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Abstract

Background: Instagram is a social media platform based on photos and videos that encourages interaction and comparison
between users. Its growing popularity, especially among young people, has generated interest in the impact its use can have on
users´ mental health, specifically on their self-esteem and degree of satisfaction with their own body image.

Objective: We aimed to analyze the relationships between the use of Instagram, both the hours of daily use and the type of
content viewed, and self-esteem, tendency to make physical comparisons, and satisfaction with body image.

Methods: In this cross-sectional study, we recruited 585 participants aged between 18 years and 40 years. Individuals who were
interested in participating but had a personal history of eating disorders or had previously been diagnosed with a psychiatric
disorder were excluded. The assessment tools consisted of (1) a questionnaire that collected sociodemographic data and Instagram
use variables and was created by the research team specifically for this study; (2) the self-esteem scale by Rosenberg; (3) Physical
Appearance Comparison Scale-Revised (PACS-R); and (4) Body Shape Questionnaire (BSQ). The recruitment and evaluation
processes were carried out in January 2021.

Results: Of the participants, 234 (234/585, 40%) used Instagram less than 1 hour a day, 303 (303/585, 51.8%) used Instagram
between 1 hour and 3 hours a day, and 48 participants (48/585, 8.2%) used it more than 3 hours per day. We found statistically
significant differences (P<.05) between the 3 groups in the scores obtained on the self-esteem test by Rosenberg, PACS-R, and
BSQ. Participants who spent more time on Instagram had higher levels of body dissatisfaction, greater comparisons of physical
appearance, and lower self-esteem. Moreover, we analyzed the relationship between the score obtained on the different scales
and the types of content viewed, with no differences between those who mainly viewed professional content and those who
primarily consumed fashion and beauty or sport and nutrition content.

Conclusions: The results of this study indicate that the use of Instagram is associated with poorer body image satisfaction and
self-esteem, mediated by the tendency to compare physical appearance in relation to the daily duration of Instagram use.
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Introduction

Currently, there are approximately 3.5 billion active users on
social media around the world [1]. The Internet has
revolutionized the way people communicate, interact, and obtain
information, no longer serving as resources only for younger
users but instead having extended to other age groups [2]. Unlike
traditional media, social media content is mostly generated by
peers, so that users are simultaneously both receivers and
sources of information [3].

Instagram is a social media platform based on photos and videos
with a higher percentage of use among young adults between
18 years and 34 years of age, as well as women [4-7]. The
platform allows users to upload photos that emphasize their
physical attractiveness, which prior to posting can be edited
using filters that are provided by the application [4]. As a
consequence, there is an impact on stereotypes, beauty standards,
and body image, especially among Instagram’s youngest users,
who are the most susceptible [8]. This is due to the many
opportunities that the platform offers to make comparisons
between different users [6,9] caused by the wide variety of
celebrities and peers who share idealized photographs of
themselves [3,4].

Instagram’s growing popularity, the highly visual nature of
published content, and the tendency of users to make
comparisons, both in terms of appearance and other aspects of
their lifestyles on display, have sparked great interest among
researchers in investigating its relationship with user
dissatisfaction, body image, and self-esteem. However, despite
the proliferation of Instagram’s use, literature remains divided
regarding the potential impact of social media, particularly
regarding image-based platforms.

Moreover, most of the studies that have investigated the
relationship between social media, self-esteem, and body image
are mainly based on the use of Facebook [4,6-13]. Facebook
has been the most widespread platform worldwide with the
largest number of users [6,14]. However, the use of other social
networks such as Instagram has increased dramatically in recent
years [9,10,15]. These other platforms offer more diverse
interaction and the ability to edit images, with a highly aesthetic
and visual nature of their published content [6,9,12]. This new
format can yield more relevant results in this field
[3,5,10-12,16].

Holland and Tiggemann [16] concluded that the increase in the
use of social media, such as Facebook, is linked to concerns
about body image [14,15]. Moreover, the negative impact on
the perception of body image is more pronounced in the more
visual social media in which users basically post, edit, and
comment on photographs [3-5,12,15]. This engagement, in
particular, allows for the evaluation of both one's own physical
attractiveness and that of others [4]. Recent studies have shown

that greater photographic activity, such as the publication of
photos and stories, along with the observations of photos shared
by other users, is associated with greater vigilance over the
body, internalization, the desire to achieve the ideal of thinness,
and dissatisfaction with one’s own weight and body shape
[6,10,15,17].

