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Abstract 

This research project aims to examine the influence of internalised sociocultural ideals 

on the visual presentation of self on Facebook with reference to objectification theory. 

The objectification theory framework suggests that women internalise sociocultural 

body ideals and then compare themselves to these internalised ideals via self-

objectification (Fredrickson & Roberts, 1997). Because of this self-objectification 

individuals are susceptible to body shame or dissatisfaction. In order to bridge the 

perceived gap between actual and idealised physical appearance an individual may 

attempt to reproduce these internalised ideals (Fredrickson & Roberts, 1997). Past 

research has observed that this reproduction can involve physical modifications of the 

body via restrained eating or excessive exercise (Keery et al., 2004). This research 

project suggests that these internalised sociocultural ideals may also influence the ways 

in which an individual presents themselves on Facebook.  

The first study conducted in this research project was a pilot study which aimed to 

establish a reliable method of gathering data on Facebook usage. A Survey of Facebook 

Use (SFU) was developed and tested with a sample of 80 participants. The participants 

self-report responses to the SFU were compared to third-party ratings of each 

participant’s Facebook profile. It was concluded that the self-report SFU provided a 

reliable means of gathering Facebook usage information. 

The data gathered in the pilot study was also used to conduct an initial exploration of 

the primary research question, whether internalised sociocultural ideals manifest in 

young women’s visual presentation of self on Facebook. It was established that among 

the 80 young adult women participating in the pilot study the internalisation of 

sociocultural body ideals and levels of body image concern were associated with the act 

of posting selfies on Facebook. This suggests posting self-focused photographs on 
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Facebook, such as selfies, may be a means of manifesting internalised sociocultural 

body ideals. 

This initial finding was replicated and extended in the main study which recruited 510 

participants, 394 of which were female.. Internalisation of sociocultural ideals as found 

to be associated with the posting of self-focused photographs on Facebook, however 

this relationship was not meditated by body image concern, self-objectification or 

physical appearance comparison. These findings suggest that visual presentation of self 

on Facebook can be considered a means of manifesting internalised sociocultural ideals 

within an objectification theory framework. 

Data collected within the main study was also used to address the secondary research 

question, if and how female visual presentation of self on Facebook differs from male 

visual presentation of self on Facebook.. The correlation between internalisation and the 

posting of self-focused photographs was not replicated amongst male participants, 

however the lack of mediation by body image concern, self-objectification and physical 

appearance comparison was replicated. Gender differences were also observed in levels 

of body image concern and photograph related activity on Facebook. 

Overall this study suggests that an objectification theory framework can be applied to 

understand the relationship between internalisation of sociocultural ideals, body image 

concern and visual presentation of self on Facebook. This extends objectication theory 

past models, by including social media as a means of manifesting internalised 

sociocultural body ideals, however suggests that this process is not influenced by body 

image concern, self-objectification or physical appearance comparison. Possible 

limitations, practical implications and future directions of this research project are 

considered.   
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Chapter One: General Introduction 

The primary focus of this research is on the influence of internalised 

sociocultural ideals on visual presentation of self on Facebook amongst young women. 

The process by which sociocultural ideals may inform presentation of self on Facebook 

can be situated within objectification theory. Objectification theory posits that 

sociocultural influences are internalised by the individual (Fredrickson & Roberts, 

1997), and then reproduced within one’s self-identity via self-objectification 

(Fredrickson & Roberts, 1997). Self-objectification involves the individual assessing 

their appearance and behaviour relative to these internalised sociocultural standards 

from a third person perspective (Slater & Tiggemann, 2002). 

For women in contemporary Western culture the sociocultural ideals to which 

they are exposed - thinness, conventional attractiveness and sexual appeal (Ambwani & 

Chmielewski, 2013; APA Task Force on the Sexualization of Girls, 2007; Becker, 

Diedrichs, Jankowski, & Werchan, 2013; Bell & Dittmar, 2011; Buote, Wilson, 

Strahan, Gazzola, & Papps, 2011; Hausenblas et al., 2013; Homan, McHugh, Wells, 

Watson, & King, 2012; Lewis & Arbuthnott, 2012; Pritchard, Pritchard, & Cramblitt, 

2014; Smirnova, 2012; Yu, Yu, Kozar, & Damhorst, 2013) – are narrow and centred 

around physical appearance. Social media is also popular amongst adolescents, young 

adults and women in the United States (Duggan, Ellison, Lampe, Lenhart, & Madden, 

2015), the United Kingdom (Ofcom, 2014) and Australia (Sensis, 2015). The most 

widely used social media site is Facebook, with over 1 billion users worldwide 

(Facebook, 2015b). Past research has found that the more time young women spend on 

Facebook the greater the level of self-objectification they engage in (Fardouly, 

Diedrichs, Vartanian, & Halliwell, 2015). The aim of this research project is to establish 

the relationship between the internalisation of sociocultural ideals and the visual 

presentation of self on Facebook amongst young women. 
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Public Concern and Interest in the Use of Social Media 

The popularity and widespread usage of social media sites has been 

accompanied by public interest and concern. There have been news reports and opinion 

pieces published considering the influence of social media on human intimacy (Onuzo, 

2016), the workplace (D'Mello, 2016), social activism (Millikan, 2016) and the political 

process (Lee, 2016). A particularly popular topic of public discussion is the 

phenomenon of selfies. A selfie is “a photograph that one has taken of oneself, typically 

one taken with a smartphone or webcam and uploaded to a social media website” 

(Oxford English Dictionary, 2014, p. 1). It has been observed that the definition of 

selfie appears to have broadened to include photographs shared to social media that 

features the individual (LaFrance, 2014). The development of social media occurred 

alongside the development of camera enabled, internet connected smartphones. Given 

these technological capabilities individuals have the means to share photographs they 

take, share details about their experiences as they happen and access updates from their 

social media networks, all using a hand-held device. This ability to carry an internet 

enabled camera facilitates the easy taking and sharing of photographs. The trend of 

taking and sharing selfies has been popular amongst political figures (Villacorta, 2014) 

and celebrities, with Kim Kardashian publishing an autobiography primarily consisting 

of selfies (Brown, 2015). However, selfies can be created and shared by anyone with 

access to a camera and the internet. A search of publicly viewable Instagram posts by 

the author in March 2016 found that 275,242,303 images had been posted with the 

hashtag ‘selfie’. A survey by the Pew Research Center in 2014 found that 55% of 

Americans aged 18 to 33 have posted a selfie to a social media site (Taylor, 2014). 

While some have suggested that selfies represent a form of active control over self-

presentation online (BBC, 2013) and can be viewed as empowering (Bates, 2016; 
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Soper, 2016), the majority of public discussion and media reports are critical of the 

selfie phenomenon (BBC, 2013).  

A common criticism of selfies is that they reflect a heightened level of self-

absorption, self-obsession or narcissism. An opinion piece published in the Huffington 

Post equated selfies to “directing and starring in your own reality show and deluding 

yourself into believing that your so-called followers find your varied selfie poses 

remarkable and your mundane activities of life somehow stimulating” (Tsilimparis, 

2015, p. 1). Likewise an opinion piece published in The Mirror considers selfies “a 

testament to the shallowness of a generation encouraged by reality TV to confuse media 

exposure with talent” (Reade, 2013, p. 1). This negative tone extends to public 

discussion and media reports regarding the range of accessories and products that have 

been developed to service the needs of those taking selfies. One such device is the 

‘selfie stick’, a device which extends the physical range of a camera beyond the 

individual’s arm length. Selfies sticks have been referred to as “wands of narcissism” 

(Jabour, 2015, p. 1; Tatz, 2015, p. 1) and as “narcisstick[s]” (Li, 2015, p. 1). As well as 

framing selfies as narcissistic the media has also associated selfies with vanity and an 

obsession with physical appearance (BBC, 2013; Hills, 2013). Media coverage has also 

focused on selfies taken at times deemed inappropriate – including at funerals, at 

Auschwitz and during emergency situations (Waxman, 2014). The media has also 

focused on situations in which individuals have died while taking selfies, often through 

misadventure (Basu, 2016), with one newspaper reporting that in 2015 more people 

died while taking a selfie than in shark attacks (Horton, 2015). The media debate and 

discussion of the relative narcissism, inappropriate behaviour and body image concern 

associated with the taking of selfies suggests there is public concern with the 

psychological consequences of the visual presentation of self on social media. 
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Recently public attention has also focused on the integration of advertising into 

the visual presentation of young women on social media sites, in particular on 

Instagram. Instagram is a photo and video sharing social media site and posts to 

Instagram are able to be shared to other social media platforms including Facebook 

(Instagram, 2015). In November 2015 a popular social media user, Essena O'Neill, 

posted a video online outlining her reasons for quitting social media (O'Neill, 2015). At 

the time of posting the video O’Neill was an 18-year-old Australian woman who had an 

audience of nearly one million followers on social media including Instagram, Tumblr 

and YouTube (Guilliatt, 2015). In the video she posted online she revealed that the 

‘online self’ presented in her social media posts was an edited and fictionalised version 

of herself which included sponsored advertising (O'Neill, 2015). Subsequent media 

coverage focused on the emergence of teenage social media users being identified by 

advertising agencies as ‘influencers’ and recruited to act as ‘ambassadors’ for 

merchandise, such as clothing, health food and beauty products, without disclosing that 

the content has been sponsored (Guilliatt, 2015; Hunt, 2016; Morgan, 2016). Concern 

has been raised that this results in pressure on young women to present an ‘online self’ 

which conforms to sociocultural body ideals (Tullo, 2015) and that this pressure is 

associated with psychological consequences such as poor self-esteem, anxiety and 

depression (Baird, 2015; Gajanan, 2015). 

This public concern has resulted in academic interest in the impact of social 

media on human behaviour and interaction. For example the Anthropology Department 

at the University College London launched a Global Social Media Impact Study in 

2012, aiming to conduct nine ethnographic studies of the use and impact of social media 

across the world (Global Social Media Impact Study, 2016). In the field of Psychology 

research has established a link between narcissism and behaviour on social media. This 

research suggests that narcissism is positively associated with the number of posts made 
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to Facebook (Panek, Nardis, & Konrath, 2013), the number of selfies posted to social 

media (Fox & Rooney, 2015) and the presentation of a positive self-image on social 

media (Bergman, Fearrington, Davenport, & Bergman, 2011). At the start of the 

research project there had been relatively limited academic research into the interaction 

between social media use and body image (Perloff, 2014).  

Given the strong integration of Facebook in everyday life it could be postulated 

the presentation of self on Facebook will reflect offline body image concerns. There is 

substantial past research establishing that amongst young women self-concept has been 

found to reflect internalised sociocultural ideals, in particular regarding body image 

concern (Fredrickson & Roberts, 1997; Keery et al., 2004; McKinley, 1999; Murray, 

Rieger, & Byrne, 2013; Noll & Fredrickson, 1998; Tiggemann & Slater, 2001; 

Vartanian & Dey, 2013). In comparison with male Facebook users, female Facebook 

users have been observed to be more focused on photograph-related activities, such as 

posting photographs (McAndrew & Jeong, 2012). Therefore, amongst young women an 

examination of their visual presentation of self on Facebook is likely to reveal an 

incorporation of internalised sociocultural ideals.  

Outline of Thesis 

This research project is split into two stages. In the first stage, covered in 

Chapters Two and Three, 80 participants are recruited in order to develop a survey of 

Facebook content and test initial research assumptions. Chapter Two covers the 

development of the Survey of Facebook Use and determines the reliability of using self-

report as a method of gathering data on Facebook use. In Chapter Three the association 

between body image concern and the posting of selfies on Facebook amongst young 

women is examined using this self-report scale.  

In the second stage, covered in Chapters Four and Five, 510 participants are 

recruited in order to test a model internalised sociocultural ideals manifesting the visual 
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presentation of self on Facebook.  on Facebook. Chapter Four examines this model 

amongst female participants, Chapter Five examines this model amongst male 

participants. Chapter Five also reviews genders differences in the relationships between 

internalisation of sociocultural ideals, body image concerns and the visual presentation 

of self on Facebook.  

The rest of this present chapter provides a review of the literature that underlies 

this thesis. The next section covers the development of social media, key features and 

usage of social media. Following this is a review of objectification theory and 

sociocultural body ideals is presented. Finally, the ways in which an individual may 

choose to present themselves on Facebook are reviewed. 

Literature Review 

The Rise of Social Media 

Over the past decade social media has become increasingly integrated in the 

day to day lives of internet users. As the internet developed from Web 1.0 to Web 2.0 

the focus shifted from users as passive consumers of content to users as a community of 

creators of content (Hay, 2011). This transition was facilitated by the development of 

social media sites, with the first such site emerging in 1997 (Boyd & Ellison, 2007). 

The use of social media sites involves the creation of an online self, providing a place in 

which an individual can “type oneself into being” (Sundén, 2003, p. 3). The most 

ubiquitous social media site is Facebook, which was launched in 2006. In 2009 

Facebook had overtaken Myspace as the largest social media site worldwide (Arrington, 

2009), and by 2015 Facebook had 1.44 billion global users access the site each month 

(Facebook, 2015b), and was the most visited web site in the world (SimilarWeb, 

2015a). Facebook is the most popular social media site in Australia, with 13 million 

Australians accessing Facebook every month (Facebook, 2015a). Since its launch the 

use of Facebook has become a part of day to day life for its substantial user base. In 
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2010 Mark Zuckerberg, the co-founder, chairman and CEO of Facebook, observed that 

“[p]eople have really gotten comfortable not only sharing more information and 

different kinds, but more openly and with more people. That social norm is something 

that has evolved over time” (Johnson, 2010, p. 1). Therefore, across the world, and in 

Australia, the use of Facebook has become an integral component of everyday life. 

Other popular social media sites in Australia include LinkedIn, Instagram, 

Tumblr and Twitter (Cowling, 2015b; Sensis, 2015), however these services differ  

from Facebook in that they have a narrower user experience. LinkedIn is a social media 

site on which members can create an online profile centred around their employment 

history, training and professional skills (LinkedIn, 2015). Users can make online 

connections with professional contacts, find available jobs within their LinkedIn 

network and join online professional organisations (LinkedIn, 2015). Instagram is a 

social media site on which members can share and edit photographs and videos 

(Instagram, 2015). In contrast with sites such as LinkedIn and Facebook, Instagram 

members can be corporations, public institutions or individuals using an anonymous 

online identity (Instagram, 2015).  Tumblr is a personal blogging platform on which 

members can share their own and others multimedia content (Tumblr, 2015). Like on 

Instagram, Tumblr members can use an anonymous online identity (Tumblr, 2015). 

Twitter is a microblogging platform on which members can post short (140 characters 

or less) messages or photographs (Twitter, 2015). Like on Instagram and Tumblr, 

Twitter members can use an anonymous online identity (Twitter, 2015). The most 

similar social media site to Facebook was Myspace, on which users establish an online 

profile onto which they can post text, images and online content (Myspace, 2015). In 

the years following the launch of Facebook Myspace underwent a series of updates to 

redesign the site and to provide more features to users (Gillette, 2011), however the 

popularity of the site continued to decline (Barnett, 2011). In 2013 Myspace was 
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substantially redesigned refocusing the site around music content (Kotenko, 2013), 

however it has not regained ground in terms of usage rates with Facebook (SimilarWeb, 

2015b). 

In contrast with these social media sites Facebook has a substantial user base 

who are able to build a comprehensive personal profile onto which they can share status 

updates, photographs and links to online content. Facebook users can engage other users 

in online games on the Facebook platform, interact via pokes or online messaging and 

join common-interest online groups (Facebook, 2015c). Facebook also contains an 

integrated calendar function via which users can organise social events and keep track 

of the birthdays of online friends (Facebook, 2015c). A number of other social media 

sites can be linked to an individual’s Facebook account, so that their posts to Instagram 

or Twitter can be automatically shared on Facebook (Facebook, 2015d, 2015e). See 

Chapter Two for a more detailed breakdown of the features of Facebook. 

Amongst Australians social media sites are most popular amongst females and 

those under the age of 40, with these demographics more likely to use social media and 

using social media more frequently (Sensis, 2015). Across all genders and age groups 

Facebook is the most popular social media site in Australia (Facebook, 2015a; Sensis, 

2015). Importantly in the context of this research project, the first step of joining a 

social media site is the creation of an online profile, the process of which involves the 

individual constructing an online self to act as their avatar. The requirement that 

Facebook users provide their real name as their user name (Facebook, 2015h), the 

comprehensiveness of the information the user is encouraged to provide on Facebook 

and the inclusion of close friends and family amongst online Facebook friends (Sensis, 

2015) encourages strong integration between online and offline life. Amongst young 

women offline self-concept has been observed to reflect internalised sociocultural ideals 

(Fredrickson & Roberts, 1997; Murray et al., 2013; Noll & Fredrickson, 1998; 
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Tiggemann & Slater, 2001; Vartanian & Dey, 2013). Given the strong integration of 

online and offline life it is interesting to consider whether online self-concept will also 

reflect internalised sociocultural ideals?  

Objectification Theory 

The process of manifesting internalised sociocultural ideals within the self on 

Facebook can be understood though the central principles of objectification theory. The 

objectification theory model postulates that sociocultural ideals are internalised by an 

individual and then reproduced within their self-identity via self-objectification 

(Fredrickson & Roberts, 1997; Keery et al., 2004; McKinley, 1999; Murray et al., 2013; 

Noll & Fredrickson, 1998; Tiggemann & Slater, 2001; Vartanian & Dey, 2013). For 

young women in contemporary Western culture the dominant sociocultural ideals are 

centred around a conventionally attractive female body (Fredrickson & Roberts, 1997). 

This idealised body is ultra-thin, youthful, sexualised and reduced to a collection of 

body parts valued for their appeal to others  (Fredrickson & Roberts, 1997; Noll & 

Fredrickson, 1998).  

Once sociocultural ideals have been internalised the individual will engage in a 

process of self-objectification whereby they adopt a third-party view of their appearance 

and behaviour, comparing themselves to the internalised sociocultural ideals (Noll & 

Fredrickson, 1998; Slater & Tiggemann, 2002). This process of comparing one’s 

physical appearance to internalised sociocultural ideals encourages women to view their 

physical body as an object to be maintained, decorated and made desirable to a male 

gaze (Merten, 2004). As such they will attempt to reproduce these internalised 

sociocultural ideals within the self, for example through dieting behaviours, choice of 

apparel or eating disorder symptoms (APA Task Force on the Sexualization of Girls, 

2007; Calogero, Davis, & Thompson, 2005; Fredrickson et al., 1998). 
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Sociocultural ideals and sources of influence. Sociocultural ideals for women 

are centred around a conventionally attractive physical body (Ambwani & 

Chmielewski, 2013; Buote et al., 2011; Fredrickson & Roberts, 1997; Hausenblas et al., 

2013; Homan et al., 2012; Lewis & Arbuthnott, 2012; Merten, 2004; Thompson & 

Stice, 2001). The ideal body for women is thin (Ambwani & Chmielewski, 2013; Bell 

& Dittmar, 2011; Buote et al., 2011; Hausenblas et al., 2013; Homan et al., 2012; Lewis 

& Arbuthnott, 2012; Stice, Maxfield, & Wells, 2003; Thompson & Stice, 2001), tall 

(Buote et al., 2011; Hausenblas et al., 2013), sexualised (APA Task Force on the 

Sexualization of Girls, 2007; Aubrey, 2006a; Levy, 2006; Tolman, 2005) and young 

(Becker et al., 2013; Hausenblas et al., 2013; Smirnova, 2012). 

Social influences can originate with family members, peers and the wider 

community (Keery et al., 2004; Strasburger, Wilson, & Jordan, 2009). This can include 

social interactions between the individual and others - for example the physical qualities 

or personality attributes that others pay attention to, praise or deride (Fredrickson & 

Roberts, 1997). Social influences also include observations of social interactions 

between others, learning from the behaviour for which others receive reward or 

punishment (Bandura, 1965, 1977). The next few paragraphs will discuss some specific 

examples of sources of socially reinforced body ideals. 

Past research has observed that pressure from family members to lose weight 

or to meet conventional appearance standards is associated with body dissatisfaction 

amongst women (Ata, Ludden, & Lally, 2006; Kluck, 2010; Thompson & Stice, 2001). 

In particular, a focus on physical appearance by mothers has been associated with body 

dissatisfaction amongst daughters (Benninghoven, Tetsch, Kunzendorf, & Jantschek, 

2007; Kluck, 2010). One example of this is the occurrence of ‘fat talk’, whereby an 

individual engages in self-disparaging conversation about their body size (Britton, 

Martz, Bazzini, Curtin, & LeaShomb, 2006). Research has established that exposure to 
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‘fat talk’ is associated with body dissatisfaction and dietary restraint (Compeau & 

Ambwani, 2013). Maternal focus on appearance, dietary attitudes and engagement in 

‘fat talk’ has been found to be related to daughters’ level of self-objectification, body 

image and risk of developing eating disorders (Arroyo & Andersen, 2015; Cooley, 

Toray, Wang, & Valdez, 2008; McCabe & Ricciardelli, 2003).  

 Research has indicated that peer attitudes towards appearance and level of 

focus on appearance amongst a peer group relates to women’s level of satisfaction with 

their body (Carey, Donaghue, & Broderick, 2013; Jones, Vigfusdottir, & Lee, 2004; 

Paxton, Schutz, Wertheim, & Muir, 1999). Commentary on physical appearance and 

weight by peers, including ‘fat talk’, has also been demonstrated to influence body 

dissatisfaction (Jones et al., 2004; Thompson & Stice, 2001). It is not just the actions of 

peers that influence the internalisation of sociocultural ideals, but also comparison of 

one’s body and physical appearance to one’s peers (Jones, 2001). Furthermore, level of 

body dissatisfaction amongst one’s peer group is related to one’s own level of body 

dissatisfaction (Dohnt & Tiggemann, 2006; Paxton et al., 1999), suggesting that peer 

groups transmit and reinforce the internalisation of sociocultural body ideals.  

Cultural influences can originate with the mass media, advertising and the 

internet (González et al., 2013; Grabe, Ward, & Hyde, 2008; Keery et al., 2004; 

Strasburger et al., 2009). This includes representation of individuals in television 

(Davies, Spencer, Quinn, & Gerhardstein, 2002; Gerbner, Gross, Morgan, & Signorielli, 

1994; Grabe & Hyde, 2009), in magazines (Botta, 2003; Carpenter, 1998) and on 

internet sites (Lambiase, 2003; Tiggemann & Slater, 2013). The next few paragraphs 

will discuss specific examples of sources of culturally reinforced body ideals. 

Past research has established that exposure to television programming is 

associated with body image concern (Myers & Biocca, 1992). The female body ideal 

presented in television programming is typically thin with a large bust (Harrison, 2003). 
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Research suggests that the genre of television watched is an important factor in the 

transmission of sociocultural ideals, with watching soap operas (Tiggemann, 2005), 

music television (Tiggemann & Slater, 2004) and reality television (Egbert & Belcher, 

2012) being associated with body dissatisfaction and drive for thinness. 

Exposure to magazines promoting an idealised female body shape, such as 

fashion magazines, has also been found to be associated with the internalisation of 

sociocultural body ideals (Cusumano & Thompson, 1997; Morry & Staska, 2001). 

Furthermore reading magazines is associated with heightened levels of body image 

concern and increased risk of eating disorder behaviours (Botta, 2003). In particular 

reading magazine articles promoting dieting has been found to be associated with body 

dissatisfaction and harmful dieting behaviours (Utter, Neumark-Sztainer, Wall, & Story, 

2003).  

Television and magazines also expose audiences to advertising, which is 

another source of cultural influence on the internalisation of sociocultural body ideals. 

Female bodies in advertising primarily conform to idealised physical bodies (Shields, 

2013). Research suggests that exposure to sexually objectified and thin female bodies in 

advertising is associated with increased internalisation, body dissatisfaction and anxiety 

about physical appearance (Halliwell & Dittmar, 2004; Lavine, Sweeney, & Wagner, 

1999; Tiggemann & McGill, 2004).  

Video games are also a source of cultural influence on the internalisation of 

sociocultural body ideals. Content analysis of female video game characters indicates 

that they are unrealistically thin (Martins, Williams, Harrison, & Ratan, 2009), 

conventionally attractive (Miller & Summers, 2007), sexualised and partially nude 

(Downs & Smith, 2009). Like other forms of media, exposure to these video game 

characters has been associated with body dissatisfaction amongst women (Barlett & 

Harris, 2008) . 
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Meta-analyses establish that exposure to traditional mass media sources that 

promote sociocultural ideals is associated with body image concern amongst women 

(Cafri, Yamamiya, Brannick, & Thompson, 2005; Grabe et al., 2008; Groesz, Levine, & 

Murnen, 2002). Grabe et al. (2008) found small to moderate effect sizes amongst the 77 

studies they reviewed; the majority of the studies they reviewed involved experimental 

research in which participants were tested before and after exposure to media sources 

promoting thin body ideals. They also reviewed correlational research, which typically 

involved measures of generalised media use and body dissatisfaction (Grabe et al., 

2008). Cafri et al. (2005) found medium to large effect sizes amongst the 22 studies 

they reviewed, finding that the results from cross-sectional research were stronger than 

those in longitudinal or experimental research. Groesz et al. (2002) found a small effect 

size amongst the 24 studies they reviewed, with all the studies reviewed involving 

experimental research in which participants’ level of body image concern was tested 

before and after exposure to media images promoting thinness. Therefore, meta-

analyses of past research confirm that traditional mass media sources can influence the 

internalisation of sociocultural body ideals and subsequent body dissatisfaction. 

