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ABSTRACT:The negative consequences of Instagram on young adults—in particular, its impact on body image—have become
increasingly apparent and difficult to address. This research tested the efficacy of three nudge-style interventions (two moral)
designed to ameliorate this issue compared to a non-nudge control. Using a sample of real Instagram posts made by same-gender
influencers (V= 10, gender-matched), it was tested whether reading subtle nudges prior to scrolling the posts would lead to higher
body acceptance, self-esteem, and/or self-compassion among a sample of mainly young adult (age range = 18-62, M= 18.69, SD =
3.77) social media users (V= 320). A two-way ANOVA revealed that across male-identifying (V= 160) and female-identifying (N=
160) participants, the interventions were associated with greater body acceptance in participants. The most successful intervention
in the study included deontological language, indicating that a moral nudge could be an eftective option to address body image
issues caused by Instagram at their source.

KEYWORDS: Behavioral and Social Sciences; Sociology and Social Psychology; Social Networking Sites (SNS); Instagram;
Body Image.

H Introduction parison.”’19 However, studies have yet to identify a viable
Social media has become a critical contributor to mental solution to address the issues. One strategy that appears
health issues in young adults."® One of the primary areas of promising is for users to view interventions before they scroll;
concern is its impact on body image; the use of social network- recent research suggests that interventions can be effective
ing sites (SNS) has been linked with body dissatisfaction,* at promoting higher body appreciation, acceptance, and es-
eating concerns,” and a higher drive for thinness.® Contro- teem.”® Further, text-based nudges are tractable, and social
versy is growing about the negative impact of Instagram, in media platforms are already implementing them in a variety
particular, on adolescent body image. An image-based appli- of arenas, from misinformation to hate speech. Pinterest, a
cation, Instagram promotes ideals of thinness and unrealistic leading social media site, has even blocked content for certain
beauty standards, which in turn raise body image concerns.” body image related trigger words, and instead links to dis-
Researchers have documented the relationship between Ins- ordered eating help and resources.”® Recently, interventions
tagram use and decreased body image,®'® and a recent study based specifically on moral frameworks have proven effective
reports that 32% of adolescent girls said that when they felt at influencing users in the context of the COVID-19 pan-
bad about their bodies, Instagram made these feelings worse.'! demic.?? Ethical frameworks being used in public health is
This negative body image has been linked with self-esteem not a new idea—moral language has been implemented across
and social comparison, factors that contribute greatly to over- many domains.”>** However, research is lacking on whether
all emotional well-being.'*" moral frameworks can be used as a tool for behavioral change
Instagram influencers—people who develop a large follow- in the context of body image concerns online. It is also evident
ing and promote a certain lifestyle, product, or service to their that moral and emotional messages are more likely to spread
fans—have emerged. Currently, over 500,000 active influenc- around social media, suggesting that this morality could be
ers operate on Instagram.'* Surpassing traditional aesthetic harnessed by the network themselves to support body posi-
celebrities (e.g., fashion models) in popularity, Instagram in- tivity.?® Overall, moral messaging has been shown to be more
fluencers exhibit seeming perfection in their lives and attract persuasive than nonmoral appeals, leading to the inclusion of
a large base of users who wish to imitate their life, inspiring moral frameworks in this study.*®
users to follow their endorsements.”® This new category of This study tests whether three different interventions pos-
celebrities contributes to body concerns through promoting itively impact Instagram users’ body image, self-esteem, and
an idealized beauty standard,'® and scrolling through imag- self-comparison. Each of these factors have been shown to
es of influencers can elicit unhealthy self-comparison and relate to one another.>'® Each one measures a different but
body dissatisfaction.’” The rampant editing of images posted related aspect of body image concerns connected to social
on Instagram only exacerbates self-comparison and negative media use.”” * Therefore, it is important to measure each of
body image.* these factors when exploring how body-image can be inter-
Research on the topic of SNS and body image is exten- vened upon online. The interventions were given to a group
sive, primarily centering on the link between time spent on of men (N=160) and women (N=160). Previous work suggests
SNS and decreased body image®'® and increased self-com- that there are differences in body acceptance, social compar
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ison and self-esteem across genders, with women generally
reporting lower body satisfaction.*®*! For this reason, partic-
ipants were shown posts made by same-gender influencers.
This enabled testing whether there were differences between
men and women in terms of the impact of moral messag-
es on body image. Two of the interventions (deontological
and consequentialist) are based on established moral frame-
works. Deontology centers on duty and rule-based ideology,
defining morality in terms of absolute right and wrong.***3 A
deontological intervention, therefore, would include a defin-
ing statement of duty or obligation in relation to body image.
On the other hand, consequentialism asserts that the conse-
quences of an action are the main determinants of its moral
worth. Utilitarianism, the most well-known branch of con-
sequentialism,** stresses the happiness of the majority as the
goal consequence of any action.>®3¢ A utilitarian interven-
tion, therefore, might emphasize the widespread beneficial
consequences of body positivity.*” There was also a control
intervention and a no-intervention control.

