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Abstract

Aim: The present study sought to provide a greater understanding of the effects of social media

usage on body satisfaction and self esteem in muslim females within an irish context. Previous

research has shown that increased social media usage is significantly correlated with decreased

levels of body satisfaction and self esteem. The present study sought to expand on previous

literature by investigating the impact on muslim females compared to non-muslim females, due

to the gap in literature.Method: Three questionnaires were administered to the participants

(n=187) through social media, which consisted of The Body Esteem Scale, The Rosenbery

Self-Esteem Scale, and The Perceived Discrimination Scale. Results: Results of a standard

multiple regression analysis showed that higher social media usage was significantly associated

with lower levels of self esteem and body satisfaction. Follow up independent t-tests showed that

muslim females scored lower than non-muslim females in self esteem and body satisfaction.

Conclusion: Findings further illustrate the detrimental effects of excessive social media use

supporting a large body of research. Although, this study challenges previous research, in that

veiled muslim females experience lower levels of self esteem and are generally more dissatisfied

with their bodies. Findings have important implications from a societal and personal level which

are discussed. Also note when referring to muslim women throughout the study we are referring

to “veiled” muslim women.
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Introduction

For the past several years, the attire in which a Muslim female chooses to dress has been

a heavily discussed and controversial topic. Prior research indicates females wearing the hijab

(religious head covering) had a negative impact on how others perceive them (Byng, 2010),with

muslim females reporting more aggressive attitudes and discriminatory acts against them in

comparison to non hijab wearing females (Everett et al., 2014). Muslim females have been

negatively portrayed in the media, with Terman (2017) reporting a higher chance of media

coverage on issues pertaining to the violation of women's rights in the middle east in comparison

to womens rights in other societies that are respected. Furthermore, with the increasing presence

of social networking sites such as Facebook, Twitter and Instagram, the rate of cyberbullying

towards muslim women has increased significantly in the past few years; which can lead to

virtual and physical world attacks with muslim females being more likely to be harrassed (Awan

& Zempi, 2016). Cyberbullying is a global health issue with the potential to affect the

development from adolescence to young adulthood. Within a decade, the percentage of

cyberbullying towards young adults aged between 18 and 29 years of age, who use social

networking sites, increased from 9% to 89%, from 2004 to 2014 (Gahagen, Vaterlaus, & Frost,

2016). Facebook and Instagram held the largest engagement with 71% and 53% respectively

(Duggan et al., 2015). As adolescents and young adults are most susceptible to social media

(Vaterlaus, Patten, Roche & Young, 2015), excessive social media use results in low levels of

self esteem and body satisfaction in users (Lee, Z. W. Y., & Cheung, C. M. K. 2014). This is

greatly influenced by the “thin” standard of beauty hugely displayed on social networking sites

(Harper, Tiggemann, 2008). Extensive research is therefore required on the variables affected by

social media and the effects they may have on muslim females. This review aims to investigate
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the relationship that social media sites and discriminative tendencies have on perceived self

esteem and body satisfaction, while also comparing religious factors.

Social comparison theory, first developed by psychologist Leon Festinger (1954),

revolves around the idea that individuals determine their own social and personal worth based on

how they measure up to others. This theory suggest that individuals compare oneself against

other to enhance certain aspects of ones life, using two different forms of social comparisons,

social comparisons of ability and social comparisons of opinion. Social comparison is an

important characteristic within an individuals social life due to its competitive nature. Social

comparisons of ability relate to the comparisons of achievements against others, and due to this,

this process is very competitive in nature. Inversely, social comparisons of opinion revolves

around beliefs attitudes and most importantly thoughts,therefore, lacking the competitive aspect

as with opinion there is no right or wrong opinion. Although, individuals engage in this in order

to find out whether their opinions and attitudes are socially acceptable. The social comparison

process involves comparison with own peer groups or individuals whom we find similar. This

process involves upward social comparison and downward social comparison in relation to

attitudes and abilities within our competition. Upward social comparison takes place when an

individual compares oneself with other whom they believe have achieved greater or “more” in

their lifetime. In contrast, downward social comparison is the process of comparison with

individuals “worse” than themselves. Later research has shown that although this process

increases motivation, it also increases a form of guilt within the individual(Leahey & Crowther,

2008).

As a results of the rise of social networking sites, social comparison behaviours are

taking place at a rapid rate, illustrating the negative impact SNS have on social well-being.
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(Verduyn, Gugushvili, Massar, Täht & Kross, 2020). With this increasing presence, it is

important to investigate the effects of sites such as Facebook, Instagram and Twitter on the

emotional state of females. Social media use has become a popular tool for social interaction

between individuals. Social media is typically accessed daily with the average time of 144

minutes spent per day (Georgie, 2020), which risks overexposure of upward comparison to

social media influencers. With the rise of marketing opportunities through such networking sites,

there has been an increase in reinforcement of the “thin” ideal of beauty (Volonté, 2017). This is

shown through the large numbers of thin Instagram models promoting weight loss pills,

unhealthy dieting, and excessive exercise regimes(Ahrens et al., 2022). Woods & Scott (2016)

found that individuals who are emotionally invested in social media experience several

consequences such as poorer sleep quality, lower self- esteem levels and anxiety. With social

media becoming a heavily researched area within the last two decades, it is very prevalent from

prior studies that internet addiction is seen as having the same pattern to drug addiction (Sholeh

& Rusdi, 2019). Findings show that social media use is a significant factor of disordered eating

behaviours in females, as a result of unrealistic beauty ideals glamorized by the media(Dane &

Bhatia, 2023). Such disordered eating habits are rapidly increasing among females in their

twenties (Aparicio-Martinez et al., 2019). Early research has shown adolescent females as young

as 13 showing increased levels of body dissatisfaction when shown images of “thin” women

(Hargreaves & Tiggemann, 2003). It is clear that the exposure of appearance focused media may

lead to body image disturbances in women (Bell & Dittmar, 2011). This is strongly influenced by

the ideal of beauty being a young, white, underweight female, with de Freitas, Jordan & Hughes,

(2018) illustrating low levels of body diversity among models in fashion magazines. These

findings may be still pertinent today as there has been little impact of body diversity in print
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media such as magazines (de Freitas, Jordan & Hughes, 2018). Mere “exposure to thin-ideal

media images may contribute to the development of eating disorders by causing body

dissatisfaction, negative moods, low self-esteem, and eating disorders symptoms among

women”(Hawkins, Richards, Granley & Stein, 2004). One study explored the female perception

of “thin” models and the effects on body satisfaction. Participants were shown an advertisement

of 1. A “thin” model advertising a body cream with a neutral slogan, 2. An average model with a

neutral slogan, and 3. An average model with an accepting slogan (designed to show acceptance

of any deviations of the social norms in regards to size). Results showed higher levels of body

dissatisfaction in females with initial body satisfaction, when shown the “thin” model in

comparison to the “average” sized model (Rodgers & Chabrol, 2009). These findings clearly

illustrate how females constantly desire the “thin” body shape as it is considered more attractive.