An emerging cultural influence on the internalisation of sociocultural body 

ideals is the internet and social media. Time spent on the internet, including on social 

media sites, has been found to be associated with internalisation and body 

dissatisfaction (Tiggemann & Miller, 2010; Tiggemann & Slater, 2013). Exposure to 

appearance focused internet sites has been observed to be associated with internalisation 

of sociocultural body ideals and eating disorder behaviours (Bair, Kelly, Serdar, & 

Mazzeo, 2012). Engagement with photo oriented activities on Facebook, such as 

updating their profile picture or viewing friends photos, has been associated with self-

objectification and body dissatisfaction (Meier & Gray, 2014). Furthermore links have 

been found between the process of self-objectification, comparing oneself to 
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internalised sociocultural ideals, and the amount of time young women spend on 

Facebook (Fardouly & Vartanian, 2015). Comparison of Facebook users and non-

Facebook users in New Zealand indicates that Facebook use is associated with greater 

body dissatisfaction for both females and males across all age cohorts (Stronge et al., 

2015). This research observed that body dissatisfaction was more pronounced amongst 

the younger age cohorts, however observed a curvilinear relationship between age and 

body dissatisfaction amongst female Facebook users with body dissatisfaction peaking 

at the age of 38 (Stronge et al., 2015). In contrast male body dissatisfaction was less 

pronounced then female body dissatisfaction and decreased across age cohorts for both 

Facebook users and non-users (Stronge et al., 2015). Overall this past research suggest 

that social media operates in a similar manner to the traditional mass media in terms of 

influence on self-objectification and body image concerns. 

Social media sites, such as Facebook, can be considered a transmission point 

for both social and cultural influences. Users of Facebook are able to connect with other 

users of Facebook, including family and friends. Therefore, the social groups which act 

to influence the internalisation of sociocultural ideals (Keery et al., 2004; Strasburger et 

al., 2009) are present on Facebook. Facebook users are able to promote and reinforce 

sociocultural body ideals via the posting of content on Facebook, commenting on 

content on Facebook and the expression of approval via Facebook likes. Cultural 

influences can also have a presence on Facebook with popular culture, brands and 

organisations able to create interactive Facebook pages. As a result, Facebook is a place 

where many cultural pressures to conform to sociocultural body ideals are brought 

together in the Facebook News Feed. 

Psychological consequences of internalising sociocultural ideals. The 

internalisation of sociocultural body ideals is associated with a number of psychological 

consequences. As reflected in the discussion of social and cultural sources of influences 
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above, the internalisation of sociocultural body ideals is strongly associated with body 

dissatisfaction (Barlett & Harris, 2008; Egbert & Belcher, 2012; Flament et al., 2012; 

Halliwell & Dittmar, 2004; Jones et al., 2004; Keery et al., 2004; Kluck, 2010; Knauss, 

Paxton, & Alsaker, 2007; Lawler & Nixon, 2011; Noll & Fredrickson, 1998; 

Tiggemann & McGill, 2004; Tiggemann & Slater, 2004; Utter et al., 2003). 

Internalisation has also been associated with drive for thinness, body image disturbance 

and negative affect (Ahern, Bennett, & Hetherington, 2008; Pritchard et al., 2014; 

Thompson & Stice, 2001; Tiggemann & Miller, 2010; Yamamiya, Cash, Melnyk, 

Posavac, & Posavac, 2005).  

The objectification theory model suggests that the internalisation of 

sociocultural ideals, self-objectification and subsequent body dissatisfaction leads to the 

individual attempting to reproduce the internalised ideals within their self (Fredrickson 

& Roberts, 1997). This process of reproduction may involve attempting to change 

physical appearance or shape in order to conform to sociocultural ideals (APA Task 

Force on the Sexualization of Girls, 2007; Calogero et al., 2005; Fredrickson et al., 

1998). Women may choose to reproduce these internalised sociocultural body ideals via 

choice of clothing (Chattaraman & Rudd, 2006; Rudd & Lennon, 2000; Tiggemann & 

Andrew, 2012). They may also choose to modify their physical body to better meet 

internalised body ideals via dieting behaviour (Abramson & Valene, 1991; Field et al., 

2001; Homan, 2010; Keery et al., 2004), excessive exercise (Anton, Perri, & Riley, 

2000; Furnham, Badmin, & Sneade, 2002; Homan, 2010) or even undertaking cosmetic 

surgery (Lunde, 2013). Internalised body ideals may also be reproduced via the 

development of eating disorder symptoms, including symptoms of anorexia nervosa and 

bulimia nervosa (Harrison, 2000; Hausenblas et al., 2013; Keery et al., 2004; Moradi, 

Dirks, & Matteson, 2005; Rodgers, Lowy, Halperin, & Franko, 2016; Stice, 2002). 
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The process of reproduction is likely to be reflected in the process undertaken 

when establishing and maintaining an online profile on Facebook. For Facebook users, 

the process of creating an online profile involves a series of decisions about what 

content to share. This control over content provides the individual with the ability to 

manipulate their online self. The sociocultural ideals that the individual has internalised 

may inform this decision-making process in order for them to manifest these ideals 

within their Facebook profile. Users are able select photographs or personal content that 

are consistent with these internalised sociocultural ideals in order to present a socially 

and culturally approved online self. Therefore, objectification theory suggests that 

online presentation of self will reflect internalised sociocultural ideals. 

Presentation of Self on Facebook 

The internalisation of sociocultural ideals and the associated vigilance 

regarding perceptions of others is likely to inform presentation of self on Facebook 

(Haferkamp, Eimler, Papadakis, & Kruck, 2012). Social media profiles, such as those 

created and maintained on Facebook, provide individual’s with the ability to 

“consciously create, adapt, and edit one’s self presentation” (Haferkamp et al., 2012, p. 

96). Research into offline and online self-presentation strategies (Back et al., 2010; 

Baumeister, 1982) provides some insight into the approaches individuals may take in 

shaping their presentation of self on Facebook.  

Idealised virtual identity and compensatory self-presentation. One 

approach that may be taken is to present an idealised version of the self on Facebook. 

The idealised virtual identity theory proposes that social media profiles enable an 

individual to enact an idealised identity (Manago, Graham, Greenfield, & Salimkhan, 

2008), creating an online self that is inconsistent with their offline self (Back et al., 

2010). In order to do this an individual may deploy a compensatory self-presentation 

strategy (Baumeister, 1982). This is when attention is drawn away from unfavourable 
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aspects towards favourable aspects of the self (Baumeister, 1982). The sociocultural 

ideals that have been internalised by the individual are likely to be reflected in what is 

considered a favourable aspect of their self (Fredrickson & Roberts, 1997). 

Compensatory self-presentation is often deployed when individuals feel that 

they have failed. It has been observed that individuals with high self-esteem will 

respond to failure by exaggerating their positive qualities (Brown & Smart, 1991). 

Another way in which an individual may compensate for self-esteem threats is by 

highlighting their association with people deemed as favourable (Cialdini & De 

Nicholas, 1989). This has been observed amongst Facebook users, with people with low 

self-esteem reporting having more friends on Facebook (Lee, Moore, Park, & Park, 

2012). This feeling of failure appears to be more salient when it occurs in public rather 

than private (Greenberg & Pyszczynski, 1985; Tyler, 2009). If the public audience for 

the failure includes a person who is deemed to be performing better the individual will 

compensate more intensely (Tyler, 2009). Content posted on Facebook can be observed 

by people that the individual has connected with on Facebook, and so could be 

considered public in nature.  

Therefore, if an individual perceives a discrepancy between their actual self 

and sociocultural expectations, they are able to compensate for this gap through their 

presentation of self on Facebook. As such, if  women believe that they do not meet the 

narrow feminine sociocultural body ideals, as reflected in their level of body esteem or 

drive for thinness, they may compensate for this by drawing attention away from 

themselves on Facebook. For example, the photographs they post on Facebook may 

focus on subjects other than their themselves, such as pets, landscapes or food. It should 

be noted that there may be other motivations for posting non-self focused photographs; 

for example, belonging to a peer group on social media that commonly share 
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photographs of food (Hu, Manikonda, & Kambhampati, 2014) or a desire to share 

meaningful experiences such as travel (Kang & Schuett, 2013).  

Extended real life and consistency self-presentation. An alternative strategy 

that may be utilised is to present a realistic version of the self on Facebook. The 

extended real life theory suggests that the individuals will create an online profile that 

reflects their actual identity (Back et al., 2010). In order to do this an individual may 

deploy a consistency self-presentation strategy (Baumeister, 1982). This is when 

attention directed towards aspects of the self which are consistent with the expectations 

of the individual’s audience (Baumeister, 1982). If an individual is engaging in self-

objectification they are likely to assume that their audience expects them to be 

presenting a self that is consistent with sociocultural ideals (Fredrickson & Roberts, 

1997). 

Past research has observed the self-presentation strategy chosen often depends 

upon the composition of the audience, with compensatory self-enhancement preferable 

for an audience of strangers and authenticity preferable for an audience of friends (Tice, 

Butler, Muraven, & Stillwell, 1995). This desire for authenticity has been observed in 

the creation of profiles on dating websites, with users expressing a desire to present an 

authentic self that conforms to sociocultural expectations (Ellison, Heino, & Gibbs, 

2006). 

Research into self-presentation on Facebook suggests that a key variable is an 

individual’s confidence in their ability to conform to sociocultural expectations and 

make a positive impression (Krämer & Winter, 2008). Individuals who report being 

confident in their ability to make a positive impression were observed to provide more 

details about themselves on Facebook, to be more informal in their written style and 

have more friends on Facebook (Krämer & Winter, 2008). These individuals also 

posted photographs to Facebook that were less conservative in content and more likely 
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involve them posing for the photograph (Krämer & Winter, 2008). Therefore, an 

authentic and realistic presentation of self on Facebook is likely when individuals feel 

that they are able to meet sociocultural expectations. 

Research into multi-user domains – online, virtual worlds encompassing 

gameplay, education and social interaction – indicates that, despite the ability to craft an 

alternate self, users tend to construct an online self that is consistent with their offline 

lives (Schiano & White, 1998; Subrahmanyam, Reich, Waechter, & Espinoza, 2008). 

Social media sites provide a repository for subjective details, such as behaviour, social 

interaction, facial expressions, and individual thoughts (Back et al., 2010), and these 

details have been recognised as valid indicators or transmitters of information regarding 

an individual’s offline personality (Funder, 1999; Vazire & Gosling, 2004; Weisbuch, 

Ivcevic, & Ambady, 2009). Furthermore as Facebook requires members provide their 

real name (Facebook, 2015h) and as there is substantial crossover between offline and 

online friends on Facebook (Sensis, 2015), the construction of an entirely different, 

idealised self on Facebook may not be completely feasible.  

Instead Facebook users may choose to create an online self that that is 

consistent with their authentic self, but minimises aspects of their self that do not meet 

dominant sociocultural standards. As such if women believe that they meet 

sociocultural body ideals, as reflected in their level of body esteem or drive for thinness, 

they will feel comfortable sharing self-focused photographs on Facebook, such as 

selfies or photos of themselves with others. However, if a woman believes that they 

don’t meet sociocultural body ideals, as reflected in their level of body esteem or drive 

for thinness, they will be less likely to share self-focused photographs. 

Research Questions and Methodology 

The central research question of this thesis is whether internalised sociocultural 

ideals manifest in young women’s visual presentation of self on Facebook. As feminine 
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sociocultural ideals are centred around appearance and the physical body (Ambwani & 

Chmielewski, 2013; Buote et al., 2011; Fredrickson & Roberts, 1997; Hausenblas et al., 

2013; Homan et al., 2012; Lewis & Arbuthnott, 2012; Merten, 2004; Thompson & 

Stice, 2001) this research focused on the potential manifestation of these ideals via 

photographs and images posted by female users on Facebook, as covered in Chapters 

Three and Four. The secondary research question of this thesis was whether gender 

differences were apparent in this process, as covered in Chapter Five. Therefore, this 

thesis examines the relationships between the internalisation of sociocultural ideals, 

body image concern and the content of visual images posted on Facebook. 

In order to address the research questions a measure of visual presentation of 

self on Facebook needed to be identified. Past research into Facebook has used a variety 

of approaches to collect data on Facebook usage (Wilson, Gosling, & Graham, 2012). 

These approaches include measuring amount of time spent on social media (Tiggemann 

& Miller, 2010), reviewing publicly available Facebook profiles (Gjoka, Kurant, Butts, 

& Markopoulou, 2011; Wilson et al., 2012) and using a self-report survey to measure 

aspects of Facebook use (Mehdizadeh, 2010; Meier & Gray, 2014). For this present 

research project, a comprehensive survey of Facebook content and behaviour was 

developed. The next chapter, Chapter Two, covers the development of the Survey of 

Facebook Use and verifies the reliability of using self-report questions to gather data on 

Facebook use.   
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Chapter Two: The Development of the Survey of Facebook Use 

In order to evaluate the research question introduced in Chapter One a survey 

of Facebook content and behaviour needed to be developed. The central research 

question of this thesis was to investigate whether internalised sociocultural ideals 

manifest in young women’s visual presentation of self on Facebook.. 

Features of Facebook 

Features of Facebook include the News Feed, individual Timelines and public 

profiles for public figures, brands and cultural products. The News Feed has been a 

longstanding component of Facebook, introduced in September 2006 (Facebook, 2013). 

It consists of a regularly updated page that contains content from other Facebook 

members that have been ‘friended’, public pages that have been ‘liked’ and online 

groups that the user belongs to. 

When a user becomes a member of Facebook they create a personal profile 

page. The current iteration of the profile page is the Timeline, which was introduced in 

September 2011 (Facebook, 2013). The Timeline is divided into a number of sections 

which act to organise the content that the user shares. The main page of the Timeline 

consists of a chronological presentation of content that users have created and content 

that others have shared with them (Tow, 2011) . User created content includes status 

updates – in which the individual posts information regarding their current activities, 

thoughts, location and news. Furthermore, users can highlight life events, such as 

graduations, romantic relationships and changes in employment on their main page. 

Users can also post photographs, videos and links on the main page of their Timeline. 

The content that is posted to the user’s Timeline is shared with their friends via the 

News Feed (Facebook, 2016d). 

One of the subsections of the Timeline is the About page, which contains 

descriptive information about the user. Users can choose to share personal information 
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such as their birthday, gender, contact information, a work and education history, 

current relationships status, places the user has lived and a list of family members. The 

About subsection also contains a list of pages the user has ‘liked’, these pages can be 

established for numerous entities including TV programmes, public figures or even 

humorous sayings. The pages feature was introduced to Facebook in November 2007 

(Facebook, 2013) and there are now more than 42 million pages on Facebook (Darwell, 

2012). The pages that users have liked are organised in to categories within their About 

page, these categories include TV programmes, Films, Books, Music, Games, Athletes, 

Teams, Sports, Activities and Interests. 

A further subsection of the Timeline is the Photos page, which contains a 

compilation of photographs and videos that the user has posted to Facebook and those 

that they have been tagged in. An individual can tag their Facebook friends in 

photographs they upload to Facebook, enabling them to indicate who is pictured in the 

photograph (Facebook, 2015g). The ability to upload photographs is a longstanding 

component of Facebook, introduced in October 2005 (Facebook, 2013), and an 

estimated 350 million photographs are uploaded by users of Facebook each day 

(Facebook, 2013). A central component of Facebook is the selection of a Profile 

Picture, which acts as an avatar for the user throughout the site. When users join 

Facebook they are provided with a default profile picture, a silhouette of a generic 

person on a blue background. They can choose to upload another image to use instead 

of this default image, and can change their profile picture at any point. Current and 

former profile pictures are compiled in an album within the Photos subsection. Users 

can create other albums in which to upload photographs. Photographs that are uploaded 

can be enhanced with the addition of captions, locations details and the tagging of 

people in the picture (Facebook, 2013). If a user is tagged in a photograph by another 

Facebook member this photograph is added to the user’s Photos subsection. Users are 
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able to moderate this process – by removing the ability of other users to tag them, 

provide approval for tags and to remove a tag once it has been made (Facebook, 2015g). 

Photos that the users select as their profile picture, upload to their photos section or are 

tagged in are displayed in the Facebook News Feed on the home pages of people they 

are friends with on Facebook (Facebook, 2016d).   

In the decade since Facebook was introduced usage has steadily increased 

(Facebook, 2015b), new features have been introduced and pre-existing features have 

been modified to meet user demand. For example in February 2016 the option to ‘like’ 

content shared to Facebook was modified to an option to select a number of reactions, 

including happiness, anger and sadness (Krug, 2016). Given that the features of 

Facebook are comprehensive in nature and evolve over time a standard measure of 

Facebook usage has not been developed. At the outset of this research project previous 

research into Facebook use fell into five major categories – (a) the gathering of 

descriptive statistics regarding Facebook users and behaviour, (b) the identification of 

motivations underlying Facebook use, (c) the presentation of identity online, (d) the role 

of Facebook in social interactions and (e) privacy concerns and the disclosure of 

personal information online (Wilson et al., 2012).  

Methodologies of Previous Research into Facebook Use 

A common method utilised by such research is a generalised internet exposure 

self-report. For example, Tiggemann and Miller (2010) asked participants to report how 

long they spent online and which social media sites they use. This approach positions 

Facebook as a media source, analogous with television or magazine consumption. Past 

research has supported this positioning of social media as a source of sociocultural 

ideals (Fardouly & Vartanian, 2015; Meier & Gray, 2014; Stronge et al., 2015; 

Tiggemann & Slater, 2013). However, this research is interested in the role of social 
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media as a site of manifesting these internalised sociocultural ideals, therefore it 

requires a means of collecting data about the content individuals post to social media.   

Another common method used in past research is that of data crawling, in 

which researchers gather publicly available data from Facebook users via the use of 

computer algorithms (Gjoka et al., 2011; Wilson et al., 2012). Large data sets can be 

compiled from any Facebook users who have made their Facebook content publicly 

viewable. However this technique is increasingly impractical to implement as 

Facebook, Inc. has introduced stricter privacy controls which requires the approval of 

Facebook, Inc. to collect data from users via automated programs (Facebook, 2015f). 

For the purposes of the present research this approach is limited, given the restrictions 

on the use of data crawling techniques by Facebook, Inc. and as participants are 

required to complete additional questionnaires on the internalisation of sociocultural 

ideals and body image concerns. 

Another common method is the use of a self-report survey relating to aspects 

of Facebook use. For example, Meier and Gray (2014) asked participants to indicate 

how frequently they used common Facebook functions, such as updating their profile 

picture, posting a status update or tagging themselves in a photograph. This list of self-

report items was created with reference to the common Facebook functions listed in the 

Facebook Help Centre (Meier & Gray, 2014). This approach provides a more 

comprehensive overview of an individual’s Facebook use than a generalised internet 

exposure study. The benefit of self-report is that it provides an indication of individual 

attitudes, feelings, perceptions and behaviour (Baldwin, 2000). The majority of 

Facebook users have their Facebook profile set to private (Madden, 2012), and so the 

content they have posted to Facebook is only accessible by those that they have 

connected with on Facebook. Therefore, a self-report approach enables data about 

Facebook usage to be collected from participants who have restricted public access to 
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their Facebook profile. Furthermore self-administered surveys are ideal to use when 

gathering a broad range of responses from a large group of participants (Nardi, 2006; 

Neuman, 2005). In particular web-based self-administered surveys provide a low-cost 

means of data collection that has the potential to overcome geographic boundaries 

(Dillman, 2000).  

However, there are some drawbacks to using a self-report survey to gather data 

from participants. One issue that has been identified is evaluation apprehension 

(Rosenberg, 1969), when participants feel nervous about being evaluated and so provide 

evasive or incomplete responses. This problem can be mitigated by allowing 

participants to respond to the questions anonymously (Thomas et al., 1979), 

confidentially (Singer, Von Thurn, & Miller, 1995) and/or in private (Schaeffer, 2000).  

Another issue that has been identified with the use of self-report is the 

difficulty people have in being objective or accurate when reflecting on their own 

behaviour (Dunning, Heath, & Suls, 2004; Nisbett & Wilson, 1977; Offer, Kaiz, 

Howard, & Bennett, 2000). In order to deal with potential accuracy problems 

participants will be requested to complete the self-report survey while viewing their 

own Facebook profile (Buffardi & Campbell, 2008; Mehdizadeh, 2010). The major 

advantage of this strategy is that it provides participants with the ability to check their 

Facebook profile in order to avoid problems with recall or erroneous estimation 

(Subrahmanyam & Lin, 2007). For example, if a participant is asked to report how 

many photographs they have uploaded to Facebook they can easily check this 

information in the Photos section of their Facebook profile. The accuracy of this self-

report while viewing one’s Facebook profile approach will be assessed by comparing 

participants’ self-report responses to third-party ratings of the participants’ Facebook 

profiles (Buffardi & Campbell, 2008; Mehdizadeh, 2010). This will entail the 

experimenters viewing a copy of the participants’ Facebook profile and providing an 
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objective response to the questions covered in the self-report survey completed by the 

participants. Therefore, while it is difficult to create a standardised set of self-report 

questions, as Facebook updates and modifies the features that it offers over time, for 

this present research the use of a comprehensive list of self-report questions relating to 

Facebook content and behaviour was determined to be the best methodological 

approach. 

Overview of Chapter Two 

The primary focus of this present research is to examine whether internalised 

sociocultural ideals manifest in young women’s visual presentation of self on 

Facebook.. The selected research techniques offer a way of examining young women’s 

presentation of self on Facebook through the use of a comprehensive self-report survey 

of Facebook use. This chapter will outline the process of pilot testing the self-report 

survey that has been developed. The target group for the pilot testing is young adult 

women, as this group has been established to internalise sociocultural body ideals and 

engage in self-objectification (Fredrickson & Roberts, 1997; Manago et al., 2008), and 

to be frequent users of social media sites, such as Facebook (Duggan et al., 2015; 

Ofcom, 2014; Sensis, 2015). The first aim of the pilot testing is to establish a means of 

gathering data on the content of photographs and images posted to Facebook, and to 

determine whether participants are accurate in reporting this information. Participants 

will be instructed to complete a self-report survey of their Facebook content and 

behaviour while viewing their Facebook profile. The accuracy of this self-report survey 

will be assessed by comparing participant’s potentially subjective self-report responses 

with an objective rating of their Facebook profile by a third party.  The second aim of 

the pilot testing is to gather a broad range of data on Facebook usage in order to 

determine if participants’ accuracy rates differ between self-reported photograph 

information and other reported Facebook content and behaviour. 
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Method 

Participants 

In order to check the accuracy of the developed self-report survey amongst the 

target demographic group, young adult women, 80 participants were recruited from an 

undergraduate psychology course at the University of Western Australia. All 

participants identified as female and all  were 21 or younger. The average age was 18.33 

years, with a standard deviation of 1.32 and ages ranged 17 to 21 years. No other 

demographic information was collected for these participants. The participants were 

recruited over a six-month period in 2013 and completed the research in exchange for 

course credit. 

Materials 

Survey of Facebook Use.  In order to compile a list of self-report questions for 

the Survey of Facebook Use (SFU) measures of Facebook behaviour used by the Girl 

Scouts of the USA (2010), Hum et al. (2011), and Nosko, Wood, and Molema (2010) 

were reviewed, at outset of this research project these past measures appeared to provide 

the most comprehensive measure of Facebook use and behaviour. The researcher also 

reviewed a list of common Facebook features (Facebook, 2015c) to identify a 

comprehensive range of Facebook content and behaviour. It was noted that past 

research asked participants to report the frequency of activities on Facebook (Girl 

Scouts of the USA, 2010), what personal information is disclosed over Facebook 

(Nosko et al., 2010) and an evaluation of images that have been shared (Hum et al., 

2011).  

The SFU was created to cover the sharing of personal information, categories 

of Facebook ‘likes’, and the common content of photographs, status updates and 

Facebook shares. The primary focus of this research is content and behaviour relating to 

photographs on Facebook; both rate of sharing and the common content of photographs. 
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The additional items relating to personal details and status updates were included to 

provide a context for participant accuracy in self-reporting photograph behaviour. These 

additional items enabled the researcher to identify whether participants’ accuracy in 

self-reporting photograph information was similar or distinct from other reported 

Facebook content and behaviour. 

The SFU also included a modified version of the female Photographic Figure 

Rating Scale (PFRS) (Swami, Salem, Furnham, & Tovée, 2008). Three questions were 

presented alongside the PFRS, asking participants to identify the figure that best 

matched their current body, their body as presented on their Facebook profile and the 

ideal body in society. A complete version of the SFU can be found in Appendix A. 

Survey of Facebook Archive. In order to check the accuracy of participants’ 

self-report responses to the SFU a survey of Facebook archive (SFA) was created for 

use by experimenters when rating the participants’ Facebook content and behaviour. 

Facebook, Inc. provides all users with the ability to download an archived copy of their 

Facebook history (Facebook, 2012b). This Facebook archive consisted of an extensive 

history of Facebook use including information posted to each section on Facebook, date 

and time of all past logins to the Facebook account, a history of Facebook Chat 

messages and a copy of all photographs posted to the Facebook account (Facebook, 

2012a). This present research retained the Facebook Timeline details, About page 

details and copies of past profile pictures of participants’ Facebook archives. 