The first hypothesis was that all three interventions will
have a positive impact on body acceptance in both men and
women. As an additional, exploratory analysis, it was test-
ed whether there were gender differences in the impact of
the intervention conditions across the three scales. The next
hypothesis was that the interventions based on moral frame-
works would be more effective than the control intervention.
The hope in exploring these hypotheses was to identify an
effective approach to mitigating negative body image effects
of Instagram use, thereby contributing to a healthier social
media environment for users.

B Methods

To test whether body appreciation is positively impacted
by moral interventions, a 2x4 experimental design was con-
ducted. A non-random sample of predominantly young adult
participants (age range= 18-62, M= 18.69, SD= 3.77) were
provided with a link to the survey (V= 320). Approximately
half of participants identified as male (“men”) and half as fe-
male (“women”). All participants were randomly assigned to
view a moral or control intervention or to view no interven-
tion at all. Two of the interventions were based on different
moral frameworks: one was rooted in deontology, and one in
consequentialism (as illustrated in Table 1).

Procedure:

The study was conducted using the Qualtrics (Qual-
trics, Provo, UT) platform and distributed through online
platforms. Participants were informed that the study was
designed to investigate issues around body image on Insta-
gram. The survey began by showing participants one of three
interventions (deontological, consequentialist, control) or no
intervention. This condition was randomly assigned using
Qualtrics. The interventions were displayed to participants as
black text on a white background, using the standard Qual-
trics text block style. After viewing these interventions, the
participants were shown a series of real posts made to In-
stagram by influencers.*® Immediately prior to viewing the
posts, participants were told that the posts were genuine (i.e.,
posted to Instagram by platform users). Then participants

were asked to complete three scales after viewing the posts.
The first scale, the Body Acceptance Scale-2 (BAS-2),
measures body acceptance, respect toward their body, and
overall favorable opinions of their bodies.*” The second
scale, the Rosenberg Self-Esteem Scale (RSES), assesses
general self-esteem.* The final scale, the Iowa-Netherlands
Comparison Orientation Measure (INCOM), measures the
social comparison of participants.*! Then, demographic data
about the participants' basic information and social media
habits were recorded, including questions such as “How often
do you use Instagram?” and “How many accounts do you
follow on Instagram?”
B Materials

Table 1: The table outlines the three frameworks used as intervention
options as well as the text that was displayed to participants.

Framework Message

Body positivity promotes an inclusive and ethical
online environment. Embrace it as you scroll.

Deontology (moral)

Body positivity helps make the world a happier,
healthier place for everyone. Embrace it as you
scroll.

Consequentialism (moral)

Control Comparison is the thief of joy. Enjoy your
Instagram experience and focus on uplifting
yourself.