Furthermore, current research indicates that there is a connection between excessive social media

use and the deterioration of mental health within emerging adults (Rasmussen, Punyanunt-Carter,

LaFreniere, Norman & Kimball, 2020).

Body image is a subjective construct that differs for each individual. Schilder (1999)

states that body image is “ the picture of our own body which we form in our mind, that is to say,

the way in which body appears to ourselves”. Physical beauty is strongly embedded in females

from a young age, with females desiring the “thin” standard of beauty (Bessenoff, 2006).

Instagram specifically, has seen to have had extremely negative effects on body image issues

within females (Brown & Tiggemann, 2016). Females are seen using unhealthy “dangerous”

behaviours to try replicate the thin ideal of beauty (Benton & Karazsia, 2015). This is evident as

there has been a rise in pro-ana or pro anorexia websites, which arguably glamorize the condition

of anorexia, with an obsession of attaining a slender, “skeletal” figure (Ging & Garvey, 2017).
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Such websites are set up by anorexic individuals that have no wish of receiving any stabilizing

treatment. Adolescents and young adults have been shown to be more influenced by negative

body image than others (Meier, & Gray, 2014). Hawkins et al (2004), through viewing of images,

managed to induce higher levels of anorexic symptomology in young females. One particular

study conducted by Dittmar and Howard (2004) found that describing images as “average”, or

slightly overweight, lead to participants reporting lower levels of body dissatisfaction , therefore,

suggesting greater use of “average” models may lead to higher levels of body satisfaction within

the female population. The author also found that “average” models described as attractive were

seen to be as effective as thin models in advertising. Multiple studies have shown that, within

muslim women, it has been found that body image is significantly related to religiosity(Akrawi

et al., 2015). This being said, muslim females with stronger faith revealed low levels of body

dissatisfaction and body self objectification, as well as dietary restrictions, due to the use of

modest clothing and reduced social media consumption (Mussap, 2009; Swami, Miah, Noorani

& Taylor, 2013)

Body satisfaction is a separate construct to body image that simply means the extent to

which an individual is content with their body whether it be within the social norm or not.

Females are reported to have immediate negative effects when shown female fashion models that

present a thin body type (Pinhas, Toner, Ali, Garfinkel & Stuckless, 1999). Attitudes as such are

developed from early childhood, “with girls as young as six desiring a thinner figure” (Dohnt and

Tiggemann, 2006). It is in the late adolescence period that females become very impressionable

and influenced by social media, in turn, body image disturbances are most likely to occur due to

excess weight development as a result of puberty, therefore, leading them away from the “ideal”

standard of beauty (Dittmar et al., 2000). According to clinical standards, up to half of all US and
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UK females are overweight (Dittmar et al., 2009). With the increase of thin models portrayed in

the media and the increase in weight in the general population, higher levels of body

dissatisfaction are evident (Halliwell and Dittmar, 2006). Gabe et al (2008) found that high levels

of media consumption were directly associated with higher levels of body dissatisfaction. Social

media users concerned with outward physical attractiveness orient towards appearance focused

media. Interestingly, Muslim females have reported lower levels of body image issues than did

Christian or atheist females (Wilhelm et al., 2019). Recent findings give insight into how veiled

women (women who wear a headscarf and modest clothing) reported lower levels of “thin ideal

internalization” compared to christian or atheist women (Wilhelm et al., 2019). These results are

dependent on modest clothing, as unveiled muslim women did not reveal differences in results

(Wilhelm et al., 2019).

Self-esteem is defined as “the degree to which the qualities and characteristics contained

in one’s self-concept are perceived to be positive” ("APA Dictionary of Psychology'', 2022).

Research has consistently viewed self esteem in a general sense, with relatively few studies

exploring individual differences. Exposure to thin models on social media may have different

effects on each individual depending on self esteem levels. Highly anxious individuals may sense

a threat to their self esteem when observing an image as such. Inversely, stable individuals

interpret the image in a positive manner allowing them to daydream (Giles, 2010). Another

study predicts that self-esteem levels in adolescence is directly correlated with negative

“real-world” consequences during adulthood, which includes poorer mental and physical health,

worse economic prospects, and higher levels of criminal behavior during adulthood

(Trzesniewski et al., 2006). Although many benefits are associated with social media, one must

take into account the myriad of consequences of excessive use, for example, poor body image
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perception present in adolescents and young adults (A-Z & Tech, 2020). Muslim women are

underrepresented in this field of research, which is observed by the lack of research within this

demographic. Interpersonal discrimination according to Every & Pemodest clothing on various

social media platforms. Interestingly , McKelvy & Chatterjee (2016) rry (2014) was negatively

associated with self esteem in muslim females .

Systematic discrimination is displayed daily with major effects in countries such as

France, regarding the employability, or, lack there of, against veiled muslim females (Thelocal.fr,

2017). French politicians continue to push for new measures to deny veiled women access to

jobs, educational institutions and community life (Daley & Rubin, 2015). Discrimination is

found as being one of the top stressors that Muslim females encounters that threatens one’s

mental health (Hassouneh & Kulwicki, 2007). According to Perry (2013), women are not

particularly vulnerable in regards to hate crime, however, Muslim females, due to their outward

identification, appear to be extremely vulnerable to hate crime and violence. Interestingly, Awan

& Zempi, (2016) concluded that anti muslim hostility is present in both the virtual and physical

world. Comments posted on social networking sites such as Twitter, have an “extremist and

incendiary undertone”, disguised in humour or jokes (Awan, 2014). Although surprisingly, social

media, with it’s downfalls, has created a space of acceptance for muslim females. This is

prevalent as seen by the growing number of muslim self made business owners promoting

reported high levels of integration, as social networking sites allowed for freedom in outward

expression of one’s identity.
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Overview of the findings

Prior research has mainly focused on the effects of social media on self esteem and body

satisfaction in a non muslim female context. Research is therefore required to investigate the

effect, of SNS such as Instagram, Facebook and Twitter have, if any, on muslim females within

the irish context. With this, determining the causes, and preventative measures can aid in the

decrease of body dissatisfaction levels (if any), while increasing self esteem levels in women.