The aim of this study was to analyze the relationships between
the use of Instagram, both the hours of daily use and the type
of content viewed, and self-esteem, tendency to make physical
comparisons, and satisfaction with body image. Finally, we
hypothesized that participants with more hours of Instagram
use as well as those who mainly follow fashion, beauty, sports,
and nutrition accounts will be those with the lowest self-esteem,
greatest tendency to make physical comparisons, and least
satisfaction with their body image.

Methods

Design and Participants
In this cross-sectional, observational study, the target population
consisted of Instagram users. The inclusion criteria were (1)
age between 18 years and 40 years; (2) being an Instagram user;
(3) Spanish nationality; and (4) favorable informed consent by
the participant (sent electronically). Individuals who were
interested in participating but who had a personal history of
eating disorders or had previously been diagnosed with a
psychiatric disorder were excluded. The study was mainly
publicized through the Instagram account of one of the authors
(RMMR), who is an influencer on Instagram and had more than
85,000 followers at the time of the study. In addition, the
followers of this account and another of the authors (IAF) shared
it with people potentially interested. All individuals interested
in participating were given the survey to collect
sociodemographic data and data related to Instagram use, as
well as information related to the inclusion and exclusion criteria
of the study. Thus, of the 680 individuals who filled out the
survey, only 585 met the criteria to participate because the rest
of participants did not answer the questionnaire completely or
met an exclusion criterion. The recruitment process was carried
out during the month of January 2021.

Assessment Instruments and Variables Considered
We used the following measurement instruments: (1)
questionnaire collecting sociodemographic data and Instagram
use variables created by the research team specifically for this
study; (2) self-esteem questionnaire by Rosenberg [18]; (3)
Physical Appearance Comparison Scale-Revised (PACS-R);
and (4) Body Shape Questionnaire (BSQ). The
sociodemographic data questionnaire collected information
regarding age, gender, employment status, marital status, number
of children, education level completed, and socioeconomic
status. Regarding the use of Instagram, we collected information
concerning the number of hours of daily use, number of
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followers, number of accounts followed by the participant, and
number of posts and stories published per week. Likewise, we
classified the content visualized by the participant into 4
categories: (1) fashion and beauty (eg, content related to clothes,
makeup, accessories, hairstyles, creams), (2) professional
matters (posts related in some way to work), (3) sports and
nutrition, and (4) others (any content that did not belong to the
previous categories was classified as others).

The self-esteem test by Rosenberg [18] is among the most
widely used scale for measuring global self-esteem. It evaluates
the perception that the participant has of himself or herself. It
consists of 10 items and a Likert-type response modality ranging
from 1 (strongly disagree) to 4 (strongly agree). Based on the
total score, 3 categories of self-esteem have been established:
high (>30 points), medium (20-30 points), and low (<20 points).
In its original version, it has a reliability of 0.92 and an internal
consistency of 0.72 [18]. The reliabilities for Spanish samples
are above 0.70 [19]. The PACS-R is a self-administered scale
composed of 11 items that measures the frequency with which
the person compares their physical appearance with others in
various social situations [20]. The score on the scale varies
between 0 and 44. It was adapted to Spanish by Senín Calderon
and Rodriguez-Testal [21]. The BSQ is a self-administered
questionnaire adapted to Spanish [22,23]. It is composed of 34
items (statements) that the participant scores between 1
(1=Never) and 6 (6=Always), so the total score of the test varies
between a minimum score of 34 and a maximum score of 204.
According to Cooper et al [23], 4 categories can be established
from the total score based on the extent of body image concerns:
no concern (score <80), slight concern (score between 81 and
110), moderate concern (score between 111 and 140), and
extreme concern (score >141). It is important to note that this
questionnaire is not a screening or diagnostic tool for eating
disorders.

Ethical Considerations
This study received approval from the University of Comillas
Research Ethics Committee and was compliant with the research
ethics principles of the Declaration of Helsinki (7th revision,
2013). Prior to their participation, all individuals gave their
written consent. Nevertheless, we have de-identified the data
to guarantee anonymity.