The SFA included items directly relating to items in the self-report SFU, 

covering details such as the sharing of personal information, categories of Facebook 

‘likes’, and the common content of photographs, status updates and Facebook shares. 

The common content questions asked participants to select from a list. For example, for 

profile picture the options provided were photo of self (alone) taken by a third party, 

photo of self (alone) taken by you, landscape, group of people (including you), group of 
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people (not including you), an inanimate object, an animal or participants could enter 

any other response not included on the list. Participants were able to select multiple 

options from the list. If they selected an option on the list they were considered to 

commonly post this content, if they did not select it they were considered not to 

commonly post this content. This approach was chosen, rather than taking a measure of 

how many times they posted each type of image, as different participants might post 

more or fewer photographs overall. In summary, this measure considers how commonly 

they post certain images, regardless of how often they post images in total. 

Certain details, such as number of friends, listed personal details and number of 

likes, were extracted using an Excel macro. Other details, such as the common content 

of photographs, status updates and Facebook shares, were reviewed by one of two 

raters. The raters completed a series of questions which related to those completed by 

the participant in the SFU; for example both the participant and the rater were asked 

what was the common content of profile pictures. A modified version of the PFRS 

(Swami et al., 2008) was also included, asking the rater to identify the figure that best 

matched the participant’s body as presented on their Facebook profile. A complete 

version of the SFA, including the exact items that were extracted by the Excel Macro 

and those provided by the rater, can be found in Appendix B. 

Procedure 

Participants were requested to download a copy of their Facebook archive 24 

hours prior to the experimental session. They were provided with detailed instructions 

and a link to an online video (Piyu, 2012) demonstrating the process of downloading a 

Facebook archive.  

Informed consent was gained from participants. All 80 participants then 

completed the SFU online, while logged into their Facebook account. Following this 

participants completed a battery of questionnaires relating to internalisation of 
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sociocultural ideals and body image concern. More detail on these questionnaires can be 

found in Chapter Three. 

Participants were then asked to give additional informed consent regarding the 

use of their Facebook archive. The use of the Facebook archives and this two-step 

consent procedure was approved by the Human Research Ethics Committee at the 

University of Western Australia. Not all participants were able to download a copy of 

their Facebook archive, with only 71 of the participants providing a copy of their 

archive. Of these only 62 participants were able to provide a full version of their 

archive. Once the data collection was completed the Facebook archive files provided by 

the participants were deleted. 

 From the provided Facebook archives the Timeline and About pages were 

saved as plain-text files in HyperText Markup Language (html). Then, in the presence 

of the relevant participant, they were opened in Windows Notepad and edited to remove 

name and contact details via a Find and Replace function. An Excel Macro was 

developed to extract key details from these files. When run it searched the files and 

extracted the details included in the saved pages; such as number of friends, listed 

relationship status and number of photographs posted. The Excel Macro also counted 

the number of ‘likes’ listed in each category. 

Following the experimental session two raters completed the SFA based on the 

details found within the retained files from the participants’ Facebook archives. These 

raters consisted of the author of this thesis, a female postgraduate student at the 

University of Western Australia, and an honours student, a female undergraduate 

student at the University of Western Australia. The honours student was blind to the 

aims and hypotheses of this research project. Raters were instructed to complete the 

SFA with reference to the participants’ Facebook Timeline, About page and past profile 

pictures.  
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Results 

Data screening was conducted and extreme scores (±3SD) were removed from 

analysis (Grubbs, 1969). Participants’ responses to the SFU are summarised in Table C1 

and Table C2 of Appendix C. Extracted details and raters’ responses to the SFA are 

summarised in Tables C3 and C4 of Appendix C. 

The extracted details and observations of the participants’ Facebook archives 

and their self-report responses to the SFU were compared to check the accuracy of 

participant’s self-reporting. The bivariate Pearson’s product-movement correlation 

coefficients between the continuously scored items are presented in Table 1. 
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Table 1  

Pearson’s product-movement correlations between SFA and the self-report SFU 

continuously scored items 

Survey of Facebook Archive Survey of Facebook Use Correlation N 

No. of friends listed No. of friends 1.00** 71 

Number of photographs 

uploaded 

No. photographs tagged 

in 0.56** 69 

No. photographs posted 0.85** 70 

No. activity likes No. activity likes 0.90** 13 

No. athlete likes No. athlete likes 1.00** 4 

No. book likes No. book likes 0.76** 28 

No. game likes No. game likes 0.94** 7 

No. interest likes No. interest likes 0.97** 8 

No. movie likes No. movie likes 0.79** 32 

No. music likes No. music likes 0.97** 41 

No. other likes No. other likes 0.98** 16 

No. sport likes No. sport likes 1.00** 2 

No. team likes No. team likes 0.93 (p = 0.07) 4 

No. TV likes No. TV likes 0.91** 36 

Number of times changed 

profile picture in past year 

Number of profile 

pictures in the past year 0.13 (p = 0.31) 61 

Number of status updates in 

past day 

How many status updates 

per day 0.40** 58 

Number of status updates in 

past month 

How many status updates 

per month 0.43** 59 

Number of status updates in 

past year 

How many status updates 

per year 0.55** 58 
** Correlation is significant at the 0.01 level (2-tailed). 

* Correlation is significant at the 0.05 level (2-tailed). 
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Responses on the PFRS did not meet the assumption of normality and so a non-

parametric test were used to compare participant’s self-reported body shape as 

presented on Facebook and the raters perception of the participant’s body shape as 

presented on Facebook. A Spearman’s rho indicated that there was a moderate positive 

correlation between the rating of the participants’ body shape based on their Facebook 

profile on the PFRS for the SFU and SFA, rs = 0.32, p <0.01, two-tailed, N = 70. 

In order to compare the categorically scored items on the SFA and the SFU 

Fisher exact tests were run on each item. Participants who did not provide a Facebook 

archive, or had incomplete Facebook archives, had their responses to associated self-

report items excluded from analysis. The resulting p-values (two-tailed) for these 

analyses are presented in Table 2. 

Table 2 

Comparison of differences between SFA and the self-report SFU categorically scored 

item frequencies with Fisher exact test 

Item 

Sub 

Categories  

SFA 

Count 

SFU 

Count 

Fisher 

exact test 

statistic 

value 

Report gender  Not listed 35 2 
0.00** 

  Listed 36 69 

Interested in Not reported No 49 33 
0.01* 

  Yes 22 38 

 Women No 2 1 
1.00 

  Yes 69 70 

 Men No 20 36 
0.01* 

  Yes 51 35 

Relationship status Not reported No 27 16 
0.05 

 Yes 44 55 

Single No 23 33 
0.09 
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  Yes 48 38 

 In a 

relationship No 14 15 0.84 

  Yes 57 56 

 Engaged No 71 70 
1.00 

  Yes 0 1 

 Married No 67 69 
0.44 

  Yes 4 2 

 It’s 

complicated No 68 67 1.00 

  Yes 3 4 

 In an open 

relationship 

No 71 71 
1.00 

 Yes 0 0 

 Widowed No 71 71 
1.00 

  Yes 0 0 

 Divorced No 71 71 
1.00 

  Yes 0 0 

 Separated No 71 71 
1.00 

  Yes 0 0 

Family  Not listed 11 19 
0.15 

  Listed 60 52 

Religion  Not listed 54 53 
1.00 

  Listed 17 18 

Politics  Not listed 64 65 
0.78 

  Listed 7 6 

Email address  Not listed 4 28 
0.00** 

  Listed 67 43 

Mobile number  Not listed 69 60 
0.01* 
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  Listed 2 11 

Address  Not listed 69 65 
0.17 

  Listed 2 6 

Website  Not listed 66 64 
0.76 

  Listed 5 7 

Education history  Not listed 1 2 
1.00 

 Listed 70 69 

Work history  Not listed 41 38 
0.74 

  Listed 30 33 

Likes Activities Not listed 27 48 
0.00** 

  Listed 44 23 

 Athletes Not listed 61 50 
0.04* 

  Listed 10 21 

 Books Not listed 24 34 
0.12 

  Listed 47 37 

 Games Not listed 61 53 
0.14 

  Listed 10 18 

 Interests Not listed 47 54 
0.20 

  Listed 24 17 

 Movies Not listed 10 23 
0.01* 

  Listed 61 48 

 Music Not listed 8 15 
0.17 

  Listed 63 56 

 Other Not listed 1 50 
0.00** 

  Listed 70 21 

 Sports Not listed 67 58 
0.04* 

  Listed 4 13 
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 Teams Not listed 58 58 
1.00 

  Listed 13 13 

 TV Not listed 10 24 
0.01* 

  Listed 61 47 

Common content 

of profile picture 

Animal Not common 63 64 
0.79 

 Common 8 7 

Inanimate 

object 

Not common 68 68 
1.00 

 Common 3 3 

 Landscape Not common 70 66 
0.12 

  Common 1 5 

 Self (alone) 

taken by self 

Not common 35 43 
0.24 

 Common 36 28 

 Self (alone) 

taken by 3rd 

party 

Not common 30 31 
1.00 

 Common 41 40 

Common content 

of uploaded 

photographs 

Animal Not common 59 44 
0.00** 

 Common 3 18 

Humour Not common 56 48 
0.09 

  Common 6 14 

 Inanimate 

object 

Not common 58 51 
0.10 

 Common 4 11 

 Landscape Not common 62 39 
0.00** 

  Common 0 23 

 Self (alone) 

taken by self 

Not common 53 35 
0.00** 

 Common 9 27 

 Self (alone) 

taken by 3rd 

party 

Not common 52 47 
0.37 

 Common 10 15 

Alcohol use No 55 42 
0.01* 
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Uploaded 

photographs 

contain 

 

Yes 7 20 

 Drug use No 62 62 
1.00 

  Yes 0 0 

 Cigarette use No 62 62 
1.00 

  Yes 0 0 

 Sexually 

suggestive 

content 

No 57 61 
0.21 

 Yes 5 1 

 Nudity No 62 62 
1.00 

  Yes 0 0 

Common content 

of status updates 

Food Not common 40 49 
0.11 

 Common 22 13 

Friends Not common 23 16 
0.25 

  Common 39 46 

 Health and 

exercise 

Not common 50 53 
0.63 

 Common 12 9 

 Humour Not common 61 33 
0.00** 

  Common 1 29 

 News and 

current affairs 

Not common 52 49 
0.64 

 Common 10 13 

 Popular 

culture Not common 39 43 0.57 

  Common 23 19 

 Self-focused Not common 28 37 
0.08 

  Common 37 25 

 Social events Not common 47 39 
0.13 

  Common 15 23 
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Status updates 

contain 

Alcohol use No 49 49 
1.00 

 Yes 13 13 

 Drug use No 57 59 
0.72 

  Yes 5 3 

 Cigarette use No 61 62 
1.00 

  Yes 1 0 

 Sexually 

suggestive 

content 

No 57 58 
1.00 

 Yes 5 4 

 Nudity No 62 62 
1.00 

  Yes 0 0 

What is shared/ 

posted links for on 

timeline 

Humour Not common 48 28 
0.00** 

 Common 14 34 

Inspirational 

images/quotes 

Not common 58 47 
0.01* 

Common 4 15 

Internet 

memes Not common 56 39 0.00** 

  Common 6 23 

 News and 

current affairs 

Not common 58 47 
0.01* 

 Common 4 15 

 Popular 

culture Not common 35 38 0.72 

  Common 27 24 
** p < 0.01 

* p < 0.05 

 

Comparing accuracy rates for self-reported photograph information and other 

reported Facebook content and behaviour it appears that participants were reasonably 

accurate in reporting a broad spectrum of Facebook usage. Reviewing the results in 

Table 1 reveal moderate to strong, positive, significant correlations for number of like 
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pages and number of status updates posted. The results in Table 2 indicate that there is a 

lack of significant discrepancy for personal details such as relationship status, education 

and employment history. There is also a lack of significant discrepancy for common 

content of status updates and the links shared to the Facebook timeline. Overall the 

results suggest that participants were accurate when reporting details of their general 

Facebook usage. 

Discussion 

The intention in creating the SFU was to establish a method of gathering data 

on the content of photographs and images posted to Facebook, and to determine 

whether participants are accurate in reporting this information. A secondary intention 

was to gather a broad range of data on Facebook usage in order to determine if 

participant’s accuracy rates differ between self-reported photograph information and 

other reported Facebook content and behaviour. Overall the pattern of correlations and 

the lack of significant discrepancy between the SFU and SFA items suggest that 

participants were accurate in their responses to the SFU. For the purposes of the present 

research the SFU is able to provide an accurate overview of the number of photographs 

posted and tagged in, and common content of photographs shared on Facebook. Beyond 

this the SFU is comprehensive in addressing personal information provided on 

Facebook, the posting of comments in the form of status updates and the sharing of 

links and personal interests. 

It appears that the instruction that participants complete the SFU while viewing 

their Facebook profile (Subrahmanyam & Lin, 2007) was successful in promoting 

accuracy amongst the participants. Therefore, future research could drop the SFA and 

simply request that participants complete the SFU while viewing their Facebook page. It 

should be noted that participants were aware that their responses would be checked by 

the experimenter, so they may have been highly motivated to be accurate in their self-
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report responses. However, the benefits of dropping the SFA are twofold, firstly that it 

allows for results to be gathered in a much shorter period of time as it removes the 

lengthy process of gathering and rating the Facebook archives and secondly it enables 

the conducting of the research entirely online, thus allowing a much larger and more 

diverse group of participants to be included in the sample. 

It should be noted that some issues were found with the use of the Facebook 

archives. Firstly when the archive is downloaded by the user it reports information that 

the user has set as private, such as their mobile phone number or Facebook ‘likes’ 

(Facebook, 2012a). Therefore when participants self-report that they don’t share 

personal details, such as their contact information (Facebook, 2016c), with friends this 

may not be reflected in the archive. This could explain the significant discrepancy 

between the self-report and rater assessment of the sharing of mobile phone number and 

email address. Users are also able to set individual categories of ‘likes’, such as Movies, 

to private if they do not wish to share this information with friends (Facebook, 2016a). 

Users may elect to do this if they wish to receive updates about their ‘likes’ in their 

News Feed, but do not wish them to be visible for Facebook friends viewing their 

profile. This may explain the significant discrepancy between the self-report and rater 

assessment for some of the like categories, such as TV and Sports. Secondly due to 

some technical issues the archives provided by participants did not provide complete 

sets of status updates, profile pictures and uploaded photographs. Therefore, the rater’s 

assessment of the common content of uploaded photographs, status updates and shared 

links may have been impeded, especially when compared to the self-report. 

It is proposed that the SFU should be simplified for ease of use, and so 

redundant items should be identified and removed from the questionnaire. Firstly, the 

distinction between Facebook likes and number of Facebook likes, for example “have 

you liked Books on Facebook, if so how many are listed”, will be dropped. Instead the 
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question will simply ask whether the participant has liked books, and so on, and not 

require them to count how many are listed. It is further proposed the questions 

pertaining to comments made on others’ timelines be dropped from future iterations of 

the SFU, as the information contained within their responses is covered under the 

questions relating to status updates on the user’s personal timeline.  

In order to expand the questionnaire for use with both male and female 

participants it is proposed that the PFRS (Swami et al., 2008), which pertains to female 

bodies, should be replaced with the Stunkard Figure Rating Scale (SFRS) (Stunkard, 

Sørensen, & Schulsinger, 1983). The major advantage of the SFRS (Stunkard et al., 

1983) over the PFRS (Swami et al., 2008) is that it has versions for both male and 

female bodies. The SFRS presents the participants with a series of pictorial figures 

arranged in order from very thin to very obese, and has been found to be a valid 

measure of current body size and BMI (Stunkard, 2000). As the SFU was not pilot 

tested on male participants, validity data are not available to determine how accurate 

male participants were when self-reporting. Gender differences observed in past 

research regarding sociocultural body ideals (Ambwani & Chmielewski, 2013; 

Bucchianeri, Arikian, Hannan, Eisenberg, & Neumark-Sztainer, 2013; Buote et al., 

2011; Fredrickson & Roberts, 1997; Hausenblas et al., 2013; Homan et al., 2012; 

Lawler & Nixon, 2011; Lewis & Arbuthnott, 2012; McCreary, 2007; Merten, 2004; 

Thompson & Stice, 2001) and social media use (McAndrew & Jeong, 2012) will be 

taken into account in Chapter 5.  

It is concluded that the SFU, with the above modifications, is an effective 

measure of Facebook content and behaviour. It should be noted that as Facebook 

develops the questionnaire will need to be updated in order to stay abreast of new 

features and changes. 
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Chapter Three: An Initial Exploration of Internalisation, Body Image and Selfies 

Chapter Two outlined the creation of the Survey of Facebook Use (SFU) 

necessary to address the primary research questions of this thesis - whether female 

Facebook users these internalised sociocultural ideals are manifested via the choice of 

photographs and images to post on Facebook, and whether this differs from male 

Facebook users. This chapter shall use the data gathered during the establishment of the 

SFU in order to preliminarily examine the role of internalised sociocultural ideals and 

body image concern on the visual presentation of self on Facebook. In particular, this 

chapter will focus on the sharing of selfies on Facebook by young women. The selfie 

has been selected as it is an encapsulation of controlled visual self-presentation, as the 

individual involved is active in the process of producing and sharing the image of 

themselves. This chapter aims to establish the association between the internalisation of 

sociocultural ideals, body image concern and the act of posting selfies on Facebook. 

Selfies: Usage and Popularity 

As outlined in Chapter One the selfie has become a part of the cultural lexicon, 

and a central component of the social media experience. A broad definition of a selfie is 

an image of the self that has been produced by the individual and selected as worthy of 

being shared with others on social media (LaFrance, 2014; Oxford English Dictionary, 

2014). It is a means of self-expression and self-presentation (Qiu, Lu, Yang, Qu, & Zhu, 

2015). The term appears to have first been used in 2002 on an Australian online forum 

(Oxford English Dictionary, 2014). It has been suggested that selfies are the most 

ubiquitous popular art genre ever (Saltz, 2014), and between November 2012 and 

November 2013 the Oxford English Dictionary observed that usage of the term in the 

English language increased by 17000% (Oxford English Dictionary, 2014). 

Selfies are structurally and stylistically distinct from traditional self-portraiture 

(Saltz, 2014). They are created casually, quickly and with the intention of immediately 
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sharing with an audience, however this casualness does not equate with candidness 

(Saltz, 2014). Often selfies are a site of controlled self-presentation, Kim Kardashian 

has even proposed rules for their construction - one should hold “the camera…a little bit 

higher than lower…know your angle…Know the lighting…And no duckface.” (Rees, 

2013). Furthermore regardless of whether a selfie is staged or spontaneous, it undergoes 

a process of approval by the subject before being shared on social media implying the 

subject engages in a critical performance of self (Saltz, 2014).  

Selfies Within an Objectification Theory Framework 

The process of creating selfies can be situated within an objectification theory 

framework. As reviewed in Chapter One objectification theory proposes that 

sociocultural influences are internalised by the individual and then reproduced within 

one’s self-identity via self-objectification (Fredrickson & Roberts, 1997). An 

established measure of the internalisation of sociocultural ideals is the Sociocultural 

Attitudes Towards Appearance Questionnaire 3 Revised edition (SATAQ-3R) 

(Thompson, Van Den Berg, Roehrig, Guarda, & Heinberg, 2004; Thompson et al., 

2000). In contemporary Western culture the sociocultural ideals for women includes 

thinness, youthfulness, sexual desirability and conventional attractiveness  (Ambwani & 

Chmielewski, 2013; APA Task Force on the Sexualization of Girls, 2007; Becker et al., 

2013; Bell & Dittmar, 2011; Buote et al., 2011; Hausenblas et al., 2013; Homan et al., 

2012; Lewis & Arbuthnott, 2012; Pritchard et al., 2014; Smirnova, 2012; Yu et al., 

2013). The creation and maintenance of an online presence, whether it be on Facebook, 

Instagram, or Tumblr, provides the means for individuals to reproduce these internalised 

sociocultural ideals. On social media the individual literally constructs the self through 

photographs, select personal information and online behaviour (Boyd & Ellison, 2007). 

A co-construction model of online communication suggests that rather than a divide 

between the online and offline worlds, the virtual and real worlds are psychologically 
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connected (Subrahmanyam et al., 2008). As such, online profiles, avatars and worlds are 

constructed with direct reference to the users’ cultural context, offline issues, social 

groups and held attitudes, beliefs and values (Subrahmanyam et al., 2008). Online 

environments, such as Facebook, provide individuals with a high degree of control over 

their self-presentation (Mehdizadeh, 2010) and as such are likely to reflect internalised 

sociocultural ideals. This control is particularly pronounced in the case of selfies. The 

individual is actively involved in the process of creating and sharing selfies, and so 

internalized sociocultural ideals may be manifested in the choice to share selfies online. 

Past research has established links between general internet usage and body 

dissatisfaction (Tiggemann & Miller, 2010; Tiggemann & Slater, 2013). In particular 

Facebook use has been associated with self-objectification  and body dissatisfaction 

(Fardouly & Vartanian, 2015; Stronge et al., 2015) amongst young women. It has been 

suggested that the internalisation of sociocultural ideals will inform presentation of self 

on Facebook (Haferkamp et al., 2012), and it can be speculated that internalised 

feminine body ideals will inform the visual presentation of self via the sharing of selfies 

on Facebook. Consistent with a link between internal state and selfies, past research has 

established that the visual content of selfies, such as emotional expression or camera 

angle, is associated with self-reported Big 5 personality characteristics (Qiu et al., 

2015). The posting of selfies on social media has also been associated with narcissism 

and a desire for attention (Sung, Lee, Kim, & Choi, 2016). This suggests that individual 

differences can be observed in the act of creating and posting selfies, and that these 

differences reflect an individual’s internal motivations. The internalisation of 

sociocultural ideals, and associated self-objectification is likely to similarly motivate an 

individual’s level of engagement with creating and posting selfies. 
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Overview of Chapter Three 

It has been established that Facebook use is associated with self-objectification 

and body dissatisfaction (Fardouly et al., 2015; Stronge et al., 2015). Given this it could 

be speculated that more specific behaviours on Facebook, such as posting selfies, will 

be associated with the internalisation of sociocultural ideals and body image concern. 

As internalisation of sociocultural ideals and self-objectification is prevalent amongst 

women and during adolescence and young adulthood (Fredrickson & Roberts, 1997; 

Manago et al., 2008) this question will be examined using a participant group of young 

adult women. 

As reviewed in Chapter One the sociocultural ideals for young adult women 

have a narrow focus on the physical body (Pritchard et al., 2014; Yu et al., 2013). 

Therefore the process of internalising, self-objectifying and manifesting these 

sociocultural ideals (Fredrickson & Roberts, 1997) is likely to involve a focus on the 

physical body. A selfie is an image that is primarily focused on the individual’s physical 

body. Therefore the internalisation of sociocultural ideals and body image concern is 

likely to be associated with commonly using selfies for profile pictures or posting 

selfies to the Facebook timeline amongst young women. As such it was hypothesised 

that commonly posting selfies on Facebook would be associated with the internalisation 

of sociocultural ideals and body image concern. 

Method 

Participants 

The participants are from the same sample group covered in Chapter Two. The 

participant group consisted of 80 current undergraduate Psychology students at the 

University of Western Australia (UWA). All participants identified themselves as 

female. Ages ranged from 17 to 21 years, with an average age of 18.33 years and a 
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standard deviation of 1.32. The participants were recruited over a six-month period in 

2013 and completed the research in exchange for course credit 

Materials 

Facebook content. The individuals’ Facebook content and behaviour was 

assessed using the Survey of Facebook Use (SFU). This questionnaire was created for 

this research project, see Chapter Two and Appendix A for further details. Items that 

were primarily of interest in this chapter were those addressing the posting of images to 

Facebook. Firstly, there was a question on the common content of the user’s profile 

pictures. Respondents were provided with a list of possible responses to select from, 

with one being a photo of self (alone) taken by self. If they selected photo of self (alone) 

taken by self they were considered to commonly use selfies for their profile picture, if 

they did not select this they were considered to not commonly use selfies for their 

profile picture. Secondly there was a question on the common content of photos 

uploaded to the user’s Facebook account. Respondents’ were provided with a list of 

possible responses to select from, with one being a photo of self (alone) taken by self. If 

they selected photo of self (alone) taken by self they were considered to commonly 

upload selfies, if they did not select this they were considered to not commonly upload 

selfies. 

Of further interest was an item on the SFU that asks for an indication on the 

Photographic Figure Rating Scale (PFRS) (Swami et al., 2008) of one’s current physical 

body shape, body shape as presented on Facebook and the ideal body shape in society. 

This provided an indication of whether or not the individual felt they met the social 

ideal, as revealed by the difference between selected current physical body shape and 

ideal body shape in society. Difference scores were also calculated for current physical 

body shape and body shape as presented on Facebook, and for body shape as presented 

on Facebook and the ideal body shape in society. 
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The SFU was completed while the respondent’s Facebook profile was open so 

answers could be made with reference to Facebook. 

