2.00 

 

3-5 hours 

   

6 

 

19.83 

 

2.40 

 

 

23.00 

 

16.00 

More than 5 hours   . . . . . 

Total   232 22.56 6.06 30.00 2.00 

 

As Table 1 displays, there were two missing values and therefore the total amount of valid 

answers when asked of Facebook usage was, N = 232. Most participants used Facebook for 

less than 30 minutes a day, N = 114, or for 1-3 hours, N = 109. No one claimed to use Facebook 

for more than 5 hours a day, N = 0, and few participants either didn´t use Facebook at all, N = 

3, or spent 3-5 hours on a daily base, N = 6. 

Those who had the highest average score on the self-esteem scale were those who spent 

less than 30 minutes a day using Facebook, M = 23.20. The lowest average score on the self-

esteem scale were those who used Facebook for 3-5 hours a day, M = 19.83. Other average 

scores for self-esteem had a similar range where those didn´t use Facebook scored on average, 

M = 22.33, and those who spent 1-3 hours a day scored, M = 22.04. The total average score 

was, M = 22.56, and for and the average standard deviation was, SD = 6.22. 
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Table 2 

Descriptive statistics for Instagram usage and self-esteem scores 

Instagram usage   N M SD MAX MIN 

Didn´t use Instagram   19 23.26 6.22 30.00 7.00 

 

Less than 30 minutes 

   

78 

 

23.00 

 

6.59 

 

30.00 

 

2.00 

 

1-3 hours 

   

123 

 

22.51 

 

5.50 

 

30.00 

 

8.00 

 

3-5 hours 

   

11 

 

18.81 

 

7.49 

 

27.00 

 

4.00 

 

More than 5 hours 

   

1 

 

21.00 

 

. 

 

21.00 

 

21.00 

Total   232 22.56 6.06 30.00 2.00 

The descriptive statistics for Instagram usage and the average self-esteem scores had two 

missing values, so the same number of participants answered how much time they spent on 

Instagram as on Facebook, N = 232. Most participants claimed to use Instagram for 1-3 hours 

daily, N = 123, but only one participant claimed to use Instagram for more than 5 hours a day, 

N = 1. Those who had the highest average score on the self-esteem scale were those who 

didn´t use Instagram (N = 19, M = 23.26) and those who had the lowest average self-esteem 

score where those who spent 3-5 hours daily using Instagram (N = 11, M = 18.81). Those 

who spent 30 minutes or less a day on Instagram were the total amount of, N = 78, and had 

the average score of, M = 23.00, on the self-esteem scale. The total average score of the self-

esteem scale was the same when it came to measuring Instagram and Facebook usage, M = 

22.56. The total average standard deviation was, SD = 6.06. 

Table 3 displays the descriptive statistics for the FANOVA analysis on Facebook and 

Instagram usage, social comparison, and total average scores on the self-esteem scale. As 

mentioned in the earlier chapter “Statistical analyses and research design,” the researcher 
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formed four new factors to measure the time people spent on Facebook and Instagram. Time 

spent on Facebook and Instagram was measured as “30 minutes or less” and “1 hour or 

more.”  

Table 3 

Descriptive statistic for FANOVA analysis on Facebook & Instagram usage  

 

Independent variables   N M SD MAX MIN 

 

Facebook usage is 

 30 minutes or less 

   

117 

 

 

23.18 

 

5.55 

 

30.00 

 

8.00 

 

Facebook usage is 

1 hour or more 

   

115 

 

21.92 

 

6.49 

 

30.00 

 

2.00 

 

Instagram usage is 

 30 minutes or less 

   

97 

 

23.05 

 

6.48 

 

30.00 

 

2.00 

 

Instagram usage is  

1 hour or more 

   

135 

 

22.20 

 

5.72 

 

30.00 

 

4.00 

 

Low social comparison 

   

110 

 

24.55 

 

5.37 

 

30.00 

 

5.00 

 

High social 

comparison 

   

124 

 

20.61 

 

6.14 

 

30.00 

 

2.00 

 

Those who spent 30 minutes or less on Facebook had the average score of, M = 23.18, on 

the self-esteem scale, N = 117. People that spent 1 hour or more on Facebook scored less on 

the self-esteem scale, M = 21.92. 
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When it came to Instagram usage, people that spent 30 minutes or less on the media 

scored, M = 23.05, on the self-esteem scale, N = 97, and for those who spent 1 hour or more 

using Instagram scored (M = 22.20, N = 135). 