Statistical Analysis
In the descriptive analysis of the data, the qualitative variables
were summarized with the distribution of frequencies.
Quantitative variables with a normal distribution are presented
as the mean (SD) and, in the case of an asymmetric distribution,
as the median (IQR). The homogeneity of the sample was
observed by comparing the sociodemographic variables with
the variable time of use of categorized Instagram. For the
comparison of qualitative variables, the chi-square test was
used. The comparisons of means between the 2 independent
groups of the type of content viewed on Instagram (professional
vs fashion and beauty plus sport and nutrition) were made using
t tests or nonparametric Mann-Whitney U tests. The comparisons
of means between the 3 independent groups of the duration of
Instagram use (<1 hour, 1-3 hours, and >3 hours) were made
with analyses of variance (ANOVAs) or nonparametric

Kruskal-Wallis tests for asymmetric variables. A multiple linear
regression model was used to explore the association between
daily Instagram use in hours and each of the dependent variables
(total BSQ, self-esteem scale, and total PACS-R). For each of
the outcome variables, the gross and adjusted effects for sex,
job, educational level, number of followers, and number of
stories uploaded weekly were calculated. For all tests, a
significance value of 5% was accepted. Data processing and
analysis were performed using the statistical software SPSS
v.26 (IBM Corp).

Results

Characterization of the Participants Based on the Daily
Length of Instagram Use
Our sample was composed of 585 participants aged between
18 years and 40 years. As shown in Table 1, 234 of the 585
participants (40%) used Instagram less than 1 hour a day, 303
(51.8%) used Instagram between 1 hour and 3 hours a day, and
48 participants (8.2%) used Instagram more than 3 hours per
day. Concerning the demographic characteristics of the
participants, we found statistically significant differences
between groups in gender (P=.02), employment status (P=.02),
and educational level (P=.01). Women predominated over men
in the 3 groups, but this predominance was greater in the group
that reported using Instagram more than 3 hours per day (45/48,
94%) than in the group that reported using it less than 1 hour a
day (191/234, 81.6%). Statistically significant differences were
also found in the proportion of employed participants among
the 3 groups. The percentage of employed workers in the group
that reported using Instagram less than 1 hour a day (150/234,
64.1%) was higher than in the group that reported using it more
than 3 hours a day (24/48, 50%). We also found statistically
significant differences between the 3 groups in educational
level. The percentage of participants with a college degree
(170/234, 72.6%) was higher in the group with less daily use
of Instagram, while the percentage of participants who had only
completed the obligatory studies was higher (9/48, 19%) in the
group that reported more than 3 hours of daily Instagram use.

Moreover, we studied the pattern of use and the user
characteristics based on the duration of use (Table 2). We found
statistically significant differences in the number of accounts
followed and in the number of stories published per week
between the 3 groups. The group of participants who reported
using Instagram for at least 3 hours a day followed an average
of 729 accounts, while the group of participants who reported
using Instagram for less than 1 hour a day followed an average
of 475 accounts. On the other hand, we found differences in the
number of stories published among the different groups. In the
group that made the most daily use of Instagram, the percentage
of users who published more than 5 stories a week was higher
(12/48, 25%) than that of the group who used Instagram less
than 1 hour a day (20/234, 8.5%). However, we did not find
statistically significant differences between the 3 groups in the
number of followers or in the number of weekly posts published
nor did we find differences in terms of the type of content
visualized.
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Table 1. Sociodemographic characteristics of the participants according to the duration of daily Instagram use.

P valueDuration of daily Instagram useTotal sample (n=585)Variables

>3 hours (n=48)1-3 hours (n=303)<1 hour (n=234)

.9925.1 (5.2)26.8 (5.9)27.1 (5.9)26.8 (5.9)Age (years), mean (SD)

.0245 (93.8)269 (88.8)191 (81.6)505 (86.3)Gender (female), n (%)

.0224 (50.0)160 (52.8)150 (64.1)334 (57.1)Currently employed (yes), n (%)

.696 (12.5)29 (9.6)20 (8.5)55 (9.4)Children (yes), n (%)

.01Educational level, n (%)