Self-esteem. The self-esteem level of the participants was measured using the 

Rosenberg Self-Esteem Scale (RSES) (Rosenberg, 1965), see Appendix D. This is a 

ten-item scale which assesses the participant’s feelings of global self-worth (Rosenberg, 

1965). The items in the scale are split evenly between positive statements about the 

individual, “I feel that I have a number of good qualities”, and negative statements 

about the individual, “At times, I think I am no good at all” (Rosenberg, 1965). The 

participants responded to these statements on a four-point Likert scale ranging from 

strongly disagree to strongly agree. The overall score was calculated by summing the 

responses to the 10 items, with the negative items being reverse scored. The higher the 

overall score, the higher the self-esteem level (Rosenberg, 1965). With a Cronbach’s 

alpha of 0.87 (Bosson, Swann Jr, & Pennebaker, 2000), the RSES has been found to 

have good internal consistency. In this study, there was a Cronbach’s alpha of 0.87. 

Self-objectification. The Self-Objectification Questionnaire (SOQ) assesses the 

influence of appearance-based attributes on respondents’ perceptions of themselves 

(Noll & Fredrickson, 1998), see Appendix J. Respondents assess a list of body attributes 

and rank them according to the level of impact on their physical self-concept. Half of 

the body attributes reflect physical appearance (i.e. physical attractiveness, sex appeal) 

and half reflect physical competence (i.e. health, energy level) (Noll & Fredrickson, 

1998). A difference score is calculated between each of these halves, ranging from -25 

to 25, with a higher score indicating more importance placed on physical appearance 

and lower score indicating more importance placed on physical competence (Noll & 

Fredrickson, 1998). The SOQ has been established as a valid and reliable measure of 

self-objectification (Noll & Fredrickson, 1998).  
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Body esteem. The Body-Esteem Scale for Adolescents and Adults (BESAA) 

(Mendelson, Mendelson, & White, 2001), see Appendix E, is a 23-item scale that 

measured participants’ evaluations of their own appearance, weight and expected third 

party evaluations of their body (Mendelson et al., 2001). Participants responded to 

positive statements, such as “I think I have a good body”, and negative statements, such 

as “I wish I looked better”, on a five-point scale, ranging from Never to Always. The 

overall score is obtained by summing the responses, with negative statements reverse 

scored. The higher the score, the more positive the participant’s evaluation of their own 

appearance, weight and expected third party evaluation of their body (Mendelson et al., 

2001). The appearance, weight and attribution subscales of the BESAA have been 

found to have good internal consistency, with a Cronbach’s alpha ranging from 0.75 to 

0.96, and high test-retest reliability (Mendelson et al., 2001). In this study, there was a 

Cronbach’s alpha of 0.90. 

Internalisation of sociocultural ideals. The internalisation of sociocultural 

attitudes was measured by the internalisation subscale of the SATAQ-3R (Thompson et 

al., 2004; Thompson et al., 2000), see Appendix F. The questionnaire has 38 items, 

across four subscales; pressures, importance, internalisation and awareness (Thompson 

et al., 2004; Thompson et al., 2000). In this study, the internalisation subscale was used; 

this encompasses the internalisation of societal body ideals (Thompson et al., 2004; 

Thompson et al., 2000). Participants responded to statements, such as “Attractive people 

are happier” on a five-point Likert scale ranging from definitely disagree to definitely 

agree (Thompson et al., 2004; Thompson et al., 2000). SATAQ-3R has been found to be 

reliable, with a Cronbach’s alpha of 0.95 (Thompson et al., 2004; Thompson et al., 

2000). In this study, there was a Cronbach’s alpha of 0.93. 

Drive for thinness.  The Eating Disorder Inventory (EDI) is a comprehensive 

measure of psychological and behavioural indicators of eating disorders, such as 
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bulimia and anorexia nervosa (Garner, Olmstead, & Polivy, 1983). The EDI contains of 

64 items, split across eight subscales (Garner et al., 1983). In this study, the Drive for 

Thinness subscale (DTS) was selected, see Appendix G. This subscale gives an 

indication of participants concern with dieting, fear of gaining weight and preoccupation 

with weight (Garner et al., 1983). Participants responded to statements, such as “I 

exaggerate or magnify the importance of my weight” on a six-point scale ranging from 

always to never (Garner et al., 1983). In this study, the decision was taken to modify the 

item “If I gain a pound, I worry that I will keep gaining” to “If I gain a kilogram, I 

worry that I will keep gaining” as a reflection of the Australian background of the 

participants (Tiggemann & Miller, 2010). It should be noted that 1 kilogram is the 

equivalent of 2.2 pounds, and so the weight measure being considered in the item is 

over twice that in the original measure. However, kilogram is a more common weight 

measure in Australia, and past research in the field has made the same modification 

(Tiggemann & Miller, 2010). Possible scores on the DTS range from 0 to 35 with a 

lower score indicating greater drive for thinness (Garner et al., 1983).The DTS has been 

found to be reliable with a Cronbach’s Alpha of 0.85 (Garner et al., 1983). In this study, 

the Cronbach’s alpha was 0.89. 

 

Procedure 

Participants completed the SFU online, while logged in to their Facebook 

account. Participants then completed the online battery of questionnaires relating to 

internalisation of sociocultural ideals and body image concern. The first questionnaire 

completed was the BESAA, then the SATAQ-3R, and finally the DTS.  

Results 

Data screening was conducted and extreme scores (±3SD) were removed from 

further analysis (Grubbs, 1969). Descriptive statistics are presented in Table 3 for the 
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self-esteem, body esteem, internalisation of sociocultural ideals and drive for thinness 

scores . 

Table 3  

Descriptive statistics for the measures of body image concern (N = 80). 

 Mean SD Observed Range 

Self-esteem 19.76 4.72 7.00 – 30.00 

Self-objectification 2.35 13.67 -25.00-25.00 

Body esteem 47.96 14.02 16.00 – 81.00 

Internalisation 37.91 10.60 13.00 – 62.00 

Drive for thinness 18.88 8.23 1.00 – 35.00 

    

 

The bivariate Pearson’s product-movement correlation coefficients between the 

internalisation of sociocultural ideals and level of body image concern are presented in 

Table 4. It was observed that those with high self-esteem had higher levels of body 

esteem, lower rates of internalisation of sociocultural ideals and less drive for thinness. 

It was also observed that those with high levels of self-objectification had lower levels 

of body esteem, high rates of internalisation of social ideals and less drive for thinness. 

Furthermore, it was observed those with high body esteem also had lower rates of 

internalisation of sociocultural ideals and less drive for thinness. Finally, it was 

observed that those with high rates of internalisation of sociocultural ideals experienced 

higher levels of drive for thinness. No other correlations were significant. 
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Table 4 

Pearson correlation matrix for measures of body image concern (N = 80). 
 

1 2 3 4 5  

1) Self-esteem - 

 

    

2) Self-

objectification -0.18 -     

3) Body esteem 0.60** -0.37** -    

4) Internalisation -0.39** 0.25* -0.55** -   

5) Drive for thinness 0.48** -0.26* 0.50** -0.54** -  

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

 * Correlation is significant at the 0.05 level (2-tailed). 

Note: for the drive for thinness measure lower scores indicate more drive for thinness. 

 

Participants responses on the SFU included an indication of which subjects 

they commonly included in profile pictures and uploaded pictures. One of the possible 

options was a photo of self (alone) taken by self. Participants who selected this option 

were coded as commonly using selfies for profile pictures or uploaded pictures on 

Facebook. Participants who did not select this option were coded as not commonly 

using selfies for profile pictures or uploaded pictures on Facebook. The same group of 

80 participants are included in the data gathered for profile picture and uploaded 

pictures content. The descriptive statistics for the body image measures, broken down 

by whether or not the individual commonly uses selfies as a profile picture are 

presented in Table 5.  
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Table 5 

Descriptive statistics (Mean (SD)) for measures of body image concern split according 

to the common use of selfies for profile pictures. 

 Selfies for profile picture 

 Common (N = 31) Not common (N = 49) 

Self-esteem 18.16 (5.19) 20.78 (4.13) 

Self-objectication 3.16 (2.12) 1.84 (14.81) 

Body esteem 45.48 (12.15) 49.53 (14.99) 

Internalisation 41.81 (8.83) 35.45 (10.97) 

Drive for thinness 16.39 (8.08) 20.45 (8.00) 

   
Note: for the drive for thinness measure lower scores indicate more drive for thinness. 

 

An independent samples t test indicated that those who commonly used selfies 

as their profile picture had a significantly lower level of self-esteem compared to those 

who did not, t(78) = 2.49, p < 0.05, two-tailed, d = 0.57. Independent samples t tests 

also established that, compared to those who did not, those who commonly use selfies 

for their profile pictures had a significantly higher rate of internalisation of the 

sociocultural body ideals found in television, magazines and athletics (t(78) = -2.71, p < 

0.01, two-tailed, d = 0.64) and had significantly greater drive for thinness (t(78) = 2.20, 

p < 0.05, two-tailed, d = 0.51) There was no significant difference in level of self-

objectification (t(78) = 1.26, p > 0.05, two-tailed, d = 0.10) or body esteem (t(78) = -

2.13, p > 0.05, two-tailed, d = 0.30) when comparing whose who commonly and did not 

commonly use selfies for their profile pictures. 

The descriptive statistics for the body image measures, broken down by 

whether or not the individual commonly uploads selfies to Facebook are presented in 

Table 6. 
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Table 6 

Descriptive statistics (Mean (SD)) for measures of body image concern split according 

to the common uploading of selfies to Facebook. 

 Selfies for uploaded pictures 

 Common (N = 37) Not common (N = 43) 

Self-esteem 21.00 (4.21) 18.70 (4.91) 

Self-objectification 1.32 (13.40) 3.23 (13.99) 

Body esteem 51.49 (14.33) 44.93 (13.16) 

Internalisation 38.65 (10.68) 37.28 (10.62) 

Drive for thinness 19.00 (7.79) 18.77 (8.68) 

   
Note: for the drive for thinness measure lower scores indicate more drive for thinness. 

 

In contrast to what was seen with the common use of selfies for profile 

pictures, those who commonly uploaded selfies to their Facebook timeline had a 

significantly higher level of self-esteem compared to those who did not, t(78) = -2.23, p 

< 0.05, two-tailed, d = 0.50.  An independent samples t test also established that those 

who commonly upload selfies to their Facebook timeline had a significantly higher 

level of body esteem compared to those who did not, t(78) = -2.31, p < 0.05, two-tailed, 

d = 0.48. There was no significant difference in level of self-objectification (t(78) = 

0.62, p > 0.05, two-tailed, d = 0.14), internalisation of sociocultural ideals (t(78) = -

0.57, p >0.05, two-tailed, d = 0.13) and drive for thinness (t(78) = -0.13, p >0.05, two-

tailed, d = 0.03) when comparing whose who did and did not commonly use uploaded 

selfies. 

The descriptive statistics for the participants’ responses on the PFRS in the 

SFU are presented in Table 7. The gap between each participants’ response for current 

body shape, Facebook body shape and ideal body shape on the PFRS was also 
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calculated. The descriptive statistics for these difference scores are also presented in 

Table 7. 

Table 7 

Descriptive statistics for the current, Facebook and ideal body shape responses and 

differences scores on the PFRS. 

 N Mean SD Observed Range 

Current body shape 80 4.03 1.64 1.00 – 9.00 

Facebook body shape 79 3.76 1.32 1.00 – 7.00 

Ideal body shape 79 2.89 0.95 1.00 – 5.00 

Difference between Current and Facebook 

body 78 0.15 0.46 -1.00 – 1.00 

Difference between Current and Ideal body 80 1.09 1.51 -2.00 – 7.00 

Difference between Facebook and Ideal body 80 0.89 1.30 -2.00 – 5.00 

 

The descriptive statistics for participants’ responses and difference scores on 

the PFRS, broken down by whether or not the individual commonly uses selfies as a 

profile picture are presented in Table 8. 
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Table 8 

Descriptive statistics for responses and difference scores on the PFRS split according to 

the common use of selfies for profile pictures. 

 
Selfies for profile picture - 

Common 

Selfies for profile picture - 

Not common 

 N M SD N M SD 

Current body shape 31 4.23 1.80 49 3.90 1.53 

Facebook body shape 31 4.00 1.55 48 3.60 1.14 

Ideal body shape 30 2.77 0.94 49 2.96 0.96 

Difference between 

Current and Facebook 

body 30 0.17 0.59 48 0.15 0.36 

Difference between 

Current and Ideal body 31 1.32 1.56 49 0.94 1.48 

Difference between 

Facebook and Ideal body 31 1.10 1.27 49 0.76 1.32 

 

Participants’ responses and differences scores on the PFRS did not meet the 

assumption of normality and so non-parametric tests were used to address whether the 

sharing of selfies on Facebook was associated with current and idealised body shape. 

Mann-Whitney U tests indicated that there was no significant difference between those 

who commonly use selfies for profile pictures (Mean Rank = 43.48, n = 31) and those 

who don’t (Mean Rank = 38.61, n = 49) for current body shape, U = 667.00, z = -0.94 

(corrected for ties), p = 0.35, r = 0.10. There was also was no significant difference 

between those who commonly use selfies for profile pictures (Mean Rank = 43.11, n = 

31) and those who don’t (Mean Rank = 37.99, n = 48) for Facebook body shape, U = 

647.50, z = -1.00 (corrected for ties), p = 0.32, r = 0.11. There was also was no 

significant difference between those who commonly use selfies for profile pictures 

(Mean Rank = 37.75, n = 30) and those who don’t (Mean Rank = 41.38, n = 49) for 

ideal body shape, U = 667.50, z = -0.72 (corrected for ties), p = 0.47, r = 0.08. A Mann-
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Whitney U test also indicated that there was no significant difference in the difference 

score between idealised body and current body for those who commonly use selfies for 

profile pictures (Mean Rank = 42.27, n = 31) and those who don’t (Mean Rank = 39.38, 

n = 49), U = 704.50, z = -0.57 (corrected for ties), p = 0.57, r = 0.06. 

The descriptive statistics for participants’ responses and difference scores on 

the PFRS, broken down by whether or not the individual commonly uploads selfies to 

Facebook are presented in Table 9. 

Table 9 

Descriptive statistics for responses and difference scores on the PFRS split according to 

the common uploading of selfies to Facebook. 

 
Upload Selfies - 

Common 

Upload Selfies - Not 

common 

 N M SD N M SD 

Current body shape 37 3.46 1.24 43 4.51 1.79 

Facebook body shape 37 3.41 1.09 42 4.07 1.44 

Ideal body shape 37 2.76 0.83 42 3.00 1.04 

Difference between 

Current and Facebook 

body 37 0.05 0.41 41 0.24 0.49 

Difference between 

Current and Ideal body 37 0.70 1.24 43 1.42 1.65 

Difference between 

Facebook and Ideal body 37 0.65 1.16 43 1.09 1.39 

 

Participants’ responses and differences scores on the PFRS did not meet the 

assumption of normality and so non-parametric tests were used to address whether the 

sharing of selfies on Facebook was associated with current and idealised body shape. A 

Mann-Whitney U test indicated that those who commonly uploaded selfies to their 

Facebook timeline (Mean Rank = 33.24, n = 37) reported a significantly thinner current 

body shape on the PFRS than those who did not (Mean Rank = 46.74, n = 43), U = 
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527.00, z = -2.66 (corrected for ties), p < 0.01, r = 0.30. A Mann-Whitney U test also 

indicated that those who commonly uploaded selfies to their Facebook timeline (Mean 

Rank = 33.47, n = 37) reported a significantly smaller difference score between their 

idealised body shape and their current body than those who did not (Mean Rank = 

46.55, n = 43), U = 535.50, z = -2.62 (corrected for ties), p < 0.01, r = 0.29.  

It was also observed that those who felt they met the social ideal, as indicated 

by less difference between current and ideal body shape, have higher self-esteem (rs = -

0.32, p < 0.01, two-tailed, N = 80), higher body esteem (rs = -0.54, p < 0.01, two-tailed, 

N = 80), less internalisation sociocultural ideals (rs = 0.35, p < 0.01, two-tailed, N = 

80), and less drive for thinness (rs = -0.51, p < 0.01, two-tailed, N = 80).  

Discussion 

It was hypothesised that links would be observed between the act of posting 

selfies on Facebook and the internalisation of sociocultural ideals and body image 

concern. The results were consistent with this hypothesis with commonly posting selfies 

as profile pictures or to the Facebook timeline being associated with self-esteem, body 

esteem, internalisation of sociocultural ideals and drive for thinness. 

Given the link between internalisation of sociocultural ideals and the posting of 

selfies in this initial study, it is suggested that selfies represent the manifestation of 

internalised sociocultural ideals (Fredrickson & Roberts, 1997). Given the link between 

posting selfies and levels of body image concern, such as body esteem and drive for 

thinness, it is suggested that this process of manifesting internalised sociocultural ideals 

on Facebook may be influenced by body image concern (Fredrickson & Roberts, 1997; 

Keery et al., 2004). 

When it comes to the act of posting selfies a distinction can be made between 

selfies as profile pictures – the sole image that is selected to be placed at the head of a 

Facebook profile - and selfies as uploaded pictures, which are loaded on to the timeline 



THE OBJECTIFIED SELF(IE)                                                                                     58 

 

and stored within an album. In the results, a particular difference can be seen regarding 

self-esteem; those who uploaded selfies to their Facebook timeline were more likely to 

have high self-esteem and those who use selfies as their profile picture were more likely 

to have low self-esteem. It is posited that the uploading of selfies to the timeline entails 

the casual sharing of images of oneself consistent with a high degree of self-esteem. It is 

also noted that the more participants felt they met the social body ideal, as indicated by 

less difference between current body and ideal body on the PFRS (Swami et al., 2008), 

the less they reported internalising sociocultural body ideals. Low internalisation of 

sociocultural ideals was also correlated with high body esteem. Those who commonly 

upload selfies to their Facebook timeline reported greater body esteem than those who 

do not commonly upload selfies. Therefore the uploading of selfies to Facebook may 

reflect a consistency self-presentation strategy in which they present themselves in a 

way that is consistent with what their audience know and expect from them 

(Baumeister, 1982). This strategy may be utilised when individuals feel that they meet, 

or appear to meet, sociocultural body ideals.  

In contrast for those with low-self-esteem an increased propensity to use selfies 

for profile pictures may be due to a desire to use a socially approved image to represent 

oneself on Facebook. Commonly using selfies for profile pictures was also associated 

with greater internalisation of sociocultural ideals and greater drive for thinness when 

compared to those who do not commonly use selfies for profile pictures. The different 

pattern of results for uploading selfies and using selfies for profile pictures may reflect 

differences in the Facebook usage. Uploading photographs to the Facebook timeline is 

an activity that may be engaged in more frequently and casually than the process of 

selecting a Facebook profile picture. Furthermore, a profile picture may be set for 

months at a time without changing and represents the individual throughout the 

Facebook network, and so may reflect motivations to meet perceived audience 
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expectations. Therefore the use of selfies for profile pictures may reflect a 

compensatory self-presentation strategy in which they present themselves in a way that 

compensates for a perceived poor audience impression by presenting highly favourable 

information about themselves (Baumeister, 1982). This may be deployed when 

individuals feel that they do not meet, or do not appear to meet, sociocultural body 

ideals. 

 The association between the internalisation of sociocultural body ideals is 

consistent with past research that has identified that the holding of traditional gender 

stereotypes is associated with posting selfies on Instagram (Döring, Reif, & Poeschl, 

2016). Previous research has suggested that personal spaces, such as bedrooms, are a 

key component of young women’s identity work (McRobbie & Garber, 1976). These 

spaces are sites for activities such as socialising with cliques, consuming popular 

culture, and experimentation with style (McRobbie & Garber, 1997), and with the rise 

of internet access the site of these activities has shifted to a virtual space (Elm, 2009). 

From the early online bulletin boards and forums to the recent iterations of social media 

sites the internet has developed into an important site for social interaction - especially 

for women, with 54% of Facebook users in Australia being female (Socialbakers.com, 

2014). Elm (2006) suggests that for girls and young women the internet is a public, 

unsupervised space that can be accessed from private, secure locations such as the 

home, school or work. While there have been well-documented cases and concerns 

regarding online harassment and inequalities (Barak, 2005; Hess, 2014; Ronai, 

Zsembik, & Feagin, 2014), there is also a view that the internet represents a safe space 

for young women’s experimentation with and construction of self-identity (Grisso & 

Weiss, 2005; Stern, 2004; Thiel, 2005). Therefore, for those who have internalised 

sociocultural body ideals Facebook represents a safe space in which to engage in a 

socially-approved presentation of self through the medium of selfies. 
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This chapter has suggested that the common use of selfies in profile pictures or 

uploaded to an individual’s timeline on Facebook is associated with the internalisation 

sociocultural ideals, and body image concern. This implies internalised sociocultural 

ideals do manifest in young women’s visual presentation of self on Facebook.. The 

following chapters will expand on this preliminary finding, with a broader group of 

participants and taking into account overall level of self-focus in photographs posted to 

Facebook. Expanding the visual presentation of self variable to overall level of self-

focus in photographs means that photographs of the self taken by other people or with a 

group of people can be taken into account. It also allows the ratio of self-focused 

photographs to non-self-focused photographs to be reflected in the results. Furthermore, 

it provides a continuous variable, enabling potential mediation models to be tested. The 

next chapter will test a model in which the relationship between internalisation of 

sociocultural ideals and visual presentation of self on Facebook is mediated by body 

dissatisfaction, self-objectification or personal appearance comparison.  
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Chapter Four:  The Relationship Between Internalised Sociocultural Ideals and the 

Sharing of Self-Focused Images Online 

As reviewed in Chapter One objectification theory advances a model 

suggesting that individuals reproduce internalised sociocultural influences within their 

self-identity via self-objectification (Fredrickson & Roberts, 1997). Self-objectification 

involves an individual assessing their appearance and behaviour relative to social and 

cultural standards from a third person perspective (Slater & Tiggemann, 2002). 

The sociocultural body ideals imposed on the female body  are discussed in 

more detail in Chapter One. To briefly review, it has been observed that in 

contemporary Western culture the core components of the idealised female body are 

thinness, youthfulness, sexual desirability and conventional attractiveness  (Ambwani & 

Chmielewski, 2013; APA Task Force on the Sexualization of Girls, 2007; Becker et al., 

2013; Bell & Dittmar, 2011; Buote et al., 2011; Hausenblas et al., 2013; Homan et al., 

2012; Lewis & Arbuthnott, 2012; Pritchard et al., 2014; Smirnova, 2012; Yu et al., 

2013).  Research suggests that these ideals are transmitted and reinforced through 

sociocultural influences (APA Task Force on the Sexualization of Girls, 2007; 

Fredrickson & Roberts, 1997; Grabe & Hyde, 2009; Keery et al., 2004; Strasburger et 

al., 2009; Tiggemann & Slater, 2013). 

As reviewed in Chapter One construction of self on Facebook is speculated to 

involve engagement with and use of self-presentation strategies in order to maximise 

audience appeal (Baumeister, 1982; Ellison et al., 2006; Krämer & Winter, 2008; Tice 

et al., 1995). These self-presentation strategies involve highlighting favourable 

information about the self in order to retain audience approval or to compensate for 

audience disapproval (Baumeister, 1982). Objectification theory suggests that this 

highlighted information is likely to reflect social-cultural ideals (Fredrickson & Roberts, 

1997; Keery et al., 2004; Murray et al., 2013; Tiggemann & Slater, 2001; Vartanian & 
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Dey, 2013). Given the centrality of the physical body to the female sociocultural ideal 

(Ambwani & Chmielewski, 2013; Buote et al., 2011; Fredrickson & Roberts, 1997; 

Hausenblas et al., 2013; Homan et al., 2012; Lewis & Arbuthnott, 2012; Merten, 2004; 

Thompson & Stice, 2001) this chapter will concentrate on the visual presentation of self 

on Facebook by young women.  

Facebook Usage as a Sociocultural Influence 

Past research has established that young women’s usage of Facebook is linked 

to self-objectification and peer appearance comparisons (Meier & Gray, 2014). 

Additionally, time spent on Facebook by young women has been linked to appearance 

dissatisfaction, greater internalisation of sociocultural body ideals and greater drive for 

thinness (Fardouly & Vartanian, 2015; Stronge et al., 2015; Tiggemann & Miller, 2010; 

Tiggemann & Slater, 2013; Williams & Ricciardelli, 2014). Furthermore Meier and 

Gray (2014) determined that it was level of exposure to photographs on Facebook, 

rather than general Facebook usage, that is linked with body dissatisfaction in young 

women. This past research (Fardouly & Vartanian, 2015; Stronge et al., 2015; 

Tiggemann & Miller, 2010; Tiggemann & Slater, 2013) positions Facebook as a source 

of sociocultural influences that are internalised by the individual under the 

objectification theory model (Fredrickson & Roberts, 1997). These Facebook based 

influences are likely to encompass content created by other Facebook users, such as 

friends, community pages or corporate run pages. 