Those who showed low social comparison, N = 110, scored, M = 24.55, on the self-

esteem scale while participants with high social comparison, N = 124, showed a lower score 

on the scale, M = 20.61. 

Pearson Correlation 

Table 4 displays a Pearson Correlation for all four variables: Facebook usage, Instagram 

usage, self-esteem, and social comparison.  

Table 4 

Pearson correlation for Facebook usage, Instagram usage, self-esteem & social comparison 

Variable   1 2 3 4 

1. Facebook usage    -    

2. Instagram usage    .07 -   

3. Self-esteem   -.11 -.10 -  

4. Social comparison   -.04 .39** -.39** - 

   **. Correlation is significant at the 0.01 level (2-tailed). 

 Social comparison was the only variable that showed correlation with two other 

variables. Social comparison showed a positive correlation with Instagram usage where the p-

value was significant, r(230) = .39, p < .001). Social comparison also showed a negative 

correlation with self-esteem, where the p-value was significant, r(232) = .-39, p < .001).  

Factorial analysis of variance (e. FANOVA) 

For the FANOVA analyze, the interaction effects were tested. On the one hand the 

interaction effects were measured for Facebook usage and social comparison and its 

significant effect on the dependent variable, self-esteem. On the other hand, the interaction 

effects were measured between Instagram and social comparison and its significant effect on 

self-esteem. Table 5 displays the results for Facebook usage and Table 6 for Instagram usage. 
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As mentioned earlier, the new variables for Facebook and Instagram were used for the 

FANOVA analyze.  

Table 5 

FANOVA analyze and the interaction effect between covariate: Facebook 

 

Predictor 

Sum 

 of 

Squares 

 

df 

Mean 

Square 

 

F 

 

p 

(Intercept) 116417.25 1 116417.248 3532.47 <.001 

Facebook usage 181.14 1 181.14 5.50 .020 

Social comparison 864.28 1 864.28 26.23 <.001 

Interaction effects  .75 1 .75 .02 .880 

Error 7514.038 228 32.96   

Note. Dependent variable: Self-esteem 

The interaction effects between the covariates were not significant, F(1, 228) = .02, p = 

.880). Without the interaction effects, both variables showed significant effect with the 

dependent variable. The analyze for the relationship between Facebook usage and self-esteem 

was significant, F(1, 228) = 5.50, p = 0.020. For social comparison the analyze was 

significant as well, F(1, 228) = 26.23, p < .001.  

Table 6 

FANOVA analyze and the interaction effect between covariate: Instagram 

 

Predictor 

Sum 

of 

Squares 

 

df 

 

Mean Square 

 

F 

 

p 

(Intercept) 101430.91 1 101430.91 3056.88 <.001 

Instagram usage 13.36 1 13.36 .40 .526 

Social comparison 638.51 1 638.51 19.24 <.001 

Interaction effects 113.73 1 113.73 3.42 .065 

Error 7565.32 228 33.18 - - 

Note. Dependent variable: Self-esteem 

The interaction effects between the covariates in Table 6 were not significant, F(1, 228) = 

3.42, p = 0.065. Instagram usage did not independently have significant effect on self-esteem, 
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F(1, 228) = .40, p = .526. Social comparison had significant effect on self-esteem, F(1, 228) 

= 19,24, p <. 001.  

Discussion 

Hypotheses tested 

The research question for the current research was: “Does people who have high social 

comparison and spend more frequent time on social media, have lower self-esteem?” Earlier 

research regarding this matter had published findings which asserted that if people spent 

more time on social media, it could negatively affect their self-esteem. Same research 

revealed that there was a correlation between having high social comparison and low-self-

esteem, and participants usually showed signs of both if they spent great amount of time on 

social media (Vogel et a., 2014; Schmcuk et al., 2019; Jiang & Ngien, 2020; Jan et al., 2017; 

Miljeteig & von Soest, 2020). For the current research there were four hypotheses tested 

which were similar to the ones tested in former research. 