13 (27.1)30 (9.9)31 (13.2)74 (12.6)High school/VTa

9 (18.8)48 (15.8)33 (14.1)90 (15.4)Middle school

26 (54.2)225 (74.3)170 (72.6)421 (72.0)College degree

.71Marital status, n (%)

19 (39.6)136 (44.9)107 (45.7)262 (44.8)Single

24 (50.0)127 (41.9)98 (41.9)249 (42.6)In a relationship

4 (8.3)35 (11.6)28 (12.0)67 (11.5)Married

1 (2.1)5 (1.7)1 (0.4)7 (1.2)Divorced

.16Socioeconomic status, n (%)

7 (14.6)20 (6.6)9 (3.8)36 (6.2)Low

29 (60.4)186 (61.4)137 (58.5)352 (60.2)Medium

11 (22.9)92 (30.4)84 (35.9)187 (32.0)Medium-high

1 (2.1)5 (1.7)4 (1.7)10 (1.7)High

aVT: vocational training.

Table 2. Characterization of the participants’ use of Instagram based on the daily duration of use.

P valueDuration of daily Instagram useTotal sample (n=585)Variables

>3 hours (n=48)1-3 hours (n=303)<1 hour (n=234)

.07612.0 (329.0-1211.0)500.0 (250.0-760.0)326.0 (169.0-615.5)430.0 (218.0-700.5)Number of followers, mean (range)

<.001729.5 (522.0-990.0)600.0 (357.0-866.0)475.0 (300.0-749.0)583.0 (349.5-825.5)Number of accounts followed, mean (range)

.0816 (33.3)64 (21.1)44 (18.8)124 (21.2)Posts per week (≥1), n (%)

<.001Stories per week, n (%)

9 (18.8)92 (30.4)104 (44.4)205 (35.0)0

27 (56.3)175 (57.8)110 (47.0)312 (53.3)1-5

12 (25.0)36 (11.9)20 (8.5)68 (11.6)>5

.69Visualized content, n (%)

31 (64.4)190 (62.7)144 (61.5)365 (62.4)Fashion and beauty

10 (20.8)76 (25.1)59 (25.2)145 (24.8)Professional

6 (12.5)19 (6.3)19 (8.1)44 (7.5)Sport and nutrition

1 (2.1)18 (5.9)12 (5.1)31 (5.3)Othersa

aTravel, landscapes, gastronomy, humor, and motor.

Finally, we analyzed the relationship between the time spent
on Instagram and satisfaction with body image, self-esteem,
and the tendency to compare oneself with others (Table 3). After
adjusting for the variables that we identified as different between
the 3 groups (gender, employment, educational level, number

of accounts followed, and number of stories published per
week), we found that those participants who used Instagram
between 1 hour and 3 hours or more than 3 hours had higher
scores on the BSQ: that is, the greater the daily use of Instagram,
the greater dissatisfaction with body image. Likewise, we found

JMIR Form Res 2023 | vol. 7 | e42207 | p. 4https://formative.jmir.org/2023/1/e42207
(page number not for citation purposes)

Alfonso-Fuertes et alJMIR FORMATIVE RESEARCH

XSL•FO
RenderX

http://www.w3.org/Style/XSL
http://www.renderx.com/


that those participants with more hours of daily Instagram use
had higher scores on the PACS-R. Finally, we also found a
relationship between the use of Instagram and self-esteem. Those
participants with more hours of Instagram use tended to have

lower self-esteem. In fact, we found that participants who
reported using Instagram for more than 3 hours per day scored
significantly lower than those participants who used Instagram
for less than 1 hour per day.

Table 3. Comparison between body dissatisfaction, self-esteem, and physical appearance comparison with length of daily use of Instagram adjusted
by gender, employment status, educational level, number of accounts followed, and number of stories published weekly.

P valueβ (95% CI)aDaily duration of Instagram useQuestionnaire

Body dissatisfaction (BSQb)

.027.75 (1.08 to 14.42)Between 1 hour and 3 hours

<.00128.08 (15.81 to 40.35)More than 3 hours

Self-esteem

.95–0.03 (–1.11 to 1.04)Between 1 hour and 3 hours

.005–2.84 (–4.82 to –0.86)More than 3 hours

PACS-Rc

.0462.22 (0.41 to 4.40)Between 1 hour and 3 hours

.0045.91 (1.90 to 9.92)More than 3 hours

aReference category: <1 hour.
bBSQ: Body Shape Questionnaire.
cPACS-R: Physical Appearance Comparison Scale-Revised.