Previous findings have suggested that muslim females have higher levels of self esteem and body

satisfaction, alongside lower body image issues in comparison to non mulsim females, as a result

of modest clothing. However, very little research has been conducted focusing on the impact of

religion as a separate construct (Tolaymat & Moradi, 2011) , regarding muslim women’s body

image, specifically in regards to modesty. In addition, there is a gap in the literature studying the

impact of social media on such issues in regards to muslim females within the irish context.

The current study

Prior studies have either focused on the effects of social media on the general population,

or the gender differences (Pujazon-Zazik & Park, 2010). Unfortunately, little research has been

conducted studying social media and the differences in self esteem and body satisfaction levels

while taking into account different religious beliefs. Therefore, the aim of the current study is to

examine the impact of social media engagement on levels of self esteem and body satisfaction,

while also investigating the differences, if any, between muslim females and non muslim females

among these factors. The sample age range selected was 18 to 60 years. This study is important

as it will help identify the effects of social networking sites on body satisfaction and self esteem ,

as social media is linked to several body image issues (Grabe, Ward & Hyde, 2008). Therefore,

we hypothesise (H1), based on previous literature, that there will be a relationship between the
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predictor variable, social media usage, and the criterion variables, body satisfaction and self

esteem. Hypothesis two, states that muslim women will show higher levels of body satisfaction

and self esteem levels compared to non muslim females . Finally, hypothesis three states that

muslim women will score higher on the Discrimination scale than non muslim women.

Methodology

Participants

The research sample within this study consisted of 187 female participants that came

from Ireland, specifically within County Dublin. Participants were recruited using convenience

sampling through the researchers social media platforms (Facebook, Instagram, Snapchat). This

was also shared voluntarily through participant’s personal accounts for further engagement and

recruitment. This ensured all participants were active social media users, in which they could

therefore provide a more accurate response to the researchers questions. Demographic

information such as age, religion and daily social media use were collected prior to beginning the

survey. Following ethical guidelines, participants willing to take part in this study were required

to be 18 years of age or older. The sample recruited consisted of participants ranging from the

ages of 18 to 51. Participants were also asked to give informed consent before taking part in the

survey. The female participants taking part were required to identify whether they were muslim

or non muslim, as this was the main distinction required within this research.

Materials

The study survey consisted of demographic questions followed by three questionnaires

created using Google Forms, an online survey builder. The demographic questions consisted of

stating the participants age, religion, and hours per day spent on social media platforms. Such

questions were inquired to aid the researcher in answering the research questions at hand.
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The Body-Esteem Scale (BES) (α = .92) developed by Franzoi & Shields (1984), is a

self evaluated 35 item gender specific multidimensional scale designed to measure body esteem

levels in females regarding sexual attractiveness, weight concerns and physical condition, while

measuring sexual attractiveness, upper body strength and physical condition in males. Each item

is measured on a 5-point likert scale, with responses of 1 indicating having strong negative

feelings, and 5 indicating having strong positive feelings towards the stated body part and

function. Calculating the individual score (body esteem score) consists of adding up all the

responses submitted by the participant. Scores range from 35 to 175, with higher scores

indicating more positive feelings, and conversely, lower scores indicating strong negative

feelings towards the participants body and its functions (see Appendix D). The Cronbach's Alpha

was (α = .94 ) which indicates a high level of internal consistency. In addition, 3 body parts and

functions were omitted from this scale due to religious beliefs held by the islamic faith, which

included, sex drive, sex organs, and sex activities, making the scale a 32 item scale. Therefore,

scores within this study will range between 32 and 160.

The Rosenberg Self-Esteem Scale (RSES); Cronbach Alpha: 0.85 to 0.88. (Rosenberg,

1979). The purpose of this self reported, 10 item, uni-dimensional RSE scale is to measure both

positive and negative feelings towards one's self. Participants are asked to record appropriate

answers to statements using a 4-point likert scale, ranging from strongly agree to strongly

disagree. Scoring involves a combination of ratings. This is done by allocating numbers to the

appropriate answer, for example: strongly disagree = 1, strongly agree = 4. Additionally, reverse

scoring is required to recode 5 responses, so that a high score is transformed into the required

corresponding low score within this scale (see Appendix E), due to negatively worded items.

Scores within this scale range from 0 to 30, with scores between 15 and 25 indicating normal
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range, scores below 15 suggesting low self esteem and scores over 25 suggesting high levels of

self esteem. The Cronbach Alpha for the current sample was (α = .87) this suggests a high level

of consistency on this scale. Due to rulings within the islamic faith, three questions belonging to

the Franzoi & Shields (1984) Body Esteem scale were required to be omitted from the study. The

body parts and functions in question are as follows: sex drive (Q26), sex organs (Q28), and sex

activities (Q31). The omission of the aforementioned items was in regards to the following

islamic ruling: “Sex is a private affair between the spouses and should in no case be divulged to

outside party/parties”(Khan & Khan, 2015).

The Perceived Discrimination Scale (PDS) (α = .86) developed by Williams, Yan Yu,

Jackson & Anderson (1997) is a self reported 20-item scale, measuring how often individuals

feel unfairly treated by others on the basis of race, ethnicity, gender, age, religion, physical

appearance, sexual orientation amongst many more. This 20-item scale consists of 2 separate

measures, a 9-point Daily Discrimination Scale (DSS), and an 11-point Lifetime Discrimination

Scale (LDS). The DDS records participants' experiences with unfair treatment on a day-to-day

basis (e.g People act as if they are afraid of you). Participants complete this scale by indicating

on a 4-point scale how often they feel discriminated against, (1 = often; 2 = sometimes; 3 =

rarely; 4 = never). Scoring of this scale requires reverse coding on all items, followed by

summing all scores together, resulting in higher scores indicating more frequent experiences with

discrimination on a daily basis. On a more general outlook, the LDS records how many instances

an individual has been discriminated against over the course of their lives (e.g you were not hired

for a job) (see Appendix F). To score this scale, the researcher must sum up all events of

discrimination, results start at 0 with no maximum score. Higher scores suggest more

experiences of lifetime discrimination. Cronbach’s alpha for the daily discrimination scale was
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(α = .68), indicating good reliability with the current sample. The Cronbach’s alpha for the

Lifetime Discrimination scale was (α = .94) which indicates a high level of internal consistency

for the scale within this sample.