Established Models of Internalisation and Body Dissatisfaction 

The initial objectification theory framework established by Fredrickson and 

Roberts (1997) and Fredrickson et al. (1998), see Figure 1, outlines a process in which 

sexual objectification in the mass media and during social interactions is internalised via 

a process of self-objectification (Fredrickson et al., 1998). This was observed to have a 

number of psychological consequences, including body shame and appearance anxiety 
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(Fredrickson & Roberts, 1997; Fredrickson et al., 1998; Noll & Fredrickson, 1998). It 

should be noted that self-objectification is distinct from body dissatisfaction as it does 

not involve passing judgement on or having a negative perception of one’s body, rather 

it is concerned with the value the individual places on various attributes of their 

physical appearance  (Calogero, 2011). Self-objectification can be engaged in by 

individuals who are dissatisfied with their bodies, but also by those who are satisfied 

with their bodies (Calogero, 2011). However, the process of self-objectification is 

associated with a number of mental health risks, including restrained eating and 

depression (Fredrickson et al., 1998; Noll & Fredrickson, 1998). 

It has been noted that this objectification theory framework overlaps (Moradi, 

2010) with the tripartite influence model of body image and eating disturbance 

(Thompson, Heinberg, Altabe, & Tantleff-Dunn, 1999; Van den Berg, Thompson, 

Obremski-Brandon, & Coovert, 2002). The tripartite influence model suggests that 

internalisation of sociocultural body ideals and associated body dissatisfaction results in 

a drive to reproduce internalised ideals via the development of eating disorder 

symptoms (Thompson et al., 1999; Van den Berg et al., 2002). The tripartite model 

includes distal influences on body dissatisfaction and disordered eating, such as family, 

media and peer influences (Keery et al., 2004; Van den Berg et al., 2002)., This is 

similar (Moradi, 2010) to the objectification theory framework of sociocultural 

influences being internalised (Fredrickson & Roberts, 1997; Fredrickson et al., 1998). 

The tripartite model also includes proximal influences on body dissatisfaction and 

Cultural practises 

of sexual 

objectification 

Self-

objectification 

Psychological 

consequences 

Mental 

health risks 

Figure 1. Objectification theory framework (Fredrickson, Roberts, Noll, Quinn, & 

Twenge, 1998). 
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disordered eating, such as appearance comparison (Keery et al., 2004), perfectionism 

and global psychological functioning (Van den Berg et al., 2002), this is similar 

(Moradi et al., 2005) to the role played by self-objectication and appearance comparison 

with the objectification theory model (Fredrickson & Roberts, 1997; Fredrickson et al., 

1998). Finally, the outcomes of these distal and proximal influences in the tripartite 

model (Keery et al., 2004; Van den Berg et al., 2002) are similar to the body shame and 

appearance anxiety resulting in mental health risks relating to eating disorder 

symptomology in the objectification theory model (Fredrickson & Roberts, 1997; 

Fredrickson et al., 1998).  

The relationship between internalisation of sociocultural ideals, body 

dissatisfaction and attempts to reproduce these internalised ideals posited by 

objectification theory (Noll & Fredrickson, 1998) and the tripartite influence model 

(Thompson et al., 1999; Van den Berg et al., 2002) is demonstrated in the structural 

equation model established by Keery et al. (2004), see Figure 2. This model 

demonstrates that the body dissatisfaction derived from the internalisation of 

sociocultural ideals is associated with attempts to reproduce these body ideals within the 

physical body (Keery et al., 2004). As observed in past research, internalisation of 

sociocultural ideals is associated with the individual level of body dissatisfaction (Bair 

et al., 2012; Carey et al., 2013; Halliwell & Dittmar, 2004; Kluck, 2010; Strasburger et 

al., 2009; Thompson & Stice, 2001; Tiggemann & Miller, 2010; Tiggemann & Slater, 

2013). Furthermore, consistent with past research the reproduction of internalised 

sociocultural ideals within the physical body includes dietary restriction and the 

development of eating disorders symptoms (Abramson & Valene, 1991; Field et al., 
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2001; Hausenblas et al., 2013; Homan, 2010; Keery et al., 2004; Moradi et al., 2005; 

Rodgers et al., 2016).  

Both the objectification theory model (Fredrickson & Roberts, 1997; 

Fredrickson et al., 1998) and the tripartite model (Keery et al., 2004; Van den Berg et 

al., 2002) include physical appearance comparison as a variable. Past research has 

established that women tend to compare their own bodies to the sociocultural ideals, 

such as those embodied by fashion models or celebrities (Leahey & Crowther, 2008). 

Engaging in such upward comparisons, comparing oneself to other people or cultural 

representations that are perceived as more attractive than oneself (Leahey, Crowther, & 

Mickelson, 2007; Myers, Ridolfi, Crowther, & Ciesla, 2012), is associated with higher 

levels of body dissatisfaction (Bailey & Ricciardelli, 2010; Bessenoff, 2006; Leahey et 

al., 2007; Myers & Crowther, 2009) and eating disorder symptoms. (O’Brien et al., 

2009). Recent research has established that young women also engage in appearance 

based comparisons when viewing images of their friends on Facebook, and that women 

Sociocultural 

influences 

Body 

dissatisfaction 

Comparison 

Internalisation 

Restriction 

Bulimia 

Psychological 

functioning 

Figure 2. Structural equation model for sociocultural influences, internalisation, body 

dissatisfaction and reproduction behaviours (Keery, van den Berg, & Thompson, 

2004). 
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who spend more time on Facebook may experience greater body dissatisfaction as a 

result of such comparisons (Fardouly & Vartanian, 2015).  

Recent research has also established that the transmission of sociocultural 

ideals is not limited to the mass media and social interactions, in particular social media 

can be a source of influence (Fardouly & Vartanian, 2015; Meier & Gray, 2014; 

Tiggemann & Miller, 2010; Tiggemann & Slater, 2013). For example, Tiggemann and 

Miller (2010) established two mediation models, see Figure 3, in which exposure to 

sociocultural ideals via the internet was associated with weight satisfaction and drive for 

thinness, and that this association was mediated by internalisation of and comparison to 

sociocultural ideals. Tiggemann and Miller (2010) took a measure of Internet 

Appearance Exposure which asked participants to indicate the frequency with which 

they access popular websites, such as Facebook or Dolly Magazine. These websites 

were rated by independent raters on their level of appearance focus. A total internet 

appearance exposure score was calculated, taking into account the frequency of 

accessing these websites and the overall appearance focus of these websites (Tiggemann 

& Miller, 2010). The internet exposure score provided as a measure of exposure to 

sociocultural body ideals online, and was used to test whether the internet fits into the 

established objectification theory framework (Tiggemann & Miller, 2010). The models 

established in this past research confirm that time spent on internet sites focused on 
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appearance, including social media sites, acts as a source of sociocultural ideals to be 

internalised and reproduced in the self (Tiggemann & Miller, 2010). 

Social media sites may not just be a source of sociocultural ideals, but may also 

provide a means of manifesting internalised sociocultural ideals. The process of 

establishing and maintaining an online profile on Facebook is speculated to be 

analogous to the process of manifesting internalised sociocultural ideals. As feminine 

sociocultural ideals are centred around the physical body (Ambwani & Chmielewski, 

2013; Buote et al., 2011; Fredrickson & Roberts, 1997; Hausenblas et al., 2013; Homan 

et al., 2012; Lewis & Arbuthnott, 2012; Merten, 2004; Thompson & Stice, 2001) these 

internalised body ideals are to be manifested via a focus on the self in photographs 

posted to Facebook. Given the models reviewed in Figure 1, Figure 2 and Figure 3 this 

hypothesised relationship between internalisation and visual presentation of self on 

Figure 3. Mediation models for internet exposure with (a) weight satisfaction and (b) 

drive for thinness (Tiggemann & Miller, 2010). 

Internet exposure Weight satisfaction 

Internalisation 

Comparison 

Internet exposure Drive for thinness 

Internalisation 

Comparison 
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Facebook is likely to be mediated by how satisfied the individual is with their body 

(Keery et al., 2004; Noll & Fredrickson, 1998; Tiggemann & Miller, 2010). 

Overview of Chapter Four 

This chapter aims to establish the influence of internalised sociocultural ideals 

on the visual presentation of self on Facebook. It is hypothesised internalised 

sociocultural ideals will be manifested via the posting of self-focused photographs on 

Facebook. As such it is predicted that the level of internalisation of sociocultural ideals 

will be correlated in the level of self-focus in photographs posted to Facebook. Level of 

self-focus in photographs posted to Facebook shall be determined through the creation 

of a difference score by calculating a total score for number of self-focused picture 

items selected (e.g. photo of self taken by a third party) and subtracting a total score for 

number of non-self-focused items (e.g. landscape). This provides a continuous variable 

suitable for use in correlational analysis. It is further hypothesised that the manifestation 

of internalised sociocultural ideals though the sharing of self-focused photographs will 

be influenced by how satisfied the individual is with their physical body, as reflected in 

level of body esteem and drive for thinness. It is predicted that body esteem and drive 

for thinness will mediate the relationship between internalisation of sociocultural ideals 

and level of self-focus in photographs posted to Facebook. Finally, it is hypothesised 

that the manifestation of internalised sociocultural ideals though the sharing of self-

focused photographs will be influenced by level of self-objectification and physical 

appearance comparison that the individual engages in. It is predicted that self-

objectification and physical appearance comparison will mediate the relationship 

between internalisation of sociocultural ideals and level of self-focus in photographs 

posted to Facebook. 
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Method 

Participants 

Three hundred and ninety-four female participants were included in this study. 

They were recruited from amongst undergraduate Psychology students at the University 

of Western Australia and the general public as part of the wider data collection 

conducted over a 12-month period in 2014 and 2015 for this research project. Of the 

394 female participants in the main study 323 were recruited were undergraduate 

students who were compensated with course credit. The remaining 71 were recruited by 

publicising the link to the study in the University of Western Australia Postgraduate 

Student Association newsletter and by sharing the link on social media sites such as 

Facebook, Twitter and LinkedIn. The participants recruited from the general public 

were provided with no compensation. The undergraduate students were compensated 

with course credit. The included participants had an average age of 18.72 years, with a 

SD of 2.02 and ranged from 16 to 24 years. The Body Mass Index of the participants 

ranged from 15.18 to 57.09, with a mean of 21.78 and a SD of 3.95. 

Materials 

Facebook content. The individuals’ Facebook content and behaviour was 

assessed using the Survey of Facebook Use - Revised (SFUR), see Appendix H. This 

survey was created for this research project, see Chapter Two for further details on the 

creation and revisions to the SFU. This questionnaire captures information such as time 

spent on Facebook, personal information provided on Facebook profile and the common 

content of photos shared on Facebook. Of interest to this chapter are questions relating 

to the common content of profile pictures and of uploaded pictures.  

Possible responses for common content of profile pictures included an 

inanimate object, animal, cartoon, celebrity, fictional character, group of people 

(including self), group of people (not including self), humour, landscape, photo of self 
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taken by a third party, photo of self taken by self and /or self as a child. Possible 

responses for common content of uploaded pictures included an inanimate object, 

animal, cartoon, fashion, food, group of people (including self), group of people (not 

including self), humour, landscape, photo of self taken by a third party, photo of self 

taken by self, sports and/or travel. Multiple responses were able to be given for each 

question. 

A difference score was calculated comparing self-focused with non-self-

focused content across both profile and uploaded pictures. This was done by creating a 

total score for number of self-focused pictures items selected (e.g. if the participant 

selected photo of self taken by a third party, photo of self taken by self and group of 

people including self) and subtracting a total score for number of non-self-focused items 

(e.g. if the participant selected landscape, food and travel). Possible scores ranged from 

-18.00 to 7.00 with a greater score indicated a greater degree of self-focus in pictures. 

Body esteem. The Body-Esteem Scale for Adolescents and Adults (BESAA) 

(Mendelson et al., 2001) was used to measure respondents’ evaluations of their 

appearance, weight and expected third party evaluations of their body. It has a 

maximum score of 92 with a higher score indicating greater positive evaluation of their 

body and appearance (Mendelson et al., 2001). In this study, there was a Cronbach’s 

alpha of 0.94. More detail regarding this measure can be found in Chapter Three and in 

Appendix E. 

Drive for thinness. The Drive for Thinness subscale (DTS) of the Eating 

Disorder Inventory (Garner et al., 1983) was used to assess respondents’ concern with 

dieting, fear of gaining weight and preoccupation with weight. Possible scores range 

from 0 to 35 with a lower score indicating greater drive for thinness (Garner et al., 

1983). In this study, there was a Cronbach’s alpha of 0.93.  More detail regarding this 

measure can be found in Chapter Three and in Appendix G. 
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Physical appearance comparison. The Physical Appearance Comparison Scale 

(PACS) (Thompson, Heinberg, & Tantleff, 1991) was used to measure the tendency of 

an individual to compare their physical appearance to others, see Appendix I. The 

PACS is a 5-item scale, with responses entered on a 5-point Likert scale, ranging from 

Never to Always. One item is reverse scored, and possible scores range from 5 to 25.  A 

higher score indicates more comparison of one’s own physical appearance to the 

physical appearance of others (Thompson et al., 1991). The PACS has been established 

as a valid and reliable measure of physical appearance comparison, with a Cronbach’s 

alpha of 0.78 (Thompson et al., 1991). In this study, there was a Cronbach’s alpha of 

0.73.Self-objectification. The Self-Objectification Questionnaire (SOQ) assesses the 

influence of appearance-based attributes on respondents’ perceptions of themselves 

(Noll & Fredrickson, 1998). Possible scores range from -25 to 25, with a higher score 

indicating more importance placed on physical appearance and lower score indicating 

more importance placed on physical competence (Noll & Fredrickson, 1998). The SOQ 

has been established as a valid and reliable measure of self-objectification (Noll & 

Fredrickson, 1998). More detail regarding this measure can be found in Chapter Three 

and in Appendix J. 

Internalisation of sociocultural ideals. The internalisation of sociocultural 

attitudes was measured by the internalisation subscale of the Sociocultural Attitudes 

Towards Appearance Questionnaire Three Revised edition (SATAQ-3R) (Thompson et 

al., 2004; Thompson et al., 2000). It has a maximum score of 65, with a higher score 

indicating greater internalisation (Thompson et al., 2004; Thompson et al., 2000). In this 

study, there was a Cronbach’s alpha of 0.94. More detail regarding this measure can be 

found in Chapter Three and in Appendix F. 
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Procedure 

Participants were provided a link to the website for the data collection. From 

the website, they were able to access the information sheet for the study, contact details 

for the experimenters and a link to the battery of measures. 

Once the link to the battery of measures was clicked, the participants were 

presented with an electronic consent form. If they chose not to give consent, they were 

taken to a screen thanking them for their time. If they did give consent they were taken 

to the first stage of the data collection which involved the provision of demographic 

information.  

The second stage of the data collection presented participants with the SFUR, 

which they were instructed to complete while viewing their Facebook profile, however 

as the data was collected online it is unclear how many participants followed this 

instruction. The third stage of the data collection involved participants completing a 

battery of questionnaires as part of the wider research, in which the BESAA, DTS, 

SOQ, PACS and finally the SATAQ-3R were completed. In total, this battery of 

measures took approximately 30 minutes to complete. Once the questionnaires had been 

completed, participants were taken to a screen thanking them for their time. 

Results 

Data screening was conducted and no outliers were identified. One missing 

response was identified and was excluded from further analysis. All participants over 

the age of 24 were also removed from further analysis. 

The descriptive statistics for the self-focus picture content variable, BES, DTS, 

SOQ, PACS and the SATAQ-3R Internalisation scale are presented in Table 10. The 

self-focus picture content variable was calculated by finding the differences between 

self-focused and non-self-focused content across both profile and uploaded pictures, 

with a greater score indicating more self-focus. 



THE OBJECTIFIED SELF(IE)                                                                                     73 

 

Table 10  

Descriptive statistics for self-focus picture variable and questionnaires for female 

participants (N = 394). 

 
M SD 

Observed Range 

Self-focus picture content 
1.47 2.25 

-6.00 – 6.00 

Body esteem 
45.48 15.53 

3.00 – 82.00 

Drive for thinness 
17.87 9.34 

0.00 – 35.00 

Self-objectification 
1.68 13.81 

-25.00-25.00 

Physical appearance 

comparison 
15.51 3.54 

5.00 – 25.00 

Internalisation 
40.85 11.53 

13.00 – 65.00 

 

In order to address hypothesis one, that internalisation of sociocultural ideals 

will be associated with a focus on self in pictures posted on Facebook, a bivariate 

Pearson’s product movement correlation coefficient was calculated. This hypothesis 

was supported with a weak, positive correlation between internalisation and self-

focused picture content; r(394) = 0.12, p < 0.01. 

In order to address hypothesis two, that this relationship between 

internalisation and self-focus in picture content will be mediated by body esteem and 

drive for thinness, three mediation analyses were run, using the PROCESS macro for 

SPSS (Baron & Kenny, 1986; Hayes, 2013; Jose, 2013; Preacher & Hayes, 2008)). 
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The first mediation model examines whether the relationship between 

internalisation and self-focus in photographs is mediated by body esteem, and is 

presented in Figure 4. Results indicate that internalisation was a significant predictor of 

body esteem, β = -0.60, SE = 0.06, p <0.001, and that body esteem was not a significant 

predictor of self-focus picture content, β = 0.02, SE = 0.01, p = 0.06. Internalisation was 

still a significant predictor of self-focus picture content after controlling for body 

esteem, β = 0.02, SE = 0.01, p <0.01. Approximately 2.4% of the variance in self-focus 

in photographs was accounted for by the predictors (R2 = 0.024). The indirect effect was 

tested using a bootstrap estimation approach with 10000 samples. It cannot be 

determined if mediation was present in the model as the 95% confidence interval 

included zero, ab = -0.01, SE = 0.01, 95% CI = -0.02, 0.001. 

 

 

 

 

 

Internalisation 
Self-focus picture 

content 

Body esteem 

-0.60** 

0.03* (0.02*) 

0.02 

Figure 4. Mediation model for internalisation, body esteem and self-focus in 

picture content in female participants. * p < 0.05, ** p < 0.01. 
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The second mediation model examines whether the relationship between 

internalisation and self-focus in photographs is mediated by drive for thinness, and is 

presented in Figure 5. Results indicate that internalisation was a significant predictor of 

drive for thinness, β = -0.43, SE = 0.03, p <0.001, and that drive for thinness was not a 

significant predictor of self-focus picture content, β = 0.02, SE = 0.01, p = 0.10. 

Internalisation was still a significant predictor of self-focus picture content after 

controlling for body esteem, β = 0.02, SE = 0.01, p <0.05. Approximately 2.2% of the 

variance in self-focus in photographs was accounted for by the predictors (R2 = 0.022). 

The indirect effect was tested using a bootstrap estimation approach with 10000 

samples. It cannot be determined if mediation was present in the model as the 95% 

confidence interval included zero, ab = -0.01, SE = 0.01, 95% CI = -0.02, 0.003. 

Internalisation 
Self-focus picture 

content 

Drive for thinness 

-0.43** 

0.03** (0.02*) 

0.02 

Figure 5. Mediation model for internalisation, drive for thinness and self-focus 

in picture content in female participants. * p < 0.05, ** p < 0.01. 
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The third mediation model examines whether the relationship between 

internalisation and self-focus in photographs is mediated by both body esteem and drive 

for thinness, and is presented in Figure 6. Results indicate that internalisation was a 

significant predictor of body esteem, β = -0.60, SE = 0.06, p < 0.001, and a significant 

predictor of drive for thinness, β = -0.43, SE = 0.03, p < 0.001. However, body esteem 

was not a significant predictor of self-focus picture content, β = 0.01, SE = 0.01, p = 

0.24, and neither was drive for thinness, β = 0.01, SE = 0.02, p = 0.47, when controlling 

for each other. Approximately 2.6% of the variance in self-focus in photographs was 

accounted for by the predictors (R2 = 0.026). 

Internalisation was still a significant predictor of self-focus picture content after 

controlling for body esteem and drive for thinness, β = 0.02, SE = 0.01, p <0.05. The 

indirect effects were tested using a bootstrap estimation approach with 10000 samples. 

Internalisation 
Self-focus picture 

content 

Body esteem 

-0.60**  

0.04** (0.02*) 

 

 

0.01  

Drive for thinness 

-0.43**  0.01  

Figure 6. Multiple mediation model for internalisation, body esteem, drive for 

thinness and self-focus in picture content for female participants. * p < 0.05, ** p 

< 0.01. 



THE OBJECTIFIED SELF(IE)                                                                                     77 

 

It cannot be determined if mediation was present in the model as the 95% confidence 

intervals for body esteem, ab = -0.01, SE = 0.01, 95% CI = -0.02, 0.006, and drive for 

thinness, ab = -0.01, SE = 0.01, 95% CI = -0.02, 0.01, included zero. 

Therefore, contrary to the hypothesis, body esteem and drive for thinness did not 

mediate the relationship between internalisation of sociocultural ideals and self-focus in 

photographs. 

In order to address hypothesis three, that the relationship between 

internalisation and self-focus in picture content will be mediated by self-objectification 

and physical appearance comparison, a mediation analysis was run, using the 

PROCESS macro for SPSS (Hayes, 2013). 

 

The fourth mediation model examines whether the relationship between 

internalisation and self-focus in photographs is mediated by both self-objectification 

Internalisation 
Self-focus picture 

content 

Self-

objectification 

0.43** 

0.02 (0.02*) 

0.02 

Physical 

appearance 

comparison 

 

0.18** 
-0.01 

Figure 7. Multiple mediation model for internalisation, self-objectification, 

physical appearance comparison and self-focus in picture content in female 

participants. * p < 0.05, ** p < 0.01. 
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and physical appearance comparison, and is presented in Figure 7. Results indicate that 

internalisation was a significant predictor of self-objectification, β = 0.43, SE = 0.06, p 

< 0.001, and a significant predictor of physical appearance comparison, β = 0.18, SE = 

0.01, p < 0.001. However, self-objectification was not a significant predictor of self-

focus picture content, β = 0.02, SE = 0.01, p = 0.08, and neither was physical 

appearance comparison, β = -0.01, SE = 0.01, p = 0.75, when controlling for each other. 

Approximately 2.3% of the variance in self-focus in photographs was accounted for by 

the predictors (R2 = 0.023). 

Internalisation was not a significant predictor of self-focus picture content after 

controlling for self-objectification and physical appearance comparison, β = 0.02, SE = 

0.01, p = 0.11. The indirect effects were tested using a bootstrap estimation approach 

with 10000 samples. It cannot be determined if mediation was present in the model as 

the 95% confidence intervals for self-objectification, ab = 0.01, SE = 0.004, 95% CI = -

0.001, 0.02, and physical appearance comparison, ab = -0.002, SE = 0.01, 95% CI = -

0.02, 0.01, included zero. 

Therefore, contrary to the hypothesis, self-objectification and physical 

appearance comparison did not mediate the relationship between internalisation of 

sociocultural ideals and self-focus in photographs. 

Discussion 

It was hypothesised that internalised sociocultural ideals would be manifested 

via the selection of photographs to be included in the individuals Facebook profile. The 

established correlation between internalisation and self-focus in photographs supports 

this hypothesis.  

It was further hypothesised that the manifestation of internalised sociocultural 

ideals though the sharing of self-focused photographs would be influenced by how 

satisfied the individual is with their physical body This hypotheses was not supported, 
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with the mediation models establishing that the relationship between internalisation and 

self-focused photographs was not mediated by either body esteem of drive for thinness. 

Finally, it was hypothesised that the relationship between internalisation and 

self-focused photographs would be mediated by self-objectification and physical 

appearance comparison. This hypothesis was also not supported, with the multiple 

mediation model establishing that the relationship between internalisation and self-

focused photographs was not mediated by either self-objectification or physical 

appearance comparison. 

These results are consistent with past research that has established that general 

Facebook use is associated with an internalisation of sociocultural ideals (Fardouly & 

Vartanian, 2015; Tiggemann & Miller, 2010; Tiggemann & Slater, 2013; Williams & 

Ricciardelli, 2014). However, this past research focuses on situating Facebook as 

sociocultural influence within the objectification theory framework (Fredrickson & 

Roberts, 1997; Fredrickson et al., 1998) and the tripartite influence model (Thompson et 

al., 1999; Van den Berg et al., 2002), which posits that sociocultural sources - consisting 

of peer groups, parents and media sources – influence an individual’s body image via 

appearance comparison and internalisation of sociocultural ideals (Keery et al., 2004; 

Noll & Fredrickson, 1998; Thompson et al., 1999; Van den Berg et al., 2002). Research 

on cultural influences has tended to focus on mass media, such as television, films, 

magazines and advertising (Kim & Chock, 2015; Perloff, 2014) which is a different 

experience to the interactivity of social media sites (Perloff, 2014). Facebook usage is 

not restricted to viewing media content, it also involves the content creation and self-

presentation (Ellison et al., 2006; Haferkamp et al., 2012). 

We suggest that process of creating or curating content on social media is an 

avenue for the manifestation of internalised sociocultural ideals. Our results establish a 

model whereby the internalisation of sociocultural ideals is associated with a higher 
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degree of self-focus in photographs on Facebooks. This is consistent with the model 

proposed by Keery et al. (2004) in which sociocultural influences are internalised and 

are reproduced though behavioural changes such as diet restriction. Within our model 

this process involves posting self-focused photographs on Facebook. 