The first hypothesis tested if a person who had high social comparison and spent too 

much time on Facebook and Instagram, had lower self-esteem. In the FANOVA chapter, 

Table 5 showed the data when people used Facebook and Table 6 showed when people used 

Instagram. In both cases, the results were not significant and therefore the null hypothesis 

could not be rejected. This meant that if people with high social comparison spent a lot of 

time using Facebook or Instagram, it didn´t negatively affect their self-esteem.  

Unlike Vogel et al. (2014), the results in the current study showed quite the opposite 

where the former research was able to show that having high social comparison and spending 

too much time on Facebook would lead to having lower self-esteem as well (Vogel et. al., 

2014). Still, the second hypothesis for the current research stated that there was a negative 

correlation between spending too much time on Facebook and having low self-esteem. The 

Pearson correlation test displayed that there was no significant correlation between Facebook 

usage and self-esteem. So, the null hypothesis could not be rejected. However, the FANOVA 
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analyze displayed a significant result which indicated that too much Facebook usage could 

possibly affect people to have lower self-esteem. The reason because the two statistical 

analyses showed different results were because of the new facors created for the FANOVA 

analysis. The factors used in the Pearson Correlation to measure people´s Facebook usage, 

were five factors which participants originally answered in the questionnaire, where it ranged 

from not using Facebook to using Facebook for 5 hours or more. In the FANOVA analyses 

however, it only measured two factors: “30 minutes or less” and “1 hour or more.” The 

sample of participants had been divided into two factors instead of five, meaning that the 

number of people in each factor were more and less divided compared to when the factors 

were five. Therefore, the FANOVA´s significant results were indicating that those who spent 

more than 1 hour a day on Facebook could increase the chances on having lower self-esteem. 

The third hypothesis predicted the same as the second hypothesis, but it viewed the 

relationship between Instagram usage and self-esteem instead of Facebook usage. The null 

hypothesis could not be rejected where neither the Pearson correlation was significant nor 

was the FANOVA analysis. 

The fourth and last hypothesis predicted that if an individual had high social comparison 

than it would have lower self-esteem as well. This was the only hypothesis where the null 

hypothesis could be rejected. The Pearson correlation between social comparison and self-

esteem was significant, showing a negative correlation, p < .001. The FANOVA analysis also 

showed that if a person had high social comparison that same person was likely to have low 

self-esteem, p <. 001.  

Conclusion and future research 

To sum up, the current research findings suggest that if an individual spends 1 hour or 

more a day on Facebook, that individual is likely to show low self-esteem. Earlier research 

often used Facebook as a frame of reference to measure participant´s social media usage and 

it showed similar findings related to the ones in the current research (Vogel et al., 2014; Jan 
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et al., 2017). Still, as Miljteig & von Soest (2020) stated in their research, it didn´t depend on 

what social media platform a person used excessively in order increase the risk of having low 

self-esteem. The current research leans more towards that idea where people did not have 

lower self-esteem when they spent more time on Instagram.  

Even though there wasn´t any hypothesis that predicted it in the current research, The 

Pearson correlation showed a positive correlation between social comparison and Instagram 

usage, meaning that people who spent more time on Instagram showed higher social 

comparison but not necessarily lower self-esteem. These findings match Vogel´s et a. (2014) 

where people that used Facebook a lot, had higher upward comparison. It also matched 

Thorisdottir et al. (2019) study who demonstrated similar findings. However, the current 

research did not necessarily focus on the sub concept of social comparison: Upward 

comparison as in earlier research, but that might be something for future research on this 

matter in Iceland (Vogel et a., 2014; Schmcuk et al., 2019; Jiang & Ngien). 

Future research on this matter is important on. Whether it is because of social media´s 

rapid growth or because it can harm people´s self-esteem, well-being or boost people´s social 

comparison doesn´t exactly matter (Statista, 2022a; Statista, 2022b, Vogel et al., 2014; 

Schmcuk et al., 2019; Jiang & Ngien; Jan et al., 2017; Miljteig & von Soest, 2020). It´s 

important because significant result can help people to better understand the importance of 

healthy habits where healthy habits can have positive effects on their well-being, such as their 

self-esteem.  
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