Instagram Posts:

Participants scrolled through a series of 10 real posts made
to Instagram by influencers. Female participants saw posts
made by female influencers and male participants saw male
influencers. The posts were adapted from an existing study
that identified content published to Instagram by 784 health
and wellness influencers in 2020.>® The 20 most popular
posts were sampled, 10 females and 10 males, to present to
participants. Following the data-sharing terms of service of
Instagram,* examples of the posts used cannot be provided
here.

Body Acceptance Scale-2:

The BAS-2 consists of 10 items and uses a 5-point Likert
scale ranging from 1 (Never) to 5 (Always). Higher scores
indicate a higher body acceptance, and to calculate this score
item responses are averaged. Items include “I respect my
body” and “I am comfortable in my body.” Previous research
shows strong internal consistency (Cronbach’s a=0.97) and
test-retest reliability (r= 0.77) in community and college
samples of men and women.*

Rosenberg Self-Esteem Scale:

The RSES consists of 10 items and uses a 4-point Likert
scale ranging from strongly agree to strongly disagree. For
items 1, 2, 4, 6, 7: Strongly Agree=3, Agree=2, Disagree=1,
and Strongly Disagree=0. For items 3, 5, 8, 9, 10: Strongly
Agree=0, Agree=1, Disagree=2, and Strongly Disagree=3.
Higher scores indicate higher self-esteem, ranging from 0-30.
Items include “I feel that I have a number of good qualities”
and “On the whole, I am satisfied with myself.” Based on
past studies, the scale has adequate internal consistency
(Cronbach’s a=0.77 to 0.88) and test-retest reliability (r =
0.82 to 0.88).%
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INCOM Social Comparison Scale:

The INCOM Social Comparison Scale consists of 11
items and uses a 5-point Likert scale ranging from “I disagree
strongly”to “I agree strongly.”Items 5 and 11 are reverse coded.
Items include “I often compare how I am doing socially (e.g.,
social skills, popularity) with other people” and “I always like
to know what others in a similar situation would do.” Past
research demonstrates consistent Cronbach's alphas ranging
from .78 to .85 in 10 American samples.*!

B Results and Discussion
Results:

To test whether reading an intervention before viewing
influencer content resulted in improved body image, a one-
way ANOVA was conducted. The results suggested that all
three of the nudges were associated with higher scores on
the BAS-2; consequentialist (M= 19.15), deontological (M=
23.01), and control (M= 18.77) nudges were all associated
with average scores that were significantly higher than
those recorded by participants in the no-nudge control
condition (M= 18.16), F(3, 316)= 222.11, p< .001. Post-hoc
comparisons of the groups conducted using Tukey’s Honestly
Significant Difference tests revealed that each condition
was significantly different from the others, all ps< .01. This
suggests that deontological nudges were associated with the
highest body image after exposure to influencer content,
followed by consequentialist and then the control nudges (see
Figure 1). Again, these results replicated for the two other
scales measured (RSES and INCOM), all ps< .05. Means and
standard deviations for each of the measures are displayed in

Table 2

Intervention Control

BAS-2

INCOM -

Rosenberg
-3 2 - 0 1 2 3 4 -3 2 - 0 1 2 3 4

Figure 1: Probability distributions of the zscored BAS2, RSES,

and INCOM results in relation to the intervention type. The relative
distributions of the intervention and control groups highlight that seeing an
intervention improved body acceptance across scales.

Although an independent samples t-test revealed that
male-identifying participants had a higher average body
image across conditions, #318) = 14.65, p< .01, the pattern
of results reported above was observed for both genders
when tested separately. Additionally, a two-way ANOVA
comparing intervention type (intervention or control) and
gender (male or female) did not show a main effect of gender
or an interaction between gender and intervention type for
any of the three outcome measures, all ps> .05.

These findings were also robust to demographic differences.
When participant age, subjective socio-economic status, level
of education, and gender were entered into an OLS regression

Table 2: Means and standard deviations for each intervention condition.