As per the first hypothesis internalisation of sociocultural ideals is associated 

with a greater prominence of the self in photographs posted on Facebook. It is suggested 

that those who have internalised female body ideals, thinness, youthfulness, sexual 

desirability and conventional attractiveness (Ambwani & Chmielewski, 2013; APA 

Task Force on the Sexualization of Girls, 2007; Becker et al., 2013; Bell & Dittmar, 

2011; Buote et al., 2011; Hausenblas et al., 2013; Homan et al., 2012; Lewis & 

Arbuthnott, 2012; Pritchard et al., 2014; Smirnova, 2012; Yu et al., 2013) are more 

likely to feature the body in visual expressions of self on Facebook. This is consistent 

with the results of the pilot study reviewed in Chapter Three, which found that body 

esteem, drive for thinness and the internalisation of sociocultural ideals is associated 

with the posting of selfies on Facebook.  

However, the lack of support for the second and third hypothesis suggests that 

this relationship is not related to or influenced by body dissatisfaction, self-

objectification or physical appearance comparisons. It could be speculated that this is a 

point of difference between social media and the traditional mass media (Kim & Chock, 

2015; Perloff, 2014), with less importance placed on sociocultural body ideals. 

However past research has observed an association between general Facebook usage 

and body dissatisfaction (Fardouly & Vartanian, 2015; Meier & Gray, 2014; Stronge et 

al., 2015; Tiggemann & Miller, 2010; Tiggemann & Slater, 2013; Williams & 

Ricciardelli, 2014). Therefore, the findings of this research may reflect a distinction 

between consuming and creating social media content. 
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The next chapter will examine if whether this model can be replicated amongst male 

participants. The past few decades have seen an increased focus on the appearance and 

muscularity of the male body in contemporary Western culture (Bucchianeri et al., 

2013; Lawler & Nixon, 2011; McCreary, 2007). However, appearance and the physical 

body are not as central to masculine sociocultural ideals as they are to feminine 

sociocultural ideals and so gender differences may be found in the relationship between 

the internalisation of sociocultural ideals, body image concern and visual presentation 

of self on Facebook.  
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Chapter Five: Gender Differences in Internalisation, Body Image and Visual 

Presentation of Self on Facebook 

The objectification theory model, as reviewed in Chapter One, posits that 

individuals reproduce internalised sociocultural influences within their self-identity 

(Fredrickson & Roberts, 1997). The results in Chapters Four suggest that internalised 

sociocultural ideals are manifested in the sharing of self-focused photographs by female 

users on their Facebook profiles. This chapter will determine if this model can be 

replicated amongst male Facebook users and investigate gender differences in the 

relationship between the visual presentation of self on Facebook and body image 

concern. 

Social-Role Theory of Gender Differences 

Gender itself can be considered a site of identity performance that is influenced 

by sociocultural influences (Elm, 2009). While some gender differences can be 

attributed to biological factors such as genes and sex hormones (Collaer & Hines, 

1995), cultural representations and social expectations play a major role in shaping, 

guiding and defining gender roles (Kite, 2001). Gender role performance ranges from 

the mundane to the elaborate – from decisions relating to clothing, personal appearance, 

physical movements and language (Butler, 1990; Elm, 2009). The importance of 

sociocultural influences on gender role performance is evident in the changes in gender 

stereotypes over time (Twenge, 1997) and cross-cultural differences in gender 

expectations (Wood & Eagly, 2002). The social-role theory of gender differences 

emphasises the importance of socialization, gender-role expectations, gender related 

beliefs and biological influences on gender differences in behaviour (Eagly, 2013; Eagly 

& Wood, 1991). Therefore, an examination of gender differences in online behaviour 

should consider the role of sociocultural influences. Within contemporary Western 

culture the dominant social perception of gender is that of a binary split between 
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feminine and masculine, woman and man (Budgeon, 2014; Butler, 1999; Jackson & 

Scott, 2001). While gender identity is more complex than this heteronormative feminine 

and masculine binary split, with a diversity of possible gender and sexual identities, this 

research will limit its focus to differences between female and male online self-

presentation. 

Sociocultural Ideals for Women and Men 

As reviewed in Chapter One the sociocultural ideals for women in 

contemporary Western culture are centred around the body, and include thinness, 

youthfulness, sexual desirability and conventional attractiveness  (Ambwani & 

Chmielewski, 2013; APA Task Force on the Sexualization of Girls, 2007; Becker et al., 

2013; Bell & Dittmar, 2011; Buote et al., 2011; Hausenblas et al., 2013; Homan et al., 

2012; Lewis & Arbuthnott, 2012; Pritchard et al., 2014; Smirnova, 2012; Yu et al., 

2013). The internalisation of the sociocultural ideals has been associated with body 

image concern, for example body dissatisfaction and drive for thinness (Botta, 2003; 

Keery et al., 2004; Knauss et al., 2007; Lawler & Nixon, 2011; Slater & Tiggemann, 

2002; Tiggemann & Miller, 2010; Vartanian & Dey, 2013). 

Likewise, sociocultural body ideals are imposed on the male body. Within the 

past few decades the appearance and muscularity of the male body has increasingly 

been the focus in magazines (Boni, 2002), children’s action figures (Baghurst, 

Hollander, Nardella, & Haff, 2006) and popular culture (Andersen & DiDomenico, 

1992; Hatoum & Belle, 2004; Labre, 2005; Leit, Gray, & Pope, 2002). A rise has also 

been noted in depictions of men as sexual objects in advertisements (Elliott & Elliott, 

2005). The ideal body for men is tall (Buote et al., 2011), muscular (Ambwani & 

Chmielewski, 2013; Blond, 2008; Buote et al., 2011; Dakanalis et al., 2013; McCreary, 

2007), lean (Buote et al., 2011)  and has a well-developed upper body (Dakanalis et al., 

2013; McCreary, 2007). Past research has demonstrated that this mesomorphic body 
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shape is deemed to be the most desirable amongst men (McCreary, 2007), therefore 

research investigating male body image tends to focus on drive for muscularity rather 

than drive for thinness (McCreary, 2007). These cultural representations of male body 

ideals have been accompanied by rising levels of body dissatisfaction in young men 

(Adams, Turner, & Bucks, 2005; Hatoum & Belle, 2004), with reports that the majority 

of adolescent men are dissatisfied with their current body (Blond, 2008). However, 

appearance and the physical body are not as central to masculine sociocultural ideals as 

they are to feminine sociocultural ideals (Ambwani & Chmielewski, 2013; Bucchianeri 

et al., 2013; Buote et al., 2011; Fredrickson & Roberts, 1997; Hausenblas et al., 2013; 

Homan et al., 2012; Lawler & Nixon, 2011; Lewis & Arbuthnott, 2012; McCreary, 

2007; Merten, 2004; Thompson & Stice, 2001). Given the differences in sociocultural 

standards for female and male gender roles it is probable that differences will be seen in 

the visual presentation of self on Facebook. 

Past research has established that there is association between the 

internalization of sociocultural body ideals and body dissatisfaction amongst young men 

(Halliwell & Harvey, 2006; Jones et al., 2004; Knauss et al., 2007; Strelan & 

Hargreaves, 2005). Additionally internalisation and self-objectification has been 

associated with eating disorder symptoms (Calogero, 2009) and negative affect 

(Tiggemann & Kuring, 2004) amongst men. Furthermore, when exposed to 

sociocultural body ideals in magazines and advertisements, men and women both 

engaged in appearance based comparisons (Strahan, Wilson, Cressman, & Buote, 2006) 

However, there are inconsistencies in the research; Knauss, Paxton, and Alsaker (2008) 

found that internalization of sociocultural body ideals was associated with body 

dissatisfaction amongst young women, but not amongst young men.  There have also 

been inconsistencies in research into self-objectification, with past research finding no 

association between self-objectification and body shame, appearance anxiety or eating 
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disorder symptoms (Fredrickson et al., 1998; Tiggemann & Kuring, 2004). Gender 

differences have also been observed in peer conversations relating to appearance, with 

women more likely to talk about their appearance and weight than men (Jones et al., 

2004). Despite the inconsistencies in the past research, it has been suggested that the 

objectification theory framework is appropriate to use when researching male body 

image concern (Hebl, King, & Lin, 2004; Martins, Tiggemann, & Kirkbride, 2007; 

Morry & Staska, 2001; Strelan & Hargreaves, 2005). Gender Differences in Self-

Presentation and Social Media 

Past research suggests that there are observable differences in the way in which 

each gender presents itself, with women more focused on developing interpersonal 

bonds (Haferkamp et al., 2012) and the disclosure of personal information (Caldwell & 

Peplau, 1982) whereas men are more focused on competition and social dominance 

(Sattel, 1976). These gender differences are also reflected in general internet usage, with 

women more focused on interpersonal interaction and men more focused on information 

searching and retrieval (Jackson, Ervin, Gardner, & Schmitt, 2001).  

Research has also established gender differences in self-presentation on social 

media sites. A review of social media profiles found that female self-presentation 

focused on interpersonal relationships, communication and emotional expression, 

whereas male self-presentation focused on professional status, technology and prestige 

(Elm, 2007). It has also been found that female MySpace user profiles focus on 

stereotypical feminine ideals, such as conventional attractiveness and social 

supportiveness, whereas male MySpace user profiles focus on stereotypical masculine 

ideals, such as strength and power (Manago et al., 2008). It has been established that 

compared to male Facebook users, female Facebook users are more focused on 

photograph-related activities, such as posting and commenting on photographs 

(McAndrew & Jeong, 2012). Differences have also been observed in the motivations for 
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social media use, with women focused on maintaining contact with existing friends and 

men focused on expanding their social network (Tufekci, 2008). Given these established 

gender differences in self-presentation it is likely that gender difference will be 

observed in self-presentation on social media, in particular in relation to the posting of 

photographs on Facebook. 

Chapter Five Overview 

Chapter Four established that amongst women the association between 

internalising sociocultural ideals and posting self-focused photographs on Facebook is 

not mediated by body image concern, self-objectification and physical appearance 

comparison. This chapter will investigate whether these models can be replicated 

amongst men. As such models will be tested to determine if there is a relationship 

between internalisation and the level of self-focus in photographs posted to Facebook, 

and whether this relationship is mediated by body esteem,  drive for muscularity, self-

objectification and physical appearance comparison.  

However some concern has been raised about applying an objectification 

theory framework to studies of male body image concern (Daniel & Bridges, 2010), 

with some past research suggesting that there is no association between self-

objectification and body shame, appearance anxiety or eating disorder symptoms 

amongst men (Fredrickson et al., 1998; Tiggemann & Kuring, 2004). Given this, the 

observed gender differences in the centrality of the physical body to sociocultural ideals 

and the observed gender difference in online self-presentation the models established in 

Chapter 4 may not be replicated amongst the male sample. Therefore, gender 

differences in self-presentation on social media will be examined, in particular in 

relation the posting of photographs on Facebook. Furthermore, gender differences will 

be examined in the association between the posting of self-focused photographs on 

Facebook and the internalisation of sociocultural ideals and body image concern. 
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Method 

Participants 

One hundred and sixteen male participants took part in this study They were 

recruited from amongst undergraduate Psychology students at the University of Western 

Australia and the general public as part of the wider data collection conducted over a 

12-month period in 2014 and 2015 for this research project. Of the 116 male 

participants in the main study 92 were recruited were undergraduate students who were 

compensated with course credit. The remaining 24 were recruited by publicising the 

link to the study in the University of Western Australia Postgraduate Student 

Association newsletter and by sharing the link on social media sites such as Facebook, 

Twitter and LinkedIn. The participants recruited from the general public were provided 

with no compensation.   

The average age of the male participants was 19.00 years, with a standard 

deviation of 1.98 and ranging from 16 to 24 years. The average BMI of the male 

participants was 22.63, with a standard deviation of 4.61 and a range of 14.69 to 53.25. 

The female participants included in this chapter are the same sample group 

included in Chapter Four. They had an average age of 20.88 years, with a SD of 7.30 

and ranged from 16 to 71 years. The average BMI of the female participants was 22.14, 

with a standard deviation of 4.10 and a range of 15.18 to 57.09. 

Materials 

Facebook content. The individuals’ Facebook content and behaviour was 

assessed using the Survey of Facebook Use - Revised (SFUR), see Appendix H. This 

survey was created for this research project, see Chapter Two for further details. This 

survey captures information such number of photographs posted to Facebook, number 

of photographs tagged in on Facebook and the number of times the profile picture was 

changed in the past year. 
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Respondents were also asked to indicate the common content of their profile 

pictures and their uploaded pictures. Possible responses for common content of profile 

pictures included an inanimate object, animal, cartoon, celebrity, fictional character, 

group of people (including self), group of people (not including self), humour, 

landscape, photo of self taken by a third party, photo of self taken by self and /or self as 

a child. Possible responses for common content of uploaded pictures included an 

inanimate object, animal, cartoon, fashion, food, group of people (including self), group 

of people (not including self), humour, landscape, photo of self taken by a third party, 

photo of self taken by self, sports and/or travel. 

Like in Chapter Four difference scores were calculated for the combined score 

for the common content of profile and uploaded pictures. Difference scores were also 

calculated for the common content of profile pictures and the common content of 

uploaded pictures. This was done by creating a total score for number of self-focused 

pictures items selected (e.g. photo of self taken by a third party) and subtracting a total 

score for number of non-self-focused items (e.g. landscape). For combined 

profile/uploaded pictures possible scores ranged from -18.00 to 7.00, for profile pictures 

possible scores ranged from -8.00 to 3.00 and for uploaded pictures possible scores 

ranged from -10.00 to 3.00. For all three items, a greater score indicated a greater 

degree of self-focus in pictures. 

Respondents were also asked to indicate their current body shape, their body 

shape as presented on their Facebook profile and the ideal body shape in society on 

either the male or female Stunkard Figure Rating Scale (SFRS) (Stunkard et al., 1983).  

Body esteem. The Body-Esteem Scale for Adolescents and Adults (BESAA) 

(Mendelson et al., 2001) measures respondents’ evaluations of their physical appearance 

and expected third party evaluations of their physical appearance. Higher scores on the 

BESAA indicates greater positive evaluation of their body and appearance (Mendelson 
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et al., 2001). In this study, the Cronbach’s alpha was 0.94 for male participants, and 

0.94 for female participants. More detail regarding this measure can be found in Chapter 

Three and in Appendix E. 

Physical appearance comparison. The Physical Appearance Comparison Scale 

(PACS) (Thompson et al., 1991) was used to measure the tendency of an individual to 

compare their physical appearance to others This scale was established for use with 

female participants (Thompson et al., 1991), but has been observed to be appropriate for 

use with male participants (O’Brien et al., 2009). Possible scores range from 5 to 25, 

with a higher score indicating more comparison of one’s own physical appearance to the 

physical appearance of others (Thompson et al., 1991). The PACS has been established 

as a valid and reliable measure of physical appearance comparison, with a Cronbach’s 

alpha of 0.78 (Thompson et al., 1991). In this study, the Cronbach’s alpha was 0.69 for 

male participants, and 0.73 for female participants. More detail regarding this measure 

can be found in Chapter Four and in Appendix I. 

Self-objectification. The Self-Objectification Questionnaire (SOQ) assesses the 

influence of appearance-based attributes on respondents’ perceptions of themselves 

(Noll & Fredrickson, 1998).This questionnaire was developed for use with female 

participants (Daniel & Bridges, 2010; Noll & Fredrickson, 1998), while it has been used 

with male participants (Fredrickson et al., 1998; Hallsworth, Wade, & Tiggemann, 

2005; Morry & Staska, 2001) some researchers have observed contradictory results 

amongst male samples (Daniel & Bridges, 2010). . Possible scores range from -25 to 25, 

with a higher score indicating more importance placed on physical appearance and 

lower score indicating more importance placed on physical competence (Noll & 

Fredrickson, 1998). The SOQ has been established as a valid and reliable measure of 

self-objectification (Noll & Fredrickson, 1998). More detail regarding this measure can 

be found in Chapter Three and in Appendix J. 
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Internalisation of sociocultural ideals. The awareness and internalisation 

subscales of the Sociocultural Attitudes Towards Appearance Questionnaire 3 Revised 

Edition (SATAQ-3R) (Thompson et al., 2004) was used to measure the respondents’ 

awareness and internalisation of sociocultural influences, including those specific to 

television, magazines and athletes. Following Karazsia and Crowther (2008) the scale 

was edited for male participants, with references to pretty and thin changed to muscular. 

A higher score on each sub measure and overall indicates greater influence of 

sociocultural attitudes on body image (Thompson et al., 2004). For the awareness 

subscale in this study, the Cronbach’s alpha was 0.80 for male participants, and 0.84 for 

female participants.  For the internalisation subscale in this study, there was a 

Cronbach’s alpha of 0.94 for male participants, and for female participants there was a 

Cronbach’s alpha of 0.94. More detail regarding this measure can be found in Chapter 

Three and in Appendix F. 

Drive for thinness. The Drive for Thinness Subscale of the Eating Disorder 

Inventory (DTS) (Garner et al., 1983) measures respondents’ concern with dieting, fear 

of gaining weight and preoccupation with weight. A lower score on the DTS indicates 

greater drive for thinness (Garner et al., 1983). In this study, there was a Cronbach’s 

alpha of 0.93 for female participants. More detail regarding this measure can be found 

in Chapter Three and in Appendix G. 

Drive for muscularity. The Drive for Muscularity Scale (DMS) (McCreary, 

2007) gives an indication of respondents’ concern that they are not muscular enough 

and their desire to gain muscle mass (McCreary, 2007), see Appendix K. The DMS is a 

15-item scale. Respondents assess statements, such as “I think I would feel more 

confident if I had more muscle mass” on a six-point scale ranging from always to never 

(McCreary, 2007). An overall score is calculated by summing the individual items, with 

a lower score indicating more drive for muscularity (McCreary, 2007). The DMS has 
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been established as a valid and reliable measure of drive for muscularity amongst men, 

with a Cronbach’s alpha of 0.91 (McCreary, 2007). In this study, there was a 

Cronbach’s alpha of 0.91 for male participants. 

Procedure 

Participants were recruited online and informed consent was gained. 

Participants completed an online battery of questionnaires as part of the wider data 

collection conducted for the research project. Participants were provided with an 

information sheet for the study, contact details for the experimenters and a link to the 

battery of measures. 

Once the link to the battery of measures was clicked, the participants were 

presented with an electronic consent form. If they chose not to provide consent, they 

were taken to a screen thanking them for their time. If they did provide consent they 

were taken to the first stage of the questionnaire, which covered demographic 

information. At this stage, participants indicated their biological sex, which determined 

the series of questionnaires presented to the participant. 

The second stage of the questionnaire presented participants with the SFUR, 

which they were instructed to complete while viewing their Facebook profile. 

Participants’ reported biological sex determined whether they were asked to rank their 

body on the male or female version of the Stunkard Figure Rating Scale in the SFUR. 

The third stage of the questionnaire involved participants completing the 

BESAA, the PACS and the SOQ. The participants’ reported biological sex determined 

the version of the SATAQ-3R was presented to participants. Furthermore, depending on 

participants reported biological sex, the final questionnaire was either the DTS or the 

DMS. The DTS was used for female participants, as drive for thinness has been found 

to be more prevalent in women than it is in men (Anderson & Bulik, 2004). The DMS 
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was used for male participants, as drive for muscularity is more prevalent in men than it 

is in women (McCreary, 2007). 

In total, this battery of measures took approximately 30 minutes to complete. 

Once the questionnaires had been completed, participants were taken to a screen 

thanking them for their time. 

Results 

Data screening was conducted and extreme scores (±3SD) were removed from 

further analysis (Grubbs, 1969). All participants over the age of 24 were also removed 

from further analysis. 

The descriptive statistics for the self-focus picture content variable, BES, DMS 

SOQ, PACS and the SATAQ-3R Internalisation scale are presented in Table 11. The 

self-focus picture content variable was calculated by finding the differences between 

self-focused and non-self-focused content across both profile and uploaded pictures, 

with a greater score indicating more self-focus. 

Table 11  

Descriptive statistics for self-focus picture variable and questionnaires for male 

participants (N =116). 

 
M SD 

Observed Range 

Self-focus picture content 
1.02 2.04 

-6.00-600 

Body esteem 
53.01 16.05 

6.00–81.00 

Drive for muscularity 
64.78 13.06 

27.00–90.00 

Self-objectification 
-0.95 14.20 

-25.00-25.00 

Physical appearance 

comparison 
14.15 3.47 

5.00-23.00 

Internalisation 
36.28 11.27 

13.00–61.00 

 

The association between internalisation of sociocultural ideals and a focus on 

self in pictures posted on Facebook was not replicated,  with a bivariate Pearson’s 
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product movement correlation coefficient indicating there was no significant correlation 

between internalisation and self-focused picture content, r(116) = 0.12, p = 0.18. 

 In order to test whether the models established in Chapter Four were 

replicated, four mediation analyses were run, using the PROCESS macro for SPSS 

(Baron & Kenny, 1986; Hayes, 2013; Jose, 2013; Preacher & Hayes, 2008)).  

 

The first mediation model examines whether the relationship between 

internalisation and self-focus in photographs is mediated by body esteem, and is 

presented in Figure 8. Results indicate that internalisation was a significant predictor of 

body esteem, β = -0.56, SE = 0.12, p < 0.001, and that body esteem was not a 

significant predictor of self-focus picture content, β = 0.02, SE = 0.01, p = 0.20. 

Internalisation was still not a significant predictor of self-focus picture content after 

controlling for body esteem, β = 0.03, SE = 0.02, p = 0.08. This differs from the model 

for internalisation, drive for thinness and self-focus in picture content established for 

female participants in Chapter Four in level of significance, but not in terms of size of 

beta weight. Approximately 3% of the variance in self-focus in photographs was 

accounted for by the predictors (R2 = 0.03). The indirect effect was tested using a 

bootstrap estimation approach with 10000 samples. It cannot be determined if mediation 

Internalisation 
Self-focus picture 

content 

Body esteem 

-0.56** 

 

 

0.03 (0.02) 

 

0.02 

 

Figure 8. Mediation model for internalisation, body esteem and self-focus in picture 

content for male participants. * p < 0.05, ** p < 0.01. 
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was present in the model as the 95% confidence interval included zero, ab = -0.01, SE = 

0.007, 95% CI = -0.03, -0.002. 

The second mediation model examines whether the relationship between 

internalisation and self-focus in photographs is mediated by drive for muscularity, and 

is presented in Error! Reference source not found.Error! Reference source not 

found.. Results indicate that internalisation was a significant predictor of body esteem, 

β = -0.35, SE = 0.10, p < 0.001, and that drive for muscularity was not a significant 

predictor of self-focus picture content, β = -0.003, SE = 0.02, p = 0.86. Internalisation 

was still not a significant predictor of self-focus picture content after controlling for 

drive for muscularity, β = 0.02, SE = 0.02, p = 0.22. This differs from the model for 

internalisation, drive for thinness and self-focus in picture content established for female 

participants in Chapter Four in level of significance, but not in terms of size of beta 

weight. Approximately 1.6% of the variance in self-focus in photographs was accounted 

for by the predictors (R2 = 0.016). The indirect effect was tested using a bootstrap 

estimation approach with 10000 samples. It cannot be determined if mediation was 

Internalisation 
Self-focus picture 

content 

Drive for 

muscularity 

-0.35** 

0.02 (0.02) 

-0.003 

Figure 9. Mediation model for internalisation, drive for muscularity and self-focus in 

picture content in male participants. * p < 0.05, ** p < 0.01. 
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present in the model as the 95% confidence interval included zero, ab = 0.001, SE = 

0.005, 95% CI = -0.009, 0.01. 

The third mediation model examines whether the relationship between 

internalisation and self-focus in photographs is mediated by both body esteem and drive 

for muscularity, and is presented in Figure 9. Results indicate that internalisation was a 

significant predictor of body esteem, β = -0.56, SE = 0.12, p < 0.001, and a significant 

predictor of drive for muscularity, β = -0.36, SE = 0.10, p < 0.001. However, body 

esteem was not a significant predictor of self-focus picture content, β = 0.02, SE = 0.01, 

p = 0.21, and neither was drive for muscularity, β = -0.001, SE = 0.02, p = 0.94, when 

controlling for each other. Internalisation was still not a significant predictor of self-

focus picture content after controlling for body esteem and drive for thinness, β = 0.03, 

SE = 0.02, p = 0.11. This differs from the model for internalisation, body esteem, drive 

Internalisation 
Self-focus picture 

content 

Body esteem 

-0.56** 

 

 

0.03 (0.02) 

 

 

0.02 

 

Drive for 

muscularity 

 

-0.36** 

 

-0.001 

 

Figure 9. Multiple mediation model for internalisation, body esteem, drive for 

muscularity and self-focus in picture content for male participants. * p < 0.05, ** p < 

0.01. 
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for thinness and self-focus in picture content established for female participants in 

Chapter Four in level of significance, but not in terms of size of beta weight. 

Approximately 3% of the variance in self-focus in photographs was accounted for by 

the predictors (R2 = 0.03).  

The indirect effects were tested using a bootstrap estimation approach with 

10000 samples. It cannot be determined if mediation was present in the model as the 

95% confidence intervals for body esteem, ab = -0.01, SE = 0.01, 95% CI = -0.03, 

0.003, and drive for muscularity, ab = 0.0004, SE = 0.01, 95% CI = -0.01, 0.01, 

included zero. 