Characterization of the Participants Based on the Type
of Content Visualized on Instagram
Based on the content viewed on Instagram, we classified the
participants into 2 groups: those who mainly viewed professional
content and those who viewed content related to fashion and
beauty plus sports and nutrition (Table 4). Interestingly, we
found statistically significant differences in several variables
between groups. The mean age was significantly older in the
group that preferentially viewed professional content than in
the group that viewed fashion and beauty. Women clearly
predominated in both groups but were more prominent in the
group that viewed professional content. Participants with
children were a minority in both groups, but in the group that
predominantly viewed professional content, they outnumbered
the other group by 3 times.

Regarding the type of user and pattern of use of the platform,
we found that users who preferably viewed beauty and fashion
content had significantly more followers than users who viewed
basically professional content (Table 5). Likewise, they also
followed more accounts. However, there were no significant
differences between the 2 groups in the number of posts and
stories published weekly.

Moreover, we analyzed the relationship between the score on
the different scales (self-esteem test by Rosenberg, PACS-R,
and BSQ) and the type of content viewed, without finding
differences in the scores obtained between those participants
who basically viewed professional content and those who
primarily viewed beauty and fashion content.
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Table 4. Sociodemographic characteristics of the participants according to the type of content viewed on Instagram.

P valueFashion and beauty plus sports and nutrition (n=409)Professional (n=145)Variables

<.00125.61 (5.37)29.42 (6.33)Age (years), mean (SD)

.006347 (84.8)136 (93.8)Gender (female), n (%)

.26226 (55.3)88 (60.7)Currently employed (yes), n (%)

<.00125 (6.1)30 (20.7)Children (yes), n (%)

.03Educational level, n (%)

49 (12.0)19 (13.1)High school/VTa

74 (18.1)13 (9.0)Middle school

286 (69.9)113 (77.9)College degree

<.001Family status, n (%)

199 (48.7)48 (33.1)Single

175 (42.8)62 (42.8)In a relationship

31 (7.6)32 (22.1)Married

4 (1.0)3 (2.1)Divorced

.03Socioeconomic status, n (%)

24 (5.9)12 (8.3)Low

235 (57.5)99 (68.3)Medium

142 (34.7)32 (22.1)Medium-high

8 (2.0)2 (1.4)High

aVT: vocational training.

Table 5. Characterization of the participants’ use of Instagram based on the type of content viewed on Instagram.

P valueFashion and beauty plus sport and nutrition (n=409)Professional (n=145)Variables

<.001500.0 (287.0-758.0)250.0 (113.5-500.0)Number of followers, mean (range)

.02600.0 (385.0-831.0)450.0 (250.0-800.0)Number of accounts followed, mean (range)

.1279 (19.3)37 (25.5)Posts per week (≥1), n (%)

.27Stories per week, n (%)

134 (32.8)58 (40.0)0

230 (56.2)71 (49.0)1-5

45 (11.0)16 (11.0)>5

Discussion

Main Findings
This study raises awareness of the impact of Instagram use on
self-esteem, body dissatisfaction, and tendency for
self-comparison. In the first place, the results of this study show
that the users who spent more time on Instagram (especially the
group that used the platform more than 3 hours a day) were
those who had higher levels of body dissatisfaction, greater
comparisons of physical appearance, and lower self-esteem.
However, the type of content viewed did not affect the score
on the questionnaires.