BAS-2 INCOM Rosenberg
Intervention Type M SD M SD M SD
Deontological 23.01 6.01 44.27 8.63 22.32 3.75
Consequentialist 19.15 4.60 42.22 9.50 20.62 4.19
Control intervention 18.77 3.92 44,99 | 10.15 20.92 4.49
No intervention 16.16 417 40.55 | 10.17 18.97 3.19

model, condition (entered as a categorical predictor) remained
a significant predictor of BAS-2 scores, p< .001. Gender was
the only predictive demographic factor, p< .05. When social
media use frequency, measured using Guess ez a/ 's method,*
was entered into the model, it was not predictive.

B Discussion

In this research, the two hypotheses were that 1) the
interventions would positively affect body acceptance
across both genders; and 2) the moral interventions would
be particularly effective. The results that were obtained and
analyzed supported the hypotheses, demonstrating that
interventions are an effective and applicable tool to address
body image issues. Moreover, the wide-reaching variables of
self-esteem and social comparison were positively impacted,
indicating the efficacy of interventions in addressing the
foundational causes of poor mental health. The results also
supported the superiority of moral interventions over the
control variables; deontological nudges, in particular, were
shown to be the most successful.

While this research yielded new insights and supported
the existing literature about interventions, it was limited
by certain factors. For example, the lasting effects of the
intervention were not tested, and therefore the benefits might
only be short-term. The durability of the increased body
positivity, self-esteem, and decreased self-comparison was
also not measured; outside factors could potentially weaken
the intervention’s positive effects. Additionally, though real
Instagram posts were shown to the study participants, other
variables could mitigate the effect of the intervention in a
real-life setting.

Future research should focus on measuring the long-term
impact and the durability of moral interventions. In addition,
more research should be conducted to measure the efficacy
of moral interventions on peer posts (non-influencer), with a
closer simulation of the Instagram user experience.

All of the outcomes measured were trait-based and the
research design did not include any state-based assessment
of participants’ body image concerns. While it is important
to demonstrate changes in trait measures following an
intervention, one limitation of the present research which
could be addressed by future work is the lack of measurement
of any state-level changes brought about by the body image
interventions.

A final limitation of the present work is that it did not
precisely balance the language of the different interventions.
For instance, the deontological intervention includes language
which makes the “online environment” immediately salient,
whereas the other interventions do not. Similarly, the
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sentiment of the moral interventions is more positive than
in the control intervention. Further work on the topic would
benefit from normalizing and balancing the sentiment and
content of the interventions.

Thus, although this research does not definitively provide
a solution to body image issues on Instagram, it suggests an
approach with known markers of success. Recent research
corroborates the effectiveness of moral interventions in other
realms (specifically, pertaining to a global health crisis).??

B Conclusion

Negative body image is a widespread problem across society
that can be exacerbated by Instagram usage. Ironically, it is
necessary to look to Instagram for solutions. This research
demonstrates that thoughtfully crafted interventions,
particularly moral nudges grounded in deontology, can
increase body acceptance among Instagram users. People
can be influenced, as evidenced by the thousands of accounts
successfully posting product recommendations to their devout
followers; Instagram should harness the power of influence to
counter negativity and spread positivity among its millions of
users.

m Acknowledgements
I am grateful to my teacher at The Hotchkiss School, Doron

Blake, for fostering my love of philosophy and applied ethics.

B References
1. Lup, K.; Trub, L.; Rosenthal, L. Instagram #Instasad?: Exploring

Associations Among Instagram Use, Depressive Symptoms,
Negative Social Comparison, and Strangers Followed. Cyberpsy
chology, Behavior, and Social Networking 2015, 18 (5), 247-252.
https://doi.org/10.1089/cyber.2014.0560.