 

The fourth mediation model examines whether the relationship between 

internalisation and self-focus in photographs is mediated by both self-objectification 

and physical appearance comparison, and is presented in Figure 10. Results indicate that 

internalisation was a significant predictor of self-objectification, β = 0.43, SE = 0.11, p 

Internalisation 
Self-focus picture 

content 

Self-

objectification 

0.43** 

0.01 (0.02) 

0.02 

Physical 

appearance 

comparison 

0.15** 
0.03 

Figure 10 Multiple mediation model for internalisation, self-objectification, 

physical appearance comparison and self-focus in picture content for male 

participants. * p < 0.05, ** p < 0.01. 
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< 0.001, and a significant predictor of physical appearance comparison, β = 0.15, SE = 

0.03, p < 0.001. However, self-objectification was not a significant predictor of self-

focus picture content, β = 0.02, SE = 0.01, p = 0.30, and neither was physical 

appearance comparison, β = -0.31, SE = 0.06, p = 0.60, when controlling for each other. 

Internalisation was still not a significant predictor of self-focus picture content after 

controlling for self-objectification and physical appearance comparison, β = 0.01, SE = 

0.02, p = 0.58. This differs from the model for internalisation, self-objectification and 

physical appearance comparison and self-focus in picture content established for female 

participants in Chapter Four in level of significance, but not in terms of size of beta 

weight. Approximately 3% of the variance in self-focus in photographs was accounted 

for by the predictors (R2 = 0.03). 

The indirect effects were tested using a bootstrap estimation approach with 

10000 samples. It cannot be determined if mediation was present in the model as the 

95% confidence intervals for self-objectification, ab = 0.01, SE = 0.007, 95% CI = -

0.005, 0.02, and physical appearance comparison, ab = 0.005, SE = 0.01, 95% CI = -

0.01, 0.03, included zero. 

Therefore, the lack of mediation observed in the models in Chapter Four is 

replicated amongst male Facebook users. In order to examine potential gender 

differences in the internalisation of sociocultural ideals and body image concern the data 

collected will be explored in greater detail. Descriptive statistics for the measures of the 

internalisation of sociocultural ideals and body image concern, broken down by gender, 

are presented in Table 12. 
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Table 12 

Descriptive statistics for body image concern for female and male participants. 

 Female Male 

 Mean (SD) Mean (SD) 

Body esteem 45.48 (15.53) 53.01 (16.05) 

Physical appearance comparison 15.51 (3.54) 14.15 (3.47) 

Self-objectification 1.68 (13.81) -0.09 (14.20) 

Internalisation - TV and magazine 18.25 (5.79) 16.30 (5.45) 

Internalisation - athlete 9.31 (2.81) 9.63 (2.63) 

Internalisation - comparison 13.28 (4.41) 10.34 (4.23) 

Internalisation 40.85 (11.53) 36.28 (11.27) 

Awareness 31.07 (6.23) 32.54 (5.44) 

Drive for thinness 17.87 (9.34) - 

Drive for muscularity - 64.78 (13.06) 

Note: for the drive for thinness and drive for muscularity measures lower scores 

indicate more drive for thinness. 

 

 

Independent samples t tests were run comparing female and male participants 

scores on these measures. Non-significant differences were observed for self-

objectification (t(508) = -1.79, p = 0.07, two-tailed, d = 0.19) and the internalisation of 

sports and athletic sociocultural influences (t(508) = 1.10, p = 0.27, two-tailed, d = 

0.12). 

However significant differences were observed for body esteem (t(508) = 4.56, 

p < 0.001, two-tailed, d = 0.48) and physical appearance comparison (t(508) = -3.67, p 

< 0.001, two-tailed, d = 0.39).  It is apparent that male participants had greater body 

esteem and were less likely to compare their body to other people then female 

participants. 
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Significant differences were also observed amongst the results for the SATAQ-

3R, including the internalisation of television and magazine influences (t(508) = -3.23, p 

< 0.01, two-tailed, d = 0.35) and the overall internalisation subscale (t(508) = -3.77, p < 

0.001, two-tailed, d = 0.40). The comparison and awareness subscale items did not meet 

the assumption of homogeneity of variance and so Welch’s t tests were used to compare 

male and female participants. Significant differences were seen for the comparison 

subscale (t(194.77) = -6.52, p < 0.001, two-tailed, d = 0.67) and the awareness subscale 

(t(211.68) = 2.47, p < 0.05, two-tailed, d = 0.24). It is apparent that, in comparison to 

male participants, female participants demonstrated greater internalisation of television 

and magazine based sociocultural influences and were more likely to compare their 

body to sociocultural ideals, whereas male participants were more aware of 

sociocultural appearance ideals. 

The descriptive statistics for participants’ responses and difference scores on 

the SFRS, broken down by gender, are presented in Table 13. 

Table 13 

Descriptive statistics for responses and differences scores on the SFRS for female and 

male participants. 

 Female Male 

 Mean (SD) N Mean (SD) N 

Current body shape 4.03 (1.23) 394 3.97 (1.56) 116 

Facebook body shape 3.74 (1.11) 392 3.91 (1.36) 116 

Ideal body shape 2.97 (0.90) 394 3.86 (1.07) 115 

Difference between current and Facebook 

body 0.23 (0.60) 392 0.10 (0.51) 116 

Difference between current and ideal body 1.05 (1.17) 394 0.11 (1.48) 116 

Difference between Facebook and ideal body 0.79 (1.01) 394 0.04 (1.25) 116 
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Participants responses and differences scores on the SFRS did not meet the 

assumption of normality and so non-parametric tests were used to examine gender 

differences. Mann-Whitney U tests also indicated that small to medium gender 

differences were apparent in difference scores between responses on the SFRS. Female 

participants (Mean Rank = 259.63, n = 392) had a significantly greater difference 

between their current physical body shape and body shape as presented on Facebook in 

comparison with male participants (Mean Rank = 234.83, n = 115), U = 20335.00, z = -

2.01 (corrected for ties), p < 0.05, two tailed, r = 0.09. Female participants (Mean Rank 

= 277.90, n = 394) also had a significantly greater difference between their current 

physical body shape and the ideal body shape for their gender in society in comparison 

with male participants (Mean Rank = 179.41, n = 116), U = 14025.00, z = -6.57 

(corrected for ties), p < 0.001, two tailed, r = 0.29. Furthermore, female participants 

(Mean Rank = 275.77, n = 394) also had a significantly greater difference between their 

Facebook body shape and the ideal body shape for their gender in society in comparison 

with male participants (Mean Rank = 275.77, n = 116), U = 21651.50, z = -6.02 

(corrected for ties), p < 0.001, two tailed, r = 0.27. 

In summary, there were gender differences in body esteem, physical 

appearance comparison, the internalisation of television and magazine influences, 

comparison of self to sociocultural ideals, awareness of sociocultural ideals and 

differences scores on the SFRS. Differences were not observed for self-objectification 

and the internalisation of sports and athletic sociocultural influences. 

Another potential site of gender differences is the rate of posting of 

photographs on Facebook and level of self-focus in photographs posted. The descriptive 

statistics for the rate of sharing photos and level of self-focus in photos on Facebook, 

broken down by gender, are presented in Table 14. 
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Table 14 

Descriptive statistics for rate of sharing photographs and self-focus in photographs on 

Facebook for female and male participants. 

 Female Male 

 Mean (SD) N Mean (SD) N 

No. of photos posted 257.49 (391.22) 384 138.16 (268.98) 114 

No. of photos tagged in 289.46 (335.16) 386 204.80 (263.89) 115 

No. of profile pictures in past year 4.11 (4.35) 387 3.35 (3.83) 116 

Self-focus in profile pictures 1.62 (1.09) 393 1.30 (0.98) 115 

Self-focus in uploaded pictures -0.22 (1.87) 394 -0.25 (1.48) 116 

Self-focus in all photos 1.42 (2.25) 393 1.02 (2.04) 116 

 

Participants responses for the rate of sharing photos on Facebook did not meet 

the assumption of normality and so non-parametric tests were used to examine gender 

differences. Mann-Whitney U tests indicated that there were small to medium gender 

differences in the rates of sharing of photographs on Facebook. Female participants 

(Mean Rank = 266.45, n = 384) posted significantly more photographs on Facebook 

than male participants (Mean Rank = 213.13, n = 115), U = 15379.50, z = -4.83 

(corrected for ties), p < 0.001, two tailed, r = 0.22. Female participants (Mean Rank = 

262.28, n = 386) were also tagged as being present in significantly more photographs on 

Facebook than male participants (Mean Rank = 192.41, n = 114), U = 17840.00, z = -

3.20 (corrected for ties), p < 0.01, two tailed, r = 0.14. Furthermore, female participants 

(Mean Rank = 260.12, n = 387) changed their profile picture at a significantly greater 

rate than male participants (Mean Rank = 224.90, n = 116), U = 19302.00, z = -2.33 

(corrected for ties), p < 0.05, two tailed, r = 0.10. 

The self-focus in profile pictures and uploaded photographs variables did not 

meet the assumption of homogeneity of variance and so non-parametric tests were used 
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to examine gender differences. A Welch’s t test indicated that there was significant 

difference for the level of self-focus in profile pictures, with female participants more 

likely to post self-focused photographs as their profile picture than male participants, 

t(202.69) = -2.98, p < 0.01, two-tailed, d = 0.19. However, a Welch’s t test indicated 

there was no significant difference for the level of self-focus in uploaded photographs 

between female participants and male participants, t(232.10) = -0.19, p = 0.85, two-

tailed, d = 0.02. Furthermore, an independent samples t test indicated there was no 

significant difference for the level of self-focus in all photographs (profile and 

uploaded) between female participants and male participants, t(507) = -1.72, p = 0.09, 

two-tailed, d = 0.04. 

Therefore, gender differences were observed in the number of photographs 

posted on Facebook, number of photographs tagged in on Facebook and the number of 

times the profile picture was changed in the previous 12 months. There were also 

gender differences in the level of self-focused profile pictures. However, there was no 

gender difference in the level of self-focus in uploaded pictures. 

Another possible site of gender differences is the association between the 

posting of self-focused photographs on Facebook and the internalisation of sociocultural 

ideals, the holding of stereotypical sex role attitudes and body image concern. Bivariate 

Pearson’s product-movement correlation coefficients between the internalisation of 

sociocultural ideals and body image concernand self-focus in Facebook photographs are 

listed in Table 15. Fisher r-to-z transformations were conducted in order assess the 

significance of the gender difference in the correlations. 
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Table 15 

Pearson correlations (r) and Fisher r-to-z transformations (z) for self-focus in 

Facebook photographs and the internalisation of sociocultural ideals and body image 

concern for female and male participants. 

  

Self-focus in 

profile 

pictures 

Self-focus in 

uploaded 

pictures 

Self-focus in 

all photos 

  r z r z r z 

Body esteem Female -0.03  0.05  0.03  

 Male 0.04 

-

0.58 0.06 -0.12 0.06 -0.28 

Physical appearance 

comparison 

Female 0.14**  0.01  0.07  

Male 0.09 0.42 0.04 -0.30 0.12 -0.50 

Self-objectification Female 0.11*  0.09  0.13*  

 Male 0.11 

-

0.01 0.09 0.04 0.15 -0.19 

Internalisation - TV and 

magazine 

Female 0.05  0.10*  0.10*  

Male 0.002 0.41 0.09 0.12 0.10 0.02 

Internalisation - athlete Female 0.16**  0.09  0.15**  

 Male 0.15 0.11 0.13 -0.45 0.20* -0.47 

Internalisation - 

comparison 

Female 0.07  0.08  0.09  

Male -0.02 0.78 0.09 -0.07 0.08 0.13 

Internalisation Female 0.09  0.10*  0.12*  

 Male 0.03 0.54 0.11 -0.04 0.13 -0.01 

Awareness Female 0.04  0.10  0.10  

 Male 0.05 

-

0.09 0.06 0.36 0.13 -0.30 

Drive for thinness Female -0.05  0.03  0.01  

 Male - - - - - - 

Drive for muscularity Female -  -  -  

 Male -0.11 - 0.01 - -0.05 - 
** p < 0.01 (2-tailed) 

* p < 0.05 (2-tailed) 

Note: for the drive for thinness and drive for muscularity measures lower scores indicate more drive for 

thinness or muscularity. 
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The Fisher r-to-z transformations indicate that there are no significant gender 

differences for any of the correlations. There are significant, weak correlations 

indicating that women who have a high level of self-focus in their profile pictures are 

more likely to compare their physical appearance to other people, engage in self-

objectification and are more likely to internalise athletic sociocultural body ideals. 

Additionally, there are significant, weak correlations indicating that women who have a 

high level of self-focus in photographs they upload to their Facebook account are more 

likely to internalise sociocultural body ideals, especially those present in television and 

magazines. Finally, there are significant, weak correlation indicating that women who 

have a high level of self-focus in photographs use for profile pictures and upload to their 

Facebook account are more likely to engage in self-objectification and to internalise 

sociocultural body ideals, including those present in television, magazines and athletics. 

No other correlations are significant for female participants. 

There is also a significant, weak correlation indicating that men who have a 

high level of self-focus in photographs use for profile pictures and upload to their 

Facebook account are more likely to internalise athletic sociocultural body ideals. No 

other correlations are significant for male participants. 

Spearman’s rho correlations between self-focus in photographs on Facebook 

and rankings on the SFRS are presented in Table 16. Fisher r-to-z transformations were 

conducted in order to assess the significance of the gender difference in the correlations. 
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Table 16 

Spearman rho (rs) and Fisher r-to-z transformations (z) correlations for self-focus in 

Facebook photographs and SFRS responses for female and male participants. 

  

Self-focus in 

profile pictures 

Self-focus in 

uploaded 

pictures 

Self-focus in all 

photos 

  rs z rs z rs z 

Current body shape Female 0.003  

-

0.18**  

-

0.14**  

 Male 0.07 -0.59 0.05 -2.22* 0.07 -1.96* 

Facebook body 

shape 

Female -0.08  

-

0.19**  -0.19  

Male 0.03 -1.03 0.03 1.52 0.02 -1.99* 

Ideal body shape Female -0.05  

-

0.17**  

-

0.17**  

 Male 0.03 -0.84 -0.004 1.64 -0.002 -1.59 

Difference between 

current and 

Facebook body 

Female 0.16**  -0.02  0.07  

Male 0.07 0.85 0.07 -0.84 0.11 -0.38 

Difference between 

current and ideal 

body 

Female 0.04  -0.09  -0.05  

Male 0.06 -0.19 0.03 -1.13 0.04 -0.84 

Difference between 

Facebook and ideal 

body 

Female -0.05  -0.10*  -0.10*  

Male 0.01 -0.55 0.001 -0.95 -0.02 -1.13 
** p < 0.01 (2-tailed) 

* p < 0.05 (2-tailed) 

 

 

The Fisher r-to-z transformations indicate that in comparison with men, women 

are significantly more likely to upload self-focused photographs the smaller they 

consider their current body shape to be.  The Fisher r-to-z transformations also indicate 

that women are significantly more likely to use self-focused photographs for both 

profile pictures and uploaded photographs the smaller they consider their current and 

Facebook body shape to be. The Fisher r-to-z transformations show that there are no 

other significant gender differences for any of the correlations. 
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There is a significant, weak correlation suggesting that women are more likely 

to use self-focused photographs as their profile picture the larger the difference between 

their perceived current and Facebook body shape. Additionally, there are significant, 

weak correlations suggesting that the smaller women consider their current physical 

body shape, their Facebook body shape and the ideal female body shape the more likely 

they are to upload self-focused photographs. There is also a significant, weak 

correlation suggesting that women are more likely to upload self-focused photographs 

the smaller the difference between their perceived Facebook and ideal body shape. 

Finally, there are significant, weak correlations suggesting that women are more likely 

to use self-focused photographs for both profile pictures and uploaded photographs the 

smaller they perceive their current and ideal body shape to be, and the smaller the 

difference between their perceived Facebook and ideal body shape. There are no 

significant correlations for male participants. 

These results indicate there are gender differences in the association between 

uploading self-photographs and current body shape and in the association between the 

use of self-focused photographs for both profile pictures and uploaded photographs and 

both current and Facebook body shape. 

Discussion 

This chapter aimed to investigate whether the models established in Chapter 

Four could be replicated amongst men, and to explore potential gender differences in 

body image concern, photograph based activity on Facebook and the relationship 

between body image concern and visual self-presentation on Facebook.. The 

relationship between internalisation of sociocultural ideals and the posting of self-

focused photographs on Facebook observed in Chapter Four was not replicated in this 

Chapter. However, like in Chapter Four, body image concern, self-objectification and 
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physical appearance comparison did not mediate the relationship between 

internalisation and self-focused images.  

Gender differences were observed in level of body image concern, such as 

body esteem, personal appearance comparison and internalisation of sociocultural 

ideals. Gender differences were also observed in photograph activity on Facebook, such 

as the number of photographs posted and level of self-focus in profile pictures. Finally, 

gender differences were also observed in the relationship between body image concern 

and visual self-presentation on Facebook.  It was observed that male participants 

reported greater levels of body esteem, lower rates of physical appearance comparison 

and reported being more aware of sociocultural ideals. Female participants reported 

greater levels of internalisation of television and magazine based sociocultural 

influences and were more likely to compare their body to sociocultural ideals. It was 

also observed that compared to male participants, female participants had a significantly 

greater difference between their current physical body shape and body shape as 

presented on Facebook. Female participants also had a significantly greater difference 

between their current physical body shape and the ideal body shape for their gender in 

society. Furthermore, female participants also had a significantly greater difference 

between their Facebook body shape and the ideal body shape for their gender in society. 

Overall this suggests that despite the rising influence of appearance based male 

sociocultural ideals (Adams et al., 2005; Blond, 2008; Hatoum & Belle, 2004; Labre, 

2005; McCreary, 2007) body image concern is still more prevalent amongst women 

(Anderson & Bulik, 2004; Van Den Berg et al., 2007).  

Gender differences were also observed in photograph based activity on 

Facebook, with women posting more photos on Facebook, being tagged in more photos 

on Facebook and changing their profile picture more frequently. Women were also 

observed to more commonly use self-focused images for their profile picture. This is 
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consistent with past research which established that women engage in a higher level of 

photograph-related activity on Facebook then men (McAndrew & Jeong, 2012). This 

past research also established that women are more focused on impression management 

via profile pictures, for example by posing like a model, editing photographs or 

carefully considering the selection of a photograph to use (McAndrew & Jeong, 2012). 

However, amongst the participants in this study, no gender difference was observed for 

self-focus in photographs uploaded to the Facebook timeline. As discussed in Chapter 

Three, a distinction can be drawn between the act of posting profile pictures and 

uploading photographs to the Facebook timeline. A profile picture acts as an avatar for 

the user on the website, and so is attached to other activities seen by Facebook friends 

such as status updates, online messaging and group membership. In contrast, photos 

uploaded to the Facebook timeline are displayed for a short period of time and then 

stored within photo albums on the user’s Facebook profile. Given the prominence of the 

profile picture, it is likely that the choice of profile picture is subject to a high degree of 

impression management. Research has established that a pivotal factor in the decision to 

instigate a Facebook friendship is the content of the other user’s profile picture, and the 

physical attractiveness of the profile picture is influential in this decision (Wang, Moon, 

Kwon, Evans, & Stefanone, 2010). While physical body appearance is increasingly 

prominent in Western sociocultural masculine ideals (Bucchianeri et al., 2013; Lawler 

& Nixon, 2011; McCreary, 2007), it has not reached the level of centrality that physical 

body appearance occupies in sociocultural feminine ideals (Ambwani & Chmielewski, 

2013; Buote et al., 2011; Fredrickson & Roberts, 1997; Hausenblas et al., 2013; Homan 

et al., 2012; Lewis & Arbuthnott, 2012; Merten, 2004; Thompson & Stice, 2001). 

. Gender differences were also observed in the relationship between body 

image concern and the visual presentation of self on Facebook. It was observed that 

women, in comparison with men, are significantly more likely to upload self-focused 
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photographs the smaller they consider their current body shape to be. Women were also 

observed to be significantly more likely to have a high level of self-focus in all 

photographs used on Facebook, both for profile pictures and uploaded pictures, the 

smaller they consider their current and Facebook body shape to be. This finding, along 

with the lack of correlation between internalisation and self-focused photographs 

amongst male participants, may suggest that the processes of internalisation, self-

objectification and body dissatisfaction are less common amongst men. Past research 

has raised concern about applying an objectification theory framework to studies of 

male body image concern (Daniel & Bridges, 2010), with some past research finding no 

association between self-objectification and body shame, appearance anxiety or eating 

disorder symptoms amongst men (Fredrickson et al., 1998; Tiggemann & Kuring, 

2004). 

When considering the gender differences, it should be noted that there is a 

difference in sample size for female and male participants. This difference in statistical 

power may explain the lack of significant results amongst the male participants, in 

particular in cases when the magnitude of the results does not differ by gender.  For 

example, the non-significant correlations for men between self-focus in photographs 

and physical appearance comparison, self-objectification and internalisation of 

sociocultural ideals are not substantially different in size to their female equivalents. 

Of particular interest is the association between  the internalisation of 

sociocultural ideals and the posting of self-focused photographs on the Facebook 

timeline amongst female participants, replicating the results in the pilot study as 

reported in Chapter Three. It could be posited that posting self-focused photographs on 

Facebook is an extension of an idealised, feminine, appearance centred self-

presentation.. Research into another social media site, MySpace, established that female 

users’ profiles focused on stereotypical feminine sociocultural ideals, such as 
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conventional attractiveness and social supportiveness (Manago et al., 2008). Therefore, 

it is suggested that female self-presentation on Facebook is a process of manifesting an 

internalised socioculturally idealised version of femininity. 

The association between the uploading of self-focused photographs and the 

internalisation of athletic and sporting sociocultural appearance ideals amongst male 

participants is also of interest. There is a growing online culture focused around fitness, 

exercise and body building (The Telegraph, 2013) perhaps best exemplified by the 

spread of the ‘Do you even lift?’ meme, referring to competence in weight lifting, from 

2011 onwards (VanManner, 2012). A strong, physically active male body is an aspect 

of sociocultural masculine ideals, furthermore fitness and sport reflects primary 

masculine ideals of physical dominance and competitiveness (Frost, 2001). Research 

into MySpace user profiles established that male users focused on stereotypical 

masculine sociocultural ideals, such as strength and power (Manago et al., 2008). In 

contrast to feminine sociocultural ideals, masculine sociocultural ideals are relatively 

broad, allowing greater scope for self-presentation. In contrast feminine sociocultural 

ideals have a narrower focus on appearance and the physical body (Ambwani & 

Chmielewski, 2013; Buote et al., 2011; Fredrickson & Roberts, 1997; Hausenblas et al., 

2013; Homan et al., 2012; Lewis & Arbuthnott, 2012; Merten, 2004; Thompson & 

Stice, 2001), which could explain why female participants were more likely to post 

photographs on Facebook and had a greater association between the posting of self-

focused photographs on Facebook and the internalisation of sociocultural ideals and 

body image concern. Rather than via visual images of the body, male Facebook users 

may manifest internalised sociocultural gender ideals via the provision of personal 

details, the sharing of information or the making of online contacts.  

The results in Chapter Four indicate that amongst women the internalisation of 

sociocultural ideals is associated with the posting of self-focused photographs on their 
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Facebook profiles, and that this association is not mediated by body esteem, drive for 

thinness, self-objectification or physical appearance comparison. The results in Chapter 

Five indicate that the significant relationship between internalisation of sociocultural 

ideals and self-focused photographs is not replicated amongst men. However, like in 

Chapter Four, body image concern, self-objectification and physical appearance 

comparison do not mediate the relationship between internalisation and self-focus 

photographs Further exploration of potential gender differences reveals differences in 

levels of body image concern, photographs based activity on Facebook and the 

relationship between body image concern and the visual presentation of self on 

Facebook. The next chapter will reflect back on the thesis as whole; covering major 

conclusions, limitations and future directions of the research.  

  



THE OBJECTIFIED SELF(IE)                                                                                     112 

 

Chapter Six: General Discussion 

The central research question of this thesis was whether internalised 

sociocultural ideals manifest in young women’s visual presentation of self on 

Facebook.. The secondary research question of this thesis was whether gender 

differences were apparent in the relationship between the internalisation of sociocultural 

ideals, body image concern and the visual presentation of self on Facebook. 

Summary of Findings 

Chapter Two addressed the development of the Survey of Facebook Use (SFU) 

as a means of collecting data on an individual’s Facebook content and behaviour. This 

chapter used the data from the pilot study, involving 80 female participants. The design 

of the SFU, self-report Facebook usage information while viewing one’s Facebook 

profile, was compared to a third-party rating of the individuals Facebook archive in 

order to check the accuracy of responses to the SFU. The results of Chapter Two 

indicated that participants were accurate when reporting details relating to their visual 

presentation of self on Facebook, including rate of sharing photographs and the 

common content of photographs shared. It was further observed that participants were 

accurate in reporting other details of Facebook usage, such as Facebook ‘likes’, personal 

details and status updates. Therefore, it was concluded the design of the SFU, self-

reporting details of Facebook usage while viewing ones Facebook profile, was a means 

of collecting accurate data on an individual’s Facebook content and behaviour. 