Social Comparison, Gender, and Time Spent on
Instagram
Instagram is used to a greater extent by women, who are more
likely to use the platform to make self-comparisons than men
[24]. Moreover, women tend to spend more time observing
people of the same sex than men, so they may be more
vulnerable to the evaluations that other users make of their posts
or publications [12,25]. In addition, they have traditionally been
more exposed to beauty and image advertisements that shape
the conceptualization of ideal female beauty and create
stereotypes that are increasingly unrealistic, promoting female
body dissatisfaction [9,26]. Mclean et al [27] found that women
who regularly shared photos of themselves on social media also
showed greater internalization of thinness ideals and
dissatisfaction with their body image.
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Moreover, in our study, women engaged more with Instagram
than men, and further, they engaged more intensely with the
platform. However, the gender factor was controlled in this
study when assessing whether the length of time spent using
the platform determined variation within the clinical scales. In
fact, the most relevant finding was the relationship between the
time users spent on Instagram and the score obtained on the
scales, which suggests that participants with higher levels of
body dissatisfaction, a greater comparison of physical
appearance, and lower self-esteem were those who spent more
time using Instagram. Indeed, on average, participants who used
the platform for more than 3 hours a day scored 28.08 points
higher on the BSQ, 2.84 points less on the self-esteem scale,
and 2.22 points higher on the scale measuring one’s tendency
to compare physical appearance. These results are relevant from
a clinical point of view. A previous study in which 3825
adolescents were followed for 4 years found the longer the time
spent using social media, the lower self-esteem and emotional
well-being they showed [28]. This association does not seem
to have anything to do with the screen time, since other screen
uses, such as time spent playing video games, were not
associated with lower self-esteem or greater emotional distress
[28]. Based on the upward social comparisons, it might be
possible that repeated exposure to idealized images lowers
self-esteem and worsens mental well-being, but this is not the
case with other, different platforms such as those related to
video games. Furthermore, heavier users of Instagram with
lower self-esteem appear to be more negatively affected by their
time spent on social media, potentially by how the content
viewed affects them. In addition, it has been demonstrated that
mood level affects the content selection [29].

Furthermore, our results are consistent with research findings
that explored this same relationship with other visual platforms
such as Facebook, stating that greater use of the platform was
related to higher levels of body dissatisfaction and body
vigilance among pre-adolescent girls [30] and university students
[14,31]. Additionally, studies carried out by Tazghini and
Siedlecki [32] and Faraon and Kaipainen [33] showed that
greater Facebook use was associated with worse psychological
well-being and self-esteem. In relation to Instagram, the study
by Sherlock and Wagstaff [11] found that time spent on
Instagram was associated with low self-esteem, general and
physical appearance anxiety, and body dissatisfaction among
women. In addition, the work by Fardouly and Vartanian [14],
along with that of Feltman and Szymansky [31], showed that
regularly comparing physical appearance with others mediated
the relationship between the use of social networks and changes
in body dissatisfaction. Additionally, time spent exposed to the
content of others seemed to predict or explain, in part, users’
low self-esteem. This was reflected in the study by Vogel et al
[34] that concluded that those who maintained greater exposure
to Facebook tended to show worse self-esteem.

This phenomenon can be explained by means of Festinger's
Theory of Social Comparison, which postulates that, when
people lack an objective point of reference to determine their
own progress and social position, they often evaluate themselves
through comparisons with others they consider relevant [4,9].
For this reason, a growing body of research argues that social

comparison processes mediate the association between social
media use and body image concerns [6,15]. On Instagram, there
are greater opportunities to make comparisons, whereby
individual users tend to perceive themselves more negatively
[4,6,14,35]. Possible discrepancies that users may find between
their bodies and ideals of beauty can impact perceptions of body
dissatisfaction, as well as generate low self-esteem [36].
Additionally, the influence of these observed behaviors increases
when they are perceived by individuals they consider
outstanding and relevant, as explained in Bandura's Theory of
Social Cognition [10]. Thus, the ideal of thinness shown in
population imagery on social media networks can promote
changes in dietary behavior and body dissatisfaction [37].
Specifically, on Instagram, peers become sources of vicarious
learning, meaning that learning from behavioral observation or
from factual information allows users to learn about editing
techniques, evaluation standards among peers, feedback
expectations, and evaluation as evidenced by the number of
followers users have or the likes needed to validate their physical
beauty [37-39].