2. Nest, J.; Prinstein, M. J. Using Social Media for Social Comparison
and Feedback-Seeking: Gender and Popularity Moderate Asso
ciations with Depressive Symptoms. J Abnorm Child Psychol 2015,
43 (8),1427-1438. https://doi.org/10.1007/s10802-015-0020-0.

3.Balta, S.; Emirtekin, E.; Kircaburun, K.; Griffiths, M. D. Neuroti
cism, Trait Fear of Missing Out, and Phubbing: The Mediating
Role of State Fear of Missing Out and Problematic Instagram Use.
Int | Ment Health Addiction 2020, 18 (3), 628-639. https://doi.
org/10.1007/s11469-018-9959-8.

4.Tiggemann, M.; Brown, Z. Attractive Celebrity and Peer Images
on Instagram: Effect on Women’s Mood and Body Image. Body
Image 2016, 19, 37-43.

5.Holland, G.; Tiggemann, M. A Systematic Review of the Impact of
the Use of Social Networking Sites on Body Image and Disordered
Eating Outcomes. Body Image 2016, 17,100-110. https://doi.
org/10.1016/j.bodyim.2016.02.008.

6. Cohen, R.; Newton-John, T:; Slater, A. The Relationship between
Facebook and Instagram Appearance-Focused Activities and Body
Image Concerns in Young Women. Body Image 2017, 23, 183~
187. https://doi.org/10.1016/j.bodyim.2017.10.002.

7. Grabe, S.; Ward, L.; Hyde, J. The Role of the Media in Body Image
Concerns Among Women: A Meta-Analysis of Experimental and
Correlational Studies. Psychological bulletin 2008, 134, 460-476.
https://doi.org/10.1037/0033-2909.134.3.460.

8. Fardouly, ].; Vartanian, L. R. Social Media and Body Image
Concerns: Current Research and Future Directions. Current
Opinion in Psychology 2016, 9, 1-5. https://doi.org/10.1016/j.co
psyc.2015.09.005.

9. Hendrickse, J.; Arpan, L. M.; Clayton, R. B.; Ridgway, J. L. Insta
gram and College Women’s Body Image: Investigating the Roles of

Appearance-Related Comparisons and Intrasexual Competition.
Computers in Human Bebavior 2017, 74,92-100. https://doi.
0rg/10.1016/j.chb.2017.04.027.

10.Vendemia, M. A.; DeAndrea, D. C. The Effects of Viewing Thin,
Sexualized Selfies on Instagram: Investigating the Role of Image
Source and Awareness of Photo Editing Practices. Body Image
2018,27,118-127. https://doi.org/10.1016/j.bodyim.2018.08.013.

11.Wells, G.; Horwitz, J.; Seetharaman, D. Facebook Knows In
stagram Is Toxic for Teen Girls, Company Documents Show. Wa/l
Street Journal. https://www.wsj.com/articles/facebook-knows-ins
tagram-is-toxic-for-teen-girls-company-documents-
show-11631620739 (accessed October 31,2021).

12.Laker, V.; Waller, G. Does Comparison of Self with Others In-
fluence Body Image among Adult Women? An Experimental
Study in Naturalistic Settings. Eat Weight Disord 2022, 27 (2),
597-604. https://doi.org/10.1007/s40519-021-01196-3.

13.0’Dea, J. A. Body Image and Self-Esteem. In Encyclopedia of
body image and human appearance, Vol. 1; Elsevier Academic Press:
San Diego, CA, US, 2012; pp 141-147. https://doi.org/10.1016/
B978-0-12-384925-0.00021-3.

14.Droesch, B. Is Everyone on Instagram an Influencer? https://www.
emarketer.com/content/is-everyone-on-instagram-an-influencer
(accessed October 31,2021).

15.Kapitan, S.; Silvera, D. H. From Digital Media Influencers to
Celebrity Endorsers: Attributions Drive Endorser Effectiveness.
Mark Lett 2016, 27 (3), 553-567. https://doi.org/10.1007/s11002-
015-9363-0.