Design

The research design of the present study is a cross sectional design as all data being

gathered was collected at one point in time. The study also employed a survey based approach

adopting a quantitative research analysis. The predictor variable (PV) was social media usage.

There were two criterion variables (CV) which were as follows: Body Satisfaction and

Self-Esteem. For hypothesis two and three, a between- subject design was employed as different

groups (muslim females and non-muslim females) were compared to one another on their levels

of body satisfaction, self esteem, and discrimination.

Procedure

Data was collected through an online questionnaire employing a survey builder, Google

Forms. This questionnaire is an anonymous self report style questionnaire, distributed through

the researchers social media platforms (Snapchat, Instagram and Facebook) using a link.

Majority of the participants were recruited through this method, while a number were recruited

through the sharing of this survey by participants upon completion. When participants decided to

voluntarily take part in this study, they accessed the survey through a link provided in the bio

section of all social media platforms. They were firstly provided with an information sheet

detailing what will be required of the participants (see Appendix A) and information regarding

the benefits, risks, confidentiality, as well as an estimated time frame (10 to 25 minutes) for the

study. Participants were then provided with a consent form and required to “tick” two boxes

stating that they are between the ages of 18 and 60, as well as giving informed consent to
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participating in this study before continuing on (see Appendix B). A briefing form was then

provided to each participant, summarising all points previously made as well as providing the

contact information for the researcher and supervisor of this study (see Appendix C). Once all

steps have been completed, participants are free to begin the questionnaire. The questionnaire

consisted of three sections. Participants were invited to complete the Body Esteem Scale, the

Rosenberg Self-Esteem Scale and the Perceived Discrimination Scale (see Appendix D, E and

F). Each section was accompanied by brief instructions detailing the methods used for answering

every item. Upon completion of these three scales, participants were provided with a debriefing

form where the contact information for my supervisor and myself were, alongside helplines if

any distress had occurred during the survey. Participants were thanked for their time and

participation, as well as encouraged to share the study with individuals eligible to take part (see

Appendix G).

Ethical considerations

All data collected within this study was in accordance with the ethical guidelines of NCI.

Informed consent was a required field necessary to complete before participation. Benefits and

risks of taking part in the survey were clearly outlined twice ( information sheet and debriefing

form) (see Appendix A and G). Participants were under no pressure to take part or complete this

study, which was understood by a “ticking” the box method. Consent was also necessary before

beginning the survey in relation to age and gender, where participants indicated being females

over the age of 18 and under the age of 60. Helplines were provided upon completion of the

questionnaire in the occasion of distress occurring during the study. Participants were informed

that the data collected will be retained for 5 years in accordance with the NCI data retention

policy.
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Results

Descriptive Statistics

Descriptive statistics were performed on a sample of 187 female participants (n = 187).

This consisted of 54% Muslim females (n = 101), and 46% Non-Muslim females (n = 86).

Majority of the sample consisted of 79.67% (n = 149) participants aged between 18-25, 10.7%

(n= 20) aged between 26-30, 5.35% (n = 10) aged between 31-40, and 4.28% (n = 8) aged

between 41-51. There are four continuous variables including, body esteem, self esteem, social

media and discrimination, with mean, median,standard deviation and range scores displayed

below in table 1.

Table 1

Descriptive statistics of all continuous variables, N= 187

M [95% Confidence
Interval]

Median SD Range

Social Media 2.83 [2.64-3.01] 3 1.28 6

Body Satisfaction 107.28 [104.05-110.51] 109 22.38 119

Self-Esteem 27.44 [26.63-28.26] 28 5.64 27

Discrimination 32.89[31.84-33.94] 33 7.26 66

Inferential Statistics

A Pearson’s correlation coefficient was computed to assess the relationship between

Social Media Usage and Body Satisfaction. Preliminary analysis was conducted to ensure no

violation for the assumptions of normality, linearity and homoscedasticity. There was a moderate,

negative correlation between social media usage and body satisfaction (r = -.45, n = 187, p <
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.001). This indicates that the two variables shared approximately 20% of the variance in

common. Results indicate that higher levels of social media usage are associated with lower

levels of body satisfaction. (See Table 2).

The relationship between Social Media Usage and self-esteem was conducted using a

Pearson’s correlation coefficient. Preliminary analysis was conducted to ensure no violation for

the assumptions of normality, linearity and homoscedasticity. There was a strong, negative

correlation between social media usage and body satisfaction (r = -.57, n = 187, p < .001). This

indicates that the two variables shared approximately 32% of the variance in common. Results

indicate that higher levels of social media usage are associated with lower levels of self esteem .

(See Table 2).

A Pearson’s correlation coefficient was conducted to assess the relationship between

Social Media Usage and perceived discrimination. Preliminary analysis was conducted to ensure

no violation for the assumptions of normality, linearity and homoscedasticity. There was a weak,

negative correlation between social media usage and body satisfaction (r = -.25, n = 187, p <

.001). This indicates that the two variables shared approximately 6% of the variance in common.

Results indicate that higher levels of social media usage are associated with lower levels of

discrimination. (See Table 2).

Table 2

Pearson’s correlation between all continuous variables

Variable 1. 2. 3. 4.

1. Social Media Usage 1

2. Body Satisfaction -.449*** 1

3. Self-Esteem -.568*** .616*** 1
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4. Perceived Discrimination -.254*** .134* .136* 1

Note: *p < .05,**p < .01,***p <.001

A standard multiple regression analysis was performed to determine how well social

media usage could be explained by the two predictor variables which include body satisfaction

and self-esteem. Preliminary analyses were conducted to ensure no violation of the assumptions

of normality, linearity and homoscedasticity. Additionally, the correlations between the predictor

variables included in the study were examined. Since no a priori hypotheses had been made to

determine the order of entry of the predictor variables, a direct method was used for the analysis.