Chapter Three used the data from the pilot study, involving 80 female 

participants, to conduct an initial examination of the association between the 

internalisation of sociocultural ideals, body image concern and the visual presentation 

of self on Facebook. It was observed that, when compared to those who did not 

commonly use selfies as profile pictures, the common use of selfies for profile pictures 

was associated with lower self-esteem, higher rates of internalisation of sociocultural 
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ideals and a greater drive for thinness. It was also observed that, when compared to 

those who did not commonly upload selfies, the common uploading of selfies to the 

Facebook timeline was associated with high self-esteem and high body esteem. It was 

further observed that  when compared to those who did not commonly upload selfies, 

the common uploading of selfies to the Facebook timeline was associated with the 

selection of a thinner current body on the Photograph Figure Rating Scale (PFRS) 

(Swami et al., 2008) and smaller difference between their selected current body shape 

and ideal body shape on the PFRS. Therefore, it was concluded that, consistent with the 

research question, the act of commonly posting selfies on Facebook by young women is 

associated with internalisation of sociocultural ideals and level body image concern. 

In Chapter Four these initial findings were replicated and extended by the main 

study, which included 394 female participants. The results reported in Chapter Four 

established that amongst women the level of internalisation of sociocultural ideals was 

associated with the degree of self-focus in  photographs posted on Facebook..  

However, this relationship was not mediated by body esteem, drive for thinness, self-

objectication or physical appearance comparison. 

In Chapter Five gender differences were examined using data from the main 

study, which included 116 male participants and the 394 female participants from 

Chapter Four., The relationship between internalisation of sociocultural ideals and the 

posting of self-focused photographs on Facebook, established amongst women in 

Chapter Four, were not replicated amongst men in Chapter Five. However, the lack of 

mediation of this relationship by body image concern, self-objectification and physical 

appearance comparison was replicated.  Potential gender differences were then explored 

by comparing the responses for each gender group.  

Gender differences were apparent in measures of internalisation and body 

image concern. It was observed that, in comparison with female participants, male 
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participants experienced greater body esteem, were less likely to compare their physical 

body to their peers and were more aware of sociocultural appearance ideals. Female 

participants demonstrated greater internalisation of sociocultural ideals and were more 

likely to compare themselves to these internalised sociocultural ideals. Regarding 

responses on the Stunkard Figure Rating Scale (SFRS) (Stunkard et al., 1983) female 

participants demonstrated greater disparity between their selections for their current 

body shape, ideal body shape and body shape as presented on Facebook than male 

participants. 

Gender differences were also apparent in visual self-presentation on Facebook. 

In comparison with male participants, female participants were observed to upload more 

photographs to Facebook, to be tagged in more photographs on Facebook and to change 

their profile picture more times a year. Female participants were also more likely to use 

self-focused photographs for their profile picture. However, no gender difference was 

observed in the uploading of self-focused photographs and the level of self-focus across 

a combined score for profile pictures and uploaded photographs. 

Finally, gender differences were also apparent in the relationship between body 

image concern and the visual presentation of self on Facebook. It was observed that 

women were significantly more likely to upload self-focused photographs the smaller 

they consider their current body shape to be. Women were also observed to be 

significantly more likely to have a high level of self-focus in all photographs used on 

Facebook, both for profile pictures and uploaded pictures, the smaller they consider 

their current and Facebook body shape to be.   

Theoretical Implications  

The conclusion that internalised sociocultural ideals are manifested in young 

women’s visual presentation of self on Facebook. fits with established models of self-

objectification (Fredrickson et al., 1998) and the tripartite influence model of body 
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image and eating disturbance (Keery et al., 2004; Thompson et al., 1999; Van den Berg 

et al., 2002). These past models suggest that sociocultural influences are internalised, 

result in heightened levels of body dissatisfaction and are subsequently reproduced 

within the physical body (Fredrickson & Roberts, 1997; Fredrickson et al., 1998; Keery 

et al., 2004).  

Past research has established that Facebook can be considered a source of 

sociocultural influences that are internalised by the individual, with Facebook usage 

linked to appearance dissatisfaction, greater internalisation of sociocultural body ideals 

and greater drive for thinness (Fardouly & Vartanian, 2015; Meier & Gray, 2014; 

Stronge et al., 2015; Tiggemann & Miller, 2010; Tiggemann & Slater, 2013; Williams 

& Ricciardelli, 2014). This research investigates the role that the internet and social 

media plays as a source of sociocultural ideals that are internalised by the individual. 

Past research has identified family members, peers and the wider community as social 

influences on internalised sociocultural ideals (Keery et al., 2004; Strasburger et al., 

2009). Cultural influences on internalised sociocultural ideals include traditional mass 

media, such as television (Davies et al., 2002; Gerbner et al., 1994; Grabe & Hyde, 

2009), magazines (Botta, 2003; Carpenter, 1998) and advertising (Halliwell & Dittmar, 

2004; Lavine et al., 1999; Tiggemann & McGill, 2004). Social media sites, such as 

Facebook, do expose users to sociocultural influences which transmit and reinforce 

sociocultural body ideals (Meier & Gray, 2014; Stronge et al., 2015; Tiggemann & 

Miller, 2010; Tiggemann & Slater, 2013). However social media operates in more 

complex ways than the traditional mass media. When an individual interacts with 

traditional media sources, such as television or magazines, they simply consume the 

content that is made available to them. In contrast, social media users are both content 

consumers and content creators. Therefore within the objectification theory framework 

(Fredrickson & Roberts, 1997) Facebook is likely to contribute as both a source of 
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influence in transmitting sociocultural ideals and as a site through which these 

internalised sociocultural ideals are manifested. 

Past research has identified reproduction of internalised sociocultural ideals 

within the physical body – via clothing choice (Chattaraman & Rudd, 2006; Rudd & 

Lennon, 2000; Tiggemann & Andrew, 2012), modifications to the physical body via 

dieting or exercise (Abramson & Valene, 1991; Anton et al., 2000; Field et al., 2001; 

Furnham et al., 2002; Homan, 2010; Keery et al., 2004), or the development of eating 

disorder symptoms (Harrison, 2000; Hausenblas et al., 2013; Keery et al., 2004; Moradi 

et al., 2005; Rodgers et al., 2016; Stice, 2002). The relationship between internalisation 

of sociocultural ideals and the posting of self-focused photographs on Facebook in 

Chapter Four suggests internalised sociocultural ideals can influence self-presentation 

on social media. In particular, this process of manifesting internalised body ideals was 

seen in the degree to which photographs posted on Facebook focused on the self. This 

extends the established models of self-objectification (Fredrickson et al., 1998) and the 

tripartite influence model of body image and eating disturbance (Keery et al., 2004; 

Thompson et al., 1999) to include self-presentation on social media as a means of 

manifesting internalised sociocultural ideals. 

This process of internalisation and subsequent manifestation of sociocultural 

body ideals was observed to not be influenced by body dissatisfaction, self-

objectification of physical appearance comparison. It is suggested that this finding 

reflects the differences between social media and the traditional mass media (Kim & 

Chock, 2015; Perloff, 2014), with less importance placed on sociocultural body ideals 

on social media. However, this is not consistent with past research finding that there is 

an association between general Facebook usage and body dissatisfaction (Fardouly & 

Vartanian, 2015; Meier & Gray, 2014; Stronge et al., 2015; Tiggemann & Miller, 2010; 

Tiggemann & Slater, 2013; Williams & Ricciardelli, 2014). Instead this finding may 
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reflect the difference between consuming and creating social media content. 

Consumption of social media has been found to involve appearance based comparisons 

to friends on Facebook (Fardouly & Vartanian, 2015), which is similar to consumption 

of traditional mass media sources, such as magazines and advertising (Leahey & 

Crowther, 2008). However, creating online content and crafting one’s online self-

presentation may take place within an extended-real life paradigm (Back et al., 2010).   . 

The extended real life theory suggests that individuals will create an online 

profile that reflects their offline identity (Back et al., 2010). Past research has 

established that online profiles reflect offline personality traits (Funder, 1999; Vazire & 

Gosling, 2004; Weisbuch et al., 2009). For example the narcissistic personality trait has 

been positively associated with the number of posts made to Facebook (Panek et al., 

2013), the number of selfies posted to social media (Fox & Rooney, 2015) and the 

presentation of a positive self-image on social media (Bergman et al., 2011). While 

internalising sociocultural ideals appears to be associated with a greater likelihood of 

posting self-focused images online amongst young women, this relationship is not 

mediated by body image concern, self-objectification and physical appearance 

comparison. The lack of mediation may indicate that women post self-focused images 

online regardless of their level of body dissatisfaction, self-objectification or appearance 

based comparisons. Therefore, their presentation online may not reflect a compensatory 

self-presentation strategy (Baumeister, 1982) in which the individual draws attention 

away from physical attributes that are inconsistent with internalised sociocultural body 

ideals. However, the finding that the smaller the difference between current body and 

ideal body shape the more likely young women were to post self-focused photographs 

on Facebook does suggest that the degree to which women’s physical body shape 

matches their internalised ideal does play some role in the act of posting self-focused 

images on Facebook.  Future research into the role played by the objectification theory 
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model in the presentation of self online should take these results into account, as they 

suggest that social media does operate in ways that are distinct from the traditional mass 

media.  

The observation of gender differences in the relationship between the 

internalisation of sociocultural ideals, body image concern and the visual presentation 

of self on Facebook is also consistent with past research. The observed gender 

differences in sociocultural ideals and body image concern are consistent with past 

research which has observed differences in the centrality of appearance and the physical 

body to feminine and masculine sociocultural ideals (Ambwani & Chmielewski, 2013; 

Bucchianeri et al., 2013; Buote et al., 2011; Fredrickson & Roberts, 1997; Hausenblas 

et al., 2013; Homan et al., 2012; Lawler & Nixon, 2011; Lewis & Arbuthnott, 2012; 

McCreary, 2007; Merten, 2004; Thompson & Stice, 2001). The observed differences in 

visual presentation of self on Facebook are consistent with previously observed gender 

differences in the level of photograph-based activities on social media  (McAndrew & 

Jeong, 2012). Finally, the observed differences in the association between 

internalisation, body image concern and visual self-presentation on Facebook is 

consistent with past research suggesting that the objectification theory framework is not 

supported amongst male sample groups, finding no association between self-

objectification and body shame, appearance anxiety or eating disorder symptoms 

amongst men (Fredrickson et al., 1998; Tiggemann & Kuring, 2004). Potential 

limitations of applying the objectification theory framework to male sample groups is 

discussed further in the Limitation section below. 

Practical Implications 

Social Media Use and Eating Disorders 

Within the objectification theory framework reproduction has been associated 

with attempts to modify the physical body to better meet internalised sociocultural body 
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ideals (Noll & Fredrickson, 1998). Past research has observed reproduction via dieting 

behaviour (Abramson & Valene, 1991; Field et al., 2001; Homan, 2010; Keery et al., 

2004), excessive exercise (Anton et al., 2000; Furnham et al., 2002; Homan, 2010) or 

cosmetic surgery (Lunde, 2013). Reproduction has also been observed via the 

development of eating disorder symptoms, including symptoms of anorexia nervosa and 

bulimia nervosa (Harrison, 2000; Hausenblas et al., 2013; Keery et al., 2004; Moradi et 

al., 2005; Rodgers et al., 2016; Stice, 2002). 

The last decade has seen a surge in the creation of pro-anorexia (pro-ana) and 

pro-bulimia (pro-mia) web pages, with many hosted on social media sites (Levine & 

Chapman, 2011; Perloff, 2014). Content analysis of these web pages indicates that they 

promote the sociocultural thin-ideal, the supposed benefits of an anorexic lifestyle and 

guidance on how to starve and purge (Bardone‐Cone & Cass, 2007; Norris, Boydell, 

Pinhas, & Katzman, 2006). Pro-eating disorder social media postings commonly take 

the form of ‘thinspiration’ images, visual or textual content which are meant to promote 

and inspire weight loss goals (Ghaznavi & Taylor, 2015). Analysis of ‘thinspiration’ 

images on Twitter and Pinterest indicates that they tend to be focused on an ultra-thin, 

bony and sexually objectified female body. (Ghaznavi & Taylor, 2015). 

Concern about the proliferation of this type of content on social media resulted 

in Pinterest and Instagram amending their community guidelines in 2012 to ban content 

promoting or encouraging eating disorders (Instagram, 2012; Pinterest, 2016). This 

policy was also adopted by Tumblr in 2012, who also put in place a feature which 

redirects users searching for terms such as ‘thinspiration’, ‘proana’ or ‘purge’ to a 

public service announcement and eating disorder helpline (Tumblr, 2012). The finding 

in this research project that the smaller the difference between current body and ideal 

body shape, the more likely young women were to post self-focused photographs on 

Facebook could suggest that images that women are exposed to on Facebook are 
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consistent with sociocultural body ideals, in particular the thin ideal. This is consistent 

with past research establishing that women who engage in appearance based 

comparisons with their Facebook friends experience greater body dissatisfaction 

(Fardouly & Vartanian, 2015). 

Past research has indicated that exposure to this type of pro-eating disorder 

content on the internet is associated with feelings of unattractiveness, greater body 

image concern and eating disorder disturbances (Bardone‐Cone & Cass, 2006, 2007; 

Harper, Sperry, & Thompson, 2008). However the online communities that develop 

around pro-eating disorder web pages have been observed to provide emotional and 

informational support in the process of treatment and recovery from eating disorders 

(Casilli, Pailler, & Tubaro, 2013; Tong, Heinemann-Lafave, Jeon, Kolodziej-Smith, & 

Warshay, 2013).  

Beyond web pages that are specifically pro-eating disorder, increased 

Facebook use has been associated with the development of eating disorder symptoms 

and body image concern (Mabe, Forney, & Keel, 2014). Although more recent research 

suggests that this association is influenced by other factors including online physical 

appearance comparison and receiving negative online feedback (Hummel & Smith, 

2015; Walker et al., 2015). The models established in this research project indicate that 

individuals who are more vulnerable to engaging with eating disorder symptoms, those 

who experience greater internalisation of sociocultural ideals (Fredrickson & Roberts, 

1997; Keery et al., 2004), are less likely to post self-focused photographs on Facebook.  

However, this relationship was not influenced by body dissatisfaction, self-

objectification or engagement in appearance based comparisons. This insight should be 

taken into account when developing prevention and intervention strategies for eating 

disorders. For example providing more detailed advice to parents and educators on the 

risk factors of social media usage, with current media reports suggesting that all social 
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media usage is associated with the development of eating disorder symptoms (Woolf, 

2015). The observation that the posting of selfies is associated with high levels of body 

esteem and low drive for thinness could be used to fine-tune the redirection of social 

media users identified as at-risk, currently based on search history, to public service 

announcements and eating disorder helplines (Tumblr, 2012). Furthermore, these results 

could inform the advice about social media usage provided to eating disorder sufferers 

during the recovery process. 

Limitations 

Methodology 

One possible methodological limitation was the means of collecting data in the 

main study. This study recruited participants from both amongst undergraduate 

Psychology students and the general public. Of the 510 participants in the main study 

415 were recruited from amongst first year psychology students at the University of 

Western Australia. These participants were compensated with course credit. The 

remaining 95 were recruited by publicising the link to the study in the University of 

Western Australia Postgraduate Student Association newsletter and by sharing the link 

on social media sites such as Facebook, Twitter and LinkedIn. Future research should 

look at strategies to increase the participation rate when recruiting from the general 

public. Madge, O'Connor, Wellens, Hooley, and Shaw (2006) provide a checklist of 

suggestions for improving response rates when conducting online research which 

includes using simple response formats, not including more than 15 questions and 

participation taking no longer than 10 minutes. The battery of questionnaires included in 

the main study consisted of over 100 individual items and took approximately 30 

minutes to complete. Past research suggests that short online surveys have higher 

response rates and lower dropout rates than longer online surveys (Deutskens, De 

Ruyter, Wetzels, & Oosterveld, 2004; Galesic & Bosnjak, 2009; Ganassali, 2008). 
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Therefore, when recruiting participants from the general public the response rate may 

have been higher if the length of the battery of questionnaires was reduced. Past 

research has also observed that the provision of an accurate progress indicator to inform 

participants of how much of the online survey they have completed and how much they 

have left to complete can increase responses rates and reduce dropout rates (Yan, 

Conrad, Tourangeau, & Couper, 2011). Another strategy that may increase 

participations rates amongst the general public is the use of crowdsourcing service such 

as Amazon Mechanical Turk (Amazon, 2016). This is an online labour recruitment 

service on which participants are compensated with a small amount of money for 

completing short online tasks (Hooley, Wellens, & Marriott, 2011). It has been found 

that within a few days researchers can collect data from over 1000 participants via the 

Amazon Mechanical Turk service (Rand, 2012). Through the application of these 

strategies; reducing the length of the online survey, providing progress feedback and 

providing compensation for participation, may increase recruitment rates when 

conducting online research amongst the general public. 

Another possible methodological limitation is the unequal sample size for 

female and male participants in the main study. Of the 510 participants in the main 

study 394 (77%) were female and 116 (23%) were male. This unequal sample size may 

reduce confidence in the results in Chapter Five, in particular the comparison of the 

mediation models and the observed gender differences in the internalisation of 

sociocultural ideals, body image concern and the visual presentation of self on 

Facebook. Future research should compare a more balanced split of female and male 

participants in order to further investigate potential gender differences in the 

manifestation of internalisation sociocultural ideals via visual self-presentation on 

Facebook. 
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A further possible methodological limitation is the appropriateness of using 

established measures of self-objectification and body image concern with male sample 

groups. The Physical Appearance Comparison Scale (PACS) (Thompson et al., 1991), 

Self-Objectification Questionnaire (SOQ) (Noll & Fredrickson, 1998), Sociocultural 

Attitudes Towards Appearance Questionnaire 3 Revised Edition (SATAQ-3R) 

(Thompson et al., 2004) and the Drive for Thinness Subscale of the Eating Disorder 

Inventory (DTS) (Garner et al., 1983) were established for use with female samples. In 

order to address this concern this research project modified references to prettiness and 

thinness to muscularity in the SATAQ-3R (Karazsia & Crowther, 2008) and substituted 

the Drive for Muscularity Scale for the DTS (McCreary, 2007). However, no 

adjustments were made to the PACS and SOQ. Future research should consider 

alternatives to these measures when conducting research amongst males samples, such 

as the Male Assessment of Self-Objectification (Daniel, Bridges, & Martens, 2013).  

This may address some of the concerns about applying the objectification theory 

framework to male samples discussed in the next section. Men and Objectification 

Theory 

Past research into objectification theory has primarily focused on and 

addressed the relationship between self-objectification and body image concern 

amongst women (Grabe et al., 2008). Within the objectification theory framework self-

objectification refers to the process of assessing one’s physical appearance from a third 

person perspective in terms of internalised sociocultural ideals (Fredrickson & Roberts, 

1997; Slater & Tiggemann, 2002). This assessment of one’s physical appearance may 

result in body shame or dissatisfaction (Noll & Fredrickson, 1998). As a result of 

feelings of dissatisfaction with one’s physical appearance an individual will attempt to 

reproduce internalised sociocultural ideals (Fredrickson & Roberts, 1997; Keery et al., 

2004; Noll & Fredrickson, 1998). There has been limited research into the relationship 
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between self-objectification and body image concern amongst men (Daniel & Bridges, 

2010; Michaels, Parent, & Moradi, 2013). 

Past research has suggested that male body image concern is influenced by 

exposure to sources of influence promoting sociocultural body ideals, such as the mass 

media (Leit et al., 2002; Morrison, Morrison, & Hopkins, 2003). Time spent on 

Facebook has also been associated with body dissatisfaction amongst men (Stronge et 

al., 2015). Over the 1990s and 2000s it has been observed that there has been increased 

focus on the appearance and muscularity of the physical body in representations of men 

in the mass media (Andersen & DiDomenico, 1992; Boni, 2002; Elliott & Elliott, 2005; 

Hatoum & Belle, 2004; Labre, 2005; Leit et al., 2002). The ideal male physical body 

promoted in contemporary Western culture is muscular, with a well-developed upper 

body (Ambwani & Chmielewski, 2013; Blond, 2008; Buote et al., 2011; Dakanalis et 

al., 2013; McCreary, 2007). The increasing prominence of this idealised physical male 

body in culture has been accompanied by increasing rates of body dissatisfaction 

amongst men (Adams et al., 2005; Aubrey, 2006b; Barlett, Vowels, & Saucier, 2008; 

Blond, 2008; Hatoum & Belle, 2004). 

The internalisation of sociocultural ideals has been associated with level of 

body esteem amongst men (Strelan & Hargreaves, 2005). This association was observed 

in this research project, as outlined in Chapter Five internalisation of sociocultural 

ideals was significantly associated with body esteem. Furthermore the internalisation of 

sociocultural ideals and subsequent self-objectification has been associated with eating 

disorder symptoms (Calogero, 2009) and negative affect (Tiggemann & Kuring, 2004) 

amongst men. This was also observed in this research project, as reported in Chapter 

Five internalisation of sociocultural ideals was associated with level of self-focus in 

photographs posted on Facebook. Given findings such as these it has been suggested 

that the objectification theory framework, that was established to address female body 
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image concern, can also be utilised to address male body image concern (Hebl et al., 

2004; Martins et al., 2007; Morry & Staska, 2001; Strelan & Hargreaves, 2005).  

However concern has been raised by inconsistent findings in the results of the 

SOQ (Noll & Fredrickson, 1998) when used with male samples (Daniel & Bridges, 

2010). The SOQ was developed for use amongst female samples, and is considered a 

valid and reliable measure of self-objectification (Noll & Fredrickson, 1998). It assesses 

the importance placed on appearance-based aspects of the self (e.g. weight, physical 

attractiveness) in comparison with competency-based aspects of the self (e.g. strength, 

physical fitness), with more focus on appearance-based aspects indicating greater self-

objectification (Noll & Fredrickson, 1998). However  internalised masculine 

sociocultural body ideals may be more strongly associated with competency-based 

items rather than appearance-based items (Daniel & Bridges, 2010). Men may place 

more value on competency-based items, such as energy level, strength or physical 

fitness, as they reflect the focus on muscularity promoted by masculine sociocultural 

body ideals (Calogero, 2009; Daniel & Bridges, 2010; Oehlhof, Musher-Eizenman, 

Neufeld, & Hauser, 2009; Tiggemann & Kuring, 2004). Furthermore, there have been 

some contradictory findings in the relationship between self-objectification and body 

image concern amongst men, with past research finding no association between self-

objectification and body shame, appearance anxiety or eating disorder symptoms 

(Fredrickson et al., 1998; Tiggemann & Kuring, 2004). Given these concerns current 

assumptions that underlie models of self-objectification amongst women may not be 

suitable to directly apply to men. Given the observed gender differences in body image 

concern, social media use and the association between the two in Chapter Five future 

research should take these concerns into account in order to investigate the 

manifestation of internalised sociocultural ideals on Facebook amongst men. One way 

to address this would be to use measures of self-objectification that have been 
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developed for use with male samples, such as the Male Assessment of Self-

Objectification (Daniel et al., 2013). 

The Nature of Self-Focused Photographs 

This research project is limited in its lack of detailed data on the content of 

self-focused photographs. Participants were simply asked if they commonly post self-

focused photographs, and while there was the option to specify if the photograph was of 

the self alone or with others, there are many other variables which could be considered.  

One such variable is the distinction between the posting of head shots and full 

body shots. Past research has suggested women are more likely to post head shots, and 

mean are more likely to post full body shots on social media (Haferkamp et al., 2012). 

Another variable which could be considered is the distinction between posed and candid 

photographs. For example past research has found that profile pictures tend to be posed, 

rather than candid photographs of the self (Hum et al., 2011). 

Research could also take the theme of the photograph that has been posted into 

account – for example highlighting an individual’s physical appearance, engaging in 

physical activity such as sports or attending a family event. Past research has 

established that personality traits can be associated with specific selfie themes, for 

example vulnerable narcissism has been associated with posting selfies which highlight 

one’s physical appearance (Barry, Doucette, Loflin, Rivera-Hudson, & Herrington, 

2017). Another variable which could be considered is the language used when 

captioning or hash tagging selfies which are posted on social media. It has been 

observed that images posted on selfies are often strategically tagged with popular hash 

tags, such as #love, #me or #cute, in order to attract approval in the form of ‘likes’ and 

new followers (Marwick, 2015). 

Taking into account these variables may provide greater insight into the 

relationship between body image concern and the visual presentation of self online. For 
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example, this research project found an association between the internalisation of 

sociocultural athletic body ideals and the posting of self-focused photographs on 

Facebook. A measure of selfies which distinguishes between the theme of selfies (Barry 

et al., 2017), such as physical activity or sports themed selfies, would enable a closer 

examination of the relationship between body image concern and the posting of selfies 

amongst men.    

Beyond the Heteronormative Gender Binary 

This research project limited the scope of its inquiry to a binary split of 

heterosexual female and male gender identities. This heteronormative split of feminine 

and masculine is central to the dominant sociocultural construction of gender in 

contemporary Western culture (Budgeon, 2014; Butler, 1999; Jackson & Scott, 2001). 

These sociocultural gender norms define heterosexual gender identities as typical and 

the non-heterosexual gender identities as other (Butler, 1999). However social media 

sites provide an avenue for individuals with non-binary, non-heterosexual gender 

identities to engage with identity work (Marciano, 2014; Soper, 2016). As of 2014 

Facebook provides users with over 50 options for gender when setting up their online 

profile, including cisgender, transgender and intersex (Constine & Crook, 2014). Users 

are also able to select the pronoun used to refer to them on Facebook, including he/him, 

she/her or they/their (Constine & Crook, 2014). Transgender individuals have reported 

stress associated with the process of navigating gender