16.Anixiadis, F.; Wertheim, E.; Rodgers, R.; Caruana, B. Effects
of Thin-Ideal Instagram Images: The Roles of Appearance
Comparisons, Internalization of the Thin Ideal and Critical Me-
dia Processing. Body image 2019, 31, 181-190. https://doi.
01g/10.1016/j.bodyim.2019.10.005.

17 Feltman, C.; Szymanski, D. Instagram Use and Self-Objectifi
cation: The Roles of Internalization, Comparison, Appearance
Commentary, and Feminism. Sex Roles 2018, 78. https://doi.
0rg/10.1007/511199-017-0796-1.

18.Tiggemann, M.; Slater, A. NetGirls: The Internet, Facebook, and
Body Image Concern in Adolescent Girls. International Journal of
Eating Disorders 2013, 46 (6), 630-633.

19.Carey, R. N.; Donaghue, N.; Broderick, P. Body Image Concern
among Australian Adolescent Girls: The Role of Body Compari
sons with Models and Peers. Body Image 2014,11 (1), 81-84.
https://doi.org/10.1016/j.bodyim.2013.09.006.

20.Guest, E.; Costa, B.; Williamson, H.; Meyrick, J.; Halliwell, E.;
Harcourt, D. The Effectiveness of Interventions Aiming to Pro
mote Positive Body Image in Adults: A Systematic Review.

Body Image 2019, 30, 10-25. https://doi.org/10.1016/j.body
im.2019.04.002.

21.Community guidelines. Pinterest Policy. https://policy.pinterest.
com/en/community-guidelines.

22.Everett, ]. A. C.; Colombatto, C.; Awad, E.; Boggio, P.; Bos, B.;
Brady, W. ].; Chawla, M.; Chituc, V.; Chung, D.; Drupp, M. A ;
Goel, S.; Grosskopf, B.; Hjorth, F; Ji, A.; Kealoha, C.; Kim, J. S.;
Lin, Y.; Ma, Y.; Maréchal, M. A.; Mancinelli, F.; Mathys, C.; Ol
sen, A. L.; Pearce, G.; Prosser, A. M. B.; Reggev, N.; Sabin, N.;
Senn, J.; Shin, Y. S.; Sinnott-Armstrong, W.; Sjastad, H.; Strick,
M.; Sul, S.; Tummers, L.; Turner, M.; Yu, H.; Zoh, Y.; Crockett,
M. ]. Moral Dilemmas and Trust in Leaders during a Global
Health Crisis. Nat Hum Bebav 2021, 5 (8), 1074-1088. https://doi.
org/10.1038/s41562-021-01156-y.

23.Cole, P. The Moral Bases for Public Health Interventions. Epide
miology 1995, 6 (1), 78-83.

24 Thomson, R. Moral Rhetoric and Public Health Pragmatism: The
Recent Politics of Sex Education. Feminist Review 1994, 48 (1),

DOI: 10.36838/v4i5.10



ijhighschoolresearch.org

40-60. https://doi.org/10.1057/r.1994.41.

25.Messages with Moral-Emotional Words Are More Likely to go
Viral on Social Media. New York University. http://www.nyu.
edu/content/nyu/en/about/news-publications/news/2017/june/
messages-with-moral-emotional-words-are-more-likely-to-go-vi
ral-.

26.Luttrell, A.; Philipp-Muller, A.; Petty, R. E. Challenging Moral
Attitudes With Moral Messages. Psycho/ Sci 2019, 30 (8), 1136~
1150. https://doi.org/10.1177/0956797619854706.

27.Vogel, E. A; Rose, ]. P; Roberts, L. R.; Eckles, K. Social Com
parison, Social Media, and Self-Esteem. Psychology of Popular
Media Culture 2014, 3 (4), 206—222. https://doi.org/10.1037/
ppm0000047.