The model from table 3 shows that the model explained 33.8% of variance in social media usage

(F(2, 184) = 47.06, p < .001). In the final model both variables were found to uniquely predict

social media usage to a statistically significant level: Body Satisfaction (β = -.16, p = .037), and

Self-Esteem (β = -.47, p <.001) (See Table 3 for full details ).

Table 3

Standard multiple regression model predicting social media usage total score

Variable R² B SE β t p

Model .338

Body Satisfaction -.01 .00 -.16 -2.1 .037

Self-Esteem -.11 .02 -.47 -6.17 <.001

Note: R² = R-squared; β = standardized beta value; B = unstandardized beta value; SE = Standard
error of B; N = 187; *p < .05; **p < .01; ***p < .001

An independent sample t-test was conducted to compare body satisfaction levels between

muslim and non-muslim females. The results revealed there was a significant difference in

scores, with muslim females (M = 103.84, SD = 22.25) scoring lower than non-muslim females



Running Head: SOCIAL MEDIA BODY SATISFACTION AND SELF ESTEEM

(M = 111.32, SD = 21.98), t (185) = -2.3, p =.02, two-tailed. The magnitude of the difference in

the means (mean difference = -7.47, 95% CI: -13.88 to -1.07) was small ( Cohen’s d = 0.34).

An additional independent samples t-test was conducted to compare differences between

muslim and non-muslim females self esteem levels. The results revealed no significant

differences in scores, with muslim females (M = 26.94, SD = 5.45) scoring lower than

non-muslim females (M = 28.03, SD = 5.83), t (185) = -1.32, p = .19, two-tailed. The magnitude

of the difference in means (mean difference = -2.72 to .53) was very small (Cohen’s d = 0.19).

A further independent samples t-test was conducted to compare differences between

muslim and non-muslim females levels of discrimination. The results revealed significant

differences in scores, with muslim females (M = 31.46, SD = 8.91) scoring significantly lower

than non-muslim females (M = 34.56, SD = 4.09), t (185) = -3.14, p = .002, two-tailed. The

magnitude of the difference in means (mean difference = -5.07 to -1.16) was small (Cohen’s d =

0.45).

Lastly, a non-parametric Mann-Whitney U test was conducted to compare social media

usage among muslim and non-muslim females. This indicates that discrimination scores were

higher in non-muslim females (M = 76.49, n = 101) than for muslim females (M = 114.56, n =

86), U = 6111.5, z = 4.87, p <.001. The result was statistically significant.

To summarize, significant correlations were shown between social media use and two

continuous variables, body satisfaction and self esteem. A non significant correlation was found

between social media and perceived discrimination. Muslim women were found having lower

levels of body satisfaction and self-esteem levels than non muslim women. In contrast to

previous research found, muslim women experienced less daily and lifetime discrimination than

non muslim women.
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Discussion

The current study aimed to investigate the relationship between social media use and

body perception, specifically body satisfaction and self-esteem, alongside perceived

discrimination. It also aimed to explore previous variables within a muslim and non-muslim

context. The current study sought to gain a better understanding of social media use and online

comparison within the irish context, while understanding the effects on muslim females. Prior

findings have shown that various social media platforms have been associated with

cyberbullying leading to mental health concerns, including depression, anxiety, self harm and

suicidal thoughts (Pantic, 2014; Vannucci, Flannery & Ohannessian, 2017;Memon, Sharma,

Mohite & Jain, 2018; Fu, Cheng, Wong & Yip, 2013). Cyberbullying against muslim females is a

global issue present in multiple countries (Noor & Abdul Hamid, 2021, Awan , 2016, Schuster &

Weichselbaumer, 2021) Recent findings regarding social media platforms, specifically

Instagram, have been associated with high levels of social comparison, in turn increasing one’s

social anxiety (Jiang & Ngien, 2020). Previous research has also found links between excessive

Instagram use and symptoms of eating disorders in particular anorexia nervosa (Turner &

Lefevre, 2017) among others.Through this study, three hypotheses were generated to address the

aims of this research paper.

It was hypothesized, based on previous research, that (H1) there will be a relationship

between social media usage (PV), and self esteem and body satisfaction (CV). This was explored

using a correlation analysis, which found a moderate negative relationship between social media

usage and body satisfaction, in addition to a strong negative relationship between social media

usage and self esteem. Such results are consistent with and support previous research conducted

suggesting that high levels of social media usage negatively impacted an individuals self esteem
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and body satisfaction. Understanding the impact of “excessive” social media usage is important,

as this may not only lead to physical but also mental health concern/issues (Naslund et al., 2020).

A standardized multiple regression analysis was conducted and found that both variables

uniquely predicted social media usage to a statistically significant level.

For H2, an independent t-test was employed to investigate whether muslim females or

non-muslim females scored higher in relation to self esteem and body satisfaction. Surprisingly,

muslim females were found to score lower on The Body Esteem Scale and The Rosenberg Self

Esteem Scale in comparison to the non-muslim female participants. This contradicts previous

research, as muslim females showed higher levels of self esteem and body satisfaction due to

modest clothing and the elimination of self objectification (Johnson et al., 2014). This may be

due to differences within the methodology of the studies, whereby a scale of level of modesty is

employed rather than a general assumption of modesty.

Finally, a further independent t-test was utilized to investigate whether discrimination

levels were higher in muslim females or non-muslim females. Result illustrated how muslim

females scored significantly lower than non-muslim females. This contradicts a large body of

research concluding that muslim females encounter more interpersonal and systemic

discrimination than non-muslim females. This may be due to ethnic background within the

non-muslim sample as discrimination is present but to non religious reasons.

Findings from this research were both consistent and inconsistent with previous literature

and research studies. Consistencies lied within the levels of social media usage and the

relationship between self esteem and body satisfaction. But contradictory results were present,

illustrating higher levels of self esteem and body satisfaction in non-muslim females compared to

muslim females. Undertanding such results and their effects on mental health not only can aid on
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a personal level but also a societal level. Interventions such as body positive campaigns and

educational health classes within schools can greatly impact younger children and adults in

understanding the natural changes which occur in young females bodies, removing the stigma of

achieving a “thin” or “curvy” ideal of beauty.