Relevant Factors Beyond the Time of Use
There is controversy as to what other factors, in addition to the
length of use, may be related to satisfaction with body image,
self-esteem, and the tendency to make physical comparisons.
According to our results, the type of content viewed does not
seem to be an influential factor. Moreover, previous studies
have highlighted that an active disposition in the use of social
media (ie, publishing photos, posts, or videos) can be protective,
while a passive attitude in which the user is barely a content
consumer has been associated with worse general health
indicators [40,41]. Interestingly, something similar has also
been described in other areas. For example, people who spend
many hours watching television have worse health measures,
while those who cultivate hobbies that require some type of
effort have greater life satisfaction, quality of life, and cognitive
performance [42,43]. On the other hand, previous research
suggests positive consequences of active social networking that
can lead to enhanced social capital and a sense of belonging
[44-46]. On the other hand, passive use often leads to more
harmful effects such as low self-esteem and reduced satisfaction
with life [44,45,47]. However, regarding incorporation of the
Passive and Active Use Measure, this might be difficult to
accomplish since these categories are not mutually exclusive.
Essentially, users can be both active and passive—even during
the same online session. Thus, it is impossible to divide
respondents into mutually exclusive groups. Moreover, for those
with an active role, we did not differentiate among those who
are more involved in selfie images or those who are more
engaged in other kinds of content (ie, knowledge, professional,
travel).

Previous research postulates that exposure to appearance-based
images in the media negatively affects women's body image
and self-esteem [3,11,48,49] . These results are surprising and
may also have to do with how health campaigns in fashion and
image are evolving on social networks, such as those known as
“body positivity,” a growing social media trend that seeks to
challenge dominant societal appearance ideals and promote
acceptance and appreciation of all bodies and appearances, as
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well as self-compassion [5,35,50,51] . These movements that
have emerged on social networks in recent years have especially
grown during the pandemic, which might have influenced our
data.

However, regarding the type of content consumed, we found
that people who follow professional content are significantly
older than those who consume fashion and beauty content.
Likewise, a greater percentage of people with higher education
was observed among those who followed work and interest
accounts (113/145, 77.9%) compared with those who followed
fashion and beauty accounts (286/409, 69.9%), in addition to a
lower percentage of single users among those who followed
work and interest accounts (48/145, 33.1%) compared with
those who followed fashion and beauty accounts (199/409,
48.7%). Additionally, there was a higher percentage of users
with children among those who followed professional accounts
(30/145, 20.7%) than those who followed fashion and beauty
accounts (25/409, 6.1%). Last, those who followed fashion and
beauty accounts had more followers than those who followed
professional accounts. All these sociodemographic variables
could also explain the heterogeneity found in our sample in
terms of Instagram use.

Strengths and Limitations
Our study is the first to analyze the relationship between the
use of Instagram in terms of time spent and type of content
viewed with self-esteem, satisfaction with body image, and the
tendency to make physical comparisons. The participant
recruitment methodology using Instagram is novel, among other
reasons, because few professionals with clinical practice and
research activity are also successful influencers on Instagram.
However, it seems to us an advantage since it allows us to study
a homogeneous and representative Spanish sample. However,

our study has some limitations that may affect the interpretation
of the results. First, given that our study was cross-sectional, it
was not possible to determine whether it was the time users
spent on Instagram that led to greater body dissatisfaction and
worse self-esteem or whether it was users’ concerns with their
appearance prior to using Instagram that has resulted in greater
time spent on the platform. Second, we did not carry out a
clinical characterization nor did we carry out a psychological
profile of the participants, which is relevant because, in previous
studies, certain personality traits were predisposed to internalize
ideals transmitted over media [52]. Third, it is worth mentioning
that many of the items included in the BSQ scale were developed
for people with eating disorders as well as validated in women.
This could therefore lead to bias in the results in male
participants. Finally, the population studied in this work had
the same nationality, belonged to the same age group, and was
interested in mental health (since they found out about this study
by following this type of content on social networks), so future
studies will determine if the results found in this work can be
extrapolated to other populations.

Conclusions
The results of this study indicate that the use of Instagram is
associated with poorer satisfaction with body image and
self-esteem, mediated by the tendency to compare physical
appearance in relation to the duration of use. Although most
studies have focused on women, due to the great pressure that
the media and social media have exerted on women’s body
image, this study shows that, even though women present with
higher levels of body image dissatisfaction and lower
self-esteem, Instagram has potential negative effects on both
genders. Together, there are still many open questions on how
social media affects people’s views on themselves and others,
and future research may include more specific analysis.
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