28.Kim, H.; Schlicht, R.; Schardt, M.; Florack, A. The Contributions
of Social Comparison to Social Network Site Addiction. PLoS
One 2021, 16 (10), €0257795. https://doi.org/10.1371/journal.
pone.0257795.

29.Quittkat, H. L.; Hartmann, A. S.; Diising, R.; Buhlmann, U,;
Vocks, S. Body Dissatisfaction, Importance of Appearance, and
Body Appreciation in Men and Women Over the Lifespan. Fron
tiers in Psychiatry 2019, 10.

30.Muth, J. L.; Cash, T. F. Body-Image Attitudes: What Difference
Does Gender Make?1. Journal of Applied Social Psychology 1997,
27 (16), 1438-1452. https://doi.org/10.1111/§.1559-1816.1997.
tb01607 x.

31.Arkenau, R.; Bauer, A.; Schneider, S.; Vocks, S. Gender Differences
in State Body Satisfaction, Affect, and Body-Related Attention
Patterns towards One’s Own and a Peer’s Body: An Eye-Tracking
Study with Women and Men. Cogn Ther Res 2022. https://doi.
0rg/10.1007/s10608-022-10300-5.

32.Kant, I. Groundwork for the Metaphysics of Morals; Oxford Uni
versity Press, 1785.

33.Rawls, J. 4 Theory of Justice; Belknap Press of Harvard University
Press: Cambridge, MA, US, 1971.

34.Everett, ]. A. C.; Kahane, G. Switching Tracks? Towards a
Multidimensional Model of Utilitarian Psychology. Trends in Cog
nitive Sciences 2020, 24 (2), 124-134. https://doi.org/10.1016/j.
tics.2019.11.012.

35.Bentham, J. The Collected Works of Jeremy Bentham: Deontology.
Together with a Tuble of the Springs of Action and the Article on
Utilitarianism; Clarendon Press, 1983.

36.Mill, J. S. Utilitarianism; Parker, Son, and Bourne, 1863.

37 Bellefleur, O.; Keeling, M. Utilitarianism in Public Health;
National Collaborating Centre for Healthy Public Policy: Mon-
tréal, Québec, 2016.

38.Bak, C.; Priniski, J.; Holyoak, K. Representations of Health and
Wellness on Instagram: An Analysis of 285,000 Posts; 2020.
https://doi.org/10.31234/0sf.io/6nxvu.

39.Tylka, T. L.; Wood-Barcalow, N. L. The Body Appreciation Scale-
2: Item Refinement and Psychometric Evaluation. Body Image
2015,12, 53-67. https://doi.org/10.1016/j.bodyim.2014.09.006.

40.Rosenberg, M. Society and the Adolescent Self~Image; Princeton
University Press: Princeton, NJ, 1965.

41.Gibbons, F. X_; Buunk, B. P. Individual Differences in Social
Comparison: Development of a Scale of Social Comparison Orien
tation. Journal of Personality and Social Psychology 1999, 76 (1),
129-142. https://doi.org/10.1037/0022-3514.76.1.129.

42 Instagram Help Center: Data Policy. https://help.instagram.
com/519522125107875/?maybe_redirect_pol=0 (accessed 2022
-03-10).

43.Rosenberg, M. Conceiving the Self,; Krieger: Malabar, FL, 1986.

44.Guess, A.; Munger, K.; Nagler, J.; Tucker, ]. How Accurate Are
Survey Responses on Social Media and Politics? Po/itical Commu
nication 2019, 36 (2), 241-258. https://doi.org/10.1080/10584609

2018.1504840.
m Author

Lauren Sonneborn is a senior at The Hotchkiss School in
Lakeville, CT. Her academic interests include applied eth-
ics, social psychology, and literary analysis. Lauren hopes to
continue exploring the role of ethics in modern society and
institutions, including social media.

63

DOI: 10.36838/v4i5.10