Implications

There is a mounting body of literature which alongside this study proves the impact of

excessive social media use and its correlation of lower levels of self esteem and body

dissatisfaction within females of any religious background. Photo-based social networking sites

such as Instagram and Facebook generate increased levels of eating disorders, self esteem and

body image concerns (Santarossa & Woodruff, 2017). In 2019, Instagram made the executive

decision to remove likes from users' feeds, due to increased levels of mental health concerns. In

addittion, Snapchat utilizes a viewing only option, whereby viewers are not capable of viewing

likes or comments on influencers or celebrities posts, which in turn eliminates opportunities of

upward comparison. Negative self esteem, lower levels of self worth and comparison anxiety are

directly correlated with upward comparison of social media users (Hu et al., 2021, Normand &

Croizet, 2013, Butzer & Kuiper, 2006). Upward comparisons were associated with lower body

satisfaction levels in women of all racial/ ethnic backgrounds (Rancourt et al., 2015). Therefore,

the practical implications of this study suggest that the effects of upward comparison, due to

social media usage, should be discussed and tackled through body esteem initiatives to achieve

higher levels of self esteem and body satisfaction in females.

From a societal point of view, the Minister of Health (Stephen Donnelly) can highly

benefit from implementing a policy detailing the dangers of upward comparison through photo

based social networking sites, as this may jumpstart initiatives that may decrease mental health
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concerns in addition to body dissatisfaction in females. From an individual level, frequent social

media users should become more mindful of the media they are consuming and make a

conscious effort to consider how specific social media sites effect their mental wellbeing.

Strengths and limitations

This study identifies many limitations. Firstly, this research paper adopts a transversal

approach which cannot prove an accurate correlation between the studied variables. The entirety

of the scales utilized self-reporting measures which could have resulted in inaccuracies, as,

despite its anonymous nature, many participants may feel insecure or embarrassed admitting

certain feelings towards themselves, rendering an inaccurate result. Also, results are not

indicative of general feelings towards oneself as emotions and feelings change and fluctuate

frequently depending on daily struggles or events. Instead, a longitudinal approach is necessary

in predicting a more accurate result to the research questions being put forward, as this will allow

for inaccuracies such as “off” days not to alter the general feeling towards oneself. A controlled

setting in which participants could participate in the study such as a laboratory may prove

effective, in addition to researchers answering any outstanding questions participants may have.

Another limitation present within this study is the uneven age distribution of the

participants. 187 females participated in this study with 90% being from the ages of 18-30.

Although the sample size is quite reasonable the distribution can scew the scores drastically and

cannot accurately represent the results. Secondly, age plays an important role when studying the

effects of social media on body image issues and self esteem. Due to the rise of technology

occurring during the early 2010’s, many young adults and teenagers spent their most

impressionable years browsing through the internet due to its easy access. Older adults show
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lower levels of body image and self esteem concerns as they spend less time on social

networking sites in comparison to younger adults (Rodgers & Rousseau, 2022).

Lastly, levels of modesty were not measured during the study, which in turn may have

altered results. Although the research was mainly and solely focused on “veiled” muslim

females, as non-veiled muslim females show no difference in results in comparison to

non-muslim females, there is no way of ensuring an accurate sample size was achieved

throughout the study. Also, monotheistic religions who also adopt hair covering and modest

clothing such as christianity and judaism were not accounted for and therefore could have

potentially skewed results. Therefore, outlining that only non-veiled non-muslim participants

may take part in the study may have allowed for a more accurate response. And lastly, the effects

of social media on differing ethnic groups may have played a role in the contradictory results

attained throughout this study. Due to cyberbullying, self esteem levels may differ depending on

race or ethnic background, which in turn could also be an explanation for the contradictory

results.

A strength of the study was the sample size. As mentioned previously 187 females

participated within this research study. 54% were muslim females while the remaining 46%

accounted for non-muslim females. This allowed for a more accurate result when studying the

effects of social media on body satisfaction and self esteem while comparing both groups. This

may have been attributed to the sampling technique that was used (snowball sampling). This

required publishing the study on the researchers personal online platforms were participants take

part in the study. Upon completion, these participants were asked to share the study on their

personal social media pages or share with specific people which fit the criteria. This ensured that
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participants recruited were all social media users which would provide a more accurate

representation of the results.

Future research

Through conducting this study, may alterations or expansions can be utilized in the

future. Firstly, studying the association (if any) between levels of modesty in muslim women and

levels of self esteem and body satisfaction. This will give a deeper understanding of whether

veiled muslim women have higher self esteem and body satisfaction levels in comparison to

muslim women who are veiled as well as wear modest attire (which will include a spectrum of

levels of modesty) . Levels of discriminatory acts can also be studied in relation to modesty

levels, which can shed light on issues such as islamophobia and aid in preventative measures

such as educational initiatives. Another study can investigate the effects of social media on self

esteem and body satisfaction in muslim females from differing ehnic groups or racial

backgrounds. Finally, researching body image within differing ethnic groups could show very

insightful results as body satisfaction can be attributed to various body shapes beyond the ideal

“thin” beauty portrayed on social media.

Conclusion

Overall findings were consistent with previous research with some partial differences.

This research study expands on the current understanding of the effects of social networking sites

on self esteem and body satisfaction in muslim females within an irish context. In regards to

social media usage and the effects of self esteem and body satisfaction in females (in general),

the current study supports a large body of literature, which has continuously found that higher

levels of social media use are significantly associated with lower levels of self esteem and body

satisfaction. Surprisingly, this study contradicted previous research by concluding that muslim
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females have lowere levels of self esteem and body satisfaction compared to non-muslim

females, as previous findings have concluded that due to modest clothing females feel less

objectified in turn feel increased levels of body satisfaction and self esteem. Body image is an

ever evolving construct that can be affected by a social media, trends and culture. Therefore,

further research is crucial as staying up to date on such topics due to its negative effects on

mental wellbeing can only aid the general public.
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Appendices

Appendix A
Information Sheet

You are being invited to take part in a research study. Before deciding whether to take part,
please take the time to read this document, which explains why the research is being conducted
and what it would involve from you. If you have any questions about the information provided,
please do not hesitate to contact me using the details at the end of this sheet.

I am a final year student in the Bachelor of Arts in Psychology programme at The National
College of Ireland. As part of our degree, we must carry out an independent research project. For
my project, I aim to investigate whether body satisfaction and self-esteem are associated with
social media use in Muslim females.

WHATWILL TAKING PART CONSIST OF:
If you decide to take part in this study, you will be asked to complete an online survey that
consists of three questionnaires/ scales. These scales include the Body Self Esteem scale which
tests an individual's feeling towards their body. This will ask participants to rate from one
(having strong negative feelings) to 5 (having strong positive feelings) in accordance to how they
feel about a certain body part such as their waist or legs. The second scale being the Rosenberg
scale which tests individuals' feelings about themselves. In this, participants must indicate how
strongly they agree or disagree with the statement put forward. For example, “I feel that I have a
number of good qualities”. And finally, the Perceived Discrimination Scale, which measures how
often they feel others treat them differently or unfairly on the basis of race, ethnicity, religion and
physical appearance. This study consists of two answer formats. Firstly, indicating how many
instances in your life you have been discriminated against. For example, being harassed by the
police. And finally a tick the box format, with statements such as, “people acting as though they
are afraid of you”, where participants must choose an option ranging from often to never. These
scales will take approximately 10 to 25 minutes depending on each individual's speed. You are
able to take as long of a break between the tests if you wish.

You can take part in this study if you are a female aged between 18 and 60, and use at least one
of the following forms of social media: Facebook, Instagram, Snapchat, Twitter, Tumblr, TikTok,
Reddit, Pinterest, or LinkedIn.
DO YOU HAVE TO TAKE PART?

Participation in this research is voluntary; you do not have to take part, and a decision not to take
part will have no consequences for you. If you do decide to take part, you can withdraw from
participation at any time. Unfortunately, once you have submitted your questionnaire, it will not
be possible to withdraw your data from the study, as the questionnaire is anonymous and
individual responses cannot be identified.

BENEFITS OF PARTICIPATION:
There are no direct benefits to you for taking part in this research. However, the information
gathered will contribute to research that helps us better understand the impact social media has
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on Muslim females in regards to body image. There is no risk of harm while taking these scales,
but if the rare chance an individual does suffer emotional or mental harm, contact information for
relevant support services are also provided at the end of the questionnaire.
CONFIDENTIALITY
The questionnaire is anonymous, it is not possible to identify a participant based on their
responses to the questionnaire. All data collected for the study will be treated in the strictest of
confidence. Responses to the questionnaire will be stored securely in a password
protected/encrypted file on the researcher’s computer. Only the researcher and their supervisor
will have access to the data. Data will be retained for 5 years in accordance with the NCI data
retention policy.
WHATWILL HAPPEN TO THE RESULTS OF THE STUDY?
The results of this study will be presented in my final Thesis, which will be submitted to The
National College of Ireland.
CONTACT INFORMATION:
For further information or inquiries please feel free to contact me, Marwa Raguragui at
marwargrg00@gmail.com or my supervisor Dr April Hargreaves at April.Hargreaves@ncirl.ie.

mailto:marwargrg00@gmail.com
mailto:April.Hargreaves@ncirl.ie
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Appendix B
Consent Form

In agreeing to participate in this research I understand the following:

● This research is being conducted by Marwa Raguragui, an undergraduate student at the
School of Business, National College of Ireland.

● The method proposed for this research project has been approved in principle by the
Departmental Ethics Committee, which means that the Committee does not have
concerns about the procedure itself as detailed by the student. It is, however, the
above-named student’s responsibility to adhere to ethical guidelines in their dealings with
participants and the collection and handling of data.

● If I have any concerns about participation I understand that I may refuse to participate or
withdraw at any stage.

● I have been informed as to the general nature of the study and agree voluntarily to
participate.

● There are no known expected discomforts or risks associated with participation.
● All data from the study will be treated confidentially. The data from all participants will

be compiled, analyzed, and submitted in a report to the Psychology Department in the
School of Business. No participant’s data will be identified by name at any stage of the
data analysis or in the final report.

● At the conclusion of my participation, any questions or concerns I have will be fully
addressed.

● I may withdraw from this study at any time and may withdraw my data at the conclusion
of my participation if I still have concerns.

Researcher: Marwa Raguragui
Supervisor: Dr April Hargreaves
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Appendix C
Briefing Form

Dear participant,

You have chosen to voluntarily take part in this study that aims to answer the question “What is
the Impact of Social Media on Body Satisfaction and Self Esteem Levels in Muslim Females?”.
This study aims to see whether social media influences Muslim females' body satisfaction and
their self-esteem levels, and to what degree it impacts them. Our expectations are that younger
females will be more likely to be influenced by social media in regards to body image than older
females, and therefore resulting in lower self-esteem and body satisfaction.

This study requires you to take two tests, the Body Self Esteem Scale, the Rosenberg Self
Esteem Scale, and the Perceived Discrimination Scale, which will take no longer than half an
hour to complete. These scales will have a number of statements to which you must pick which
relates to you the most. All data collected will be kept confidential. Please note that if at any
point you would like to withdraw from the study, that is within your rights and you will not be
forced to continue.

Taking part in this study will help us greatly, and aid us in future research in this field. If you
have any outstanding questions please feel free to contact me at:
Marwa Raguragui: marwargrg00@gmail.com or my supervisor Dr April Hargreaves at
April.Hargreaves@ncirl.ie.

Thank you,
National College of Ireland student.

❏ I agree that I am voluntarily participating in this study conducted by Marwa Raguragui. I
understand the aim of this study, and that I am free to withdraw at any time. I recognize
that all data collected from this study will be kept confidential and will not be shared with
any other parties. I fully understand that I am agreeing to take part in this study that
investigates the impact of social media on Body Satisfaction and Self Esteem levels in
females. Finally, I understand that this study follows the American Psychological
Association Ethical Guidelines.

❏ I agree that I am over the age of 18 and under the age of 60.

mailto:marwargrg00@gmail.com
mailto:April.Hargreaves@ncirl.ie
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Appendix D
The Body-Esteem Scale
Franzoi & Shields (1984)

Instructions: On this page are listed a number of body parts and functions. Please read each
item and indicate how you feel about this part or function of your own body using the
following scale:

1 = Have strong negative feelings
2 = Have moderate negative feelings
3 = Have no feeling one way or another
4 = Have moderate positive feelings
5 = Have strong positive feelings
---------------------------------------------------------------------------------------------------------------------

Factor loading (see below)

Male Female

1. Body scent SA

2. Appetite PC WC

3. Nose PA SA

4. Physical stamina PC PC

5. Reflexes PC PC

6. Lips PA SA

7. Muscular strength UBS PC

8. Waist PC WC

9. Energy level PC PC

10. Thighs PC WC

11. Ears PA SA

12. Biceps UBS PC

13. Chin PA SA

14. Body build UBS WC

15. Physical coordination UBS, PC PC

16. Buttocks PA WC
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17. Agility PC PC

18. Width of shoulders UBS

19. Arms UBS

20. Chest and breast UBS SA

21. Appearance of eyes PA SA

22. Cheeks/ cheekbones PA SA

23. Hips PA WC

24. Legs WC

25. Figure and physique UBS, PC WC

26. Feet PA SA

27. Appearance of stomach PC WC

28. Health PC PC

29. Body hair SA

30. Physical coordination PC PC

31. Face PA SA

32. Weight PC WC
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Appendix E
Rosenberg Self-Esteem Scale (RSE)

Rosenberg (1965)
Instructions
Below is a list of statements dealing with your general feelings about yourself. Please indicate
how strongly you agree or disagree with each statement.

1. On the whole, I am satisfied with myself.
Strongly Agree Agree Disagree Strongly Disagree

2. At times I think I am no good at all.
Strongly Agree Agree Disagree Strongly Disagree

3. I feel that I have a number of good qualities.
Strongly Agree Agree Disagree Strongly Disagree

4. I am able to do things as well as most other people.
Strongly Agree Agree Disagree Strongly Disagree

5. I feel I do not have much to be proud of.
Strongly Agree Agree Disagree Strongly Disagree

6. I certainly feel useless at times
Strongly Agree Agree Disagree Strongly Disagree

7. I feel that I'm a person of worth, at least on an equal plane with others.
Strongly Agree Agree Disagree Strongly Disagree

8. I wish I could have more respect for myself.
Strongly Agree Agree Disagree Strongly Disagree

9. All in all, I am inclined to feel that I am a failure.
Strongly Agree Agree Disagree Strongly Disagree

10. I take a positive attitude toward myself.
Strongly Agree Agree Disagree Strongly Disagree
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Appendix F
Perceived Discrimination Scale

Williams, Yu, Jackson, & Anderson (1997)

Answer Format:
This survey uses multiple answer formats. Please see the scoring instructions below for more
information.

Scoring:
The Lifetime Discrimination subscale items are Q1, Q2, Q3, Q4, Q5, Q6, Q7, Q8, Q9, Q10, and
Q11. The answer format for these items is fill in the blank. The Daily Discrimination subscale
items are Q12, Q13, Q14, Q15, Q16, Q17, Q18, Q19, and Q20. The answer format for these
items is: 1 = often, 2 = sometimes, 3 = rarely, 4 = never.

Instructions:
How many times in your life have you been discriminated against in each of the following ways
because of such things as your race, ethnicity, gender, age, religion, physical appearance, sexual
orientation, or other characteristics? Write the number of times each event occurred next to each
statement for questions 1-11 and circle your response for questions 12-20.

1. You were discouraged by a teacher or advisor from seeking higher education. ____
2. You were denied a scholarship.____
3. You were not hired for a job.____
4. You were not given a promotion.____
5. You were fired.____
6. You were prevented from renting or buying a home in the neighborhood you wanted.____
7. You were prevented from remaining in a neighborhood because neighbors made life so
uncomfortable.____
8. You were hassled by the police.____
9. You were denied a bank loan.____
10. You were denied or provided inferior medical care.____
11. You were denied or provided inferior service by a plumber, care mechanic, or other
service provider.____
12. You are treated with less courtesy than other people.
Often Sometimes Rarely Never
13. You are treated with less respect than other people.
Often Sometimes Rarely Never
14. You receive poorer service than other people at restaurants or stores.
Often Sometimes Rarely Never
15. People act as if they think you are not smart.
Often Sometimes Rarely Never
16. People act as if they are afraid of you.
Often Sometimes Rarely Never
17. People act as if they think you are dishonest.
Often Sometimes Rarely Never
18. People act as if they think you are not as good as they are.
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Often Sometimes Rarely Never
19. You are called names or insulted.
Often Sometimes Rarely Never
20. You are threatened or harassed.
Often Sometimes Rarely Never
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Appendix G
Debriefing Form

Thank you for your participation as a research participant in the present study concerning your
views on body satisfaction and self esteem levels in Muslim females as a result of mass media.
The present study tests whether mass media plays a role in body image and self esteem in
females.

Confidentiality
The information gathered from this study is completely anonymous and therefore cannot be
traced back to the participant at any time. With that being said, submitted responses cannot be
withdrawn after submission. The results of this study will be solely used by myself and
submitted to The National College of Ireland for my final year thesis.

Again, we thank you for your participation in this study. If you know of any friends or
acquaintances that are eligible to participate in this study, we will very much appreciate it if you
would share this study with them, but we request that you not discuss the content of the study
with them until after they have had the opportunity to participate. Prior knowledge of questions
asked in this study may invalidate the results. We greatly appreciate your cooperation.

Contact Information
If you have any concerns regarding this study, please feel free to contact myself Marwa
Raguragui at marwargrg00@gmail.com or the supervisor for this research Dr April Hargreaves at
April.Hargreaves@ncirl.ie.

In the event that you feel psychologically distressed by participation in this study, we encourage
you to call your local GP or one of the following services provided.

Support Services:
BodyWhys: Body satisfaction issues
PO Box 105, Blackrock, Co Dublin.
Tel: 01-2834963
Helpline: 01-2107906
E-mail (office): info@bodywhys.ie
E-mail support services: alex@bodywhys.ie

Aware: self-esteem issues
Tel: 1800804848
E-mail: supportmail@aware.ie

Mind and Body Works: self esteem issues
Address: 15 Wicklow Street, Dublin 2, D02Y765
10 Main Street, Donnybrook, Dublin 4, D04X8A0
Tel: 016771021
E-mail: info@mindandbodyworks.com

Again, we thank you for your participation in this study.

mailto:marwargrg00@gmail.com
mailto:April.Hargreaves@ncirl.ie
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Appendix H

Evidence of data set and SPSS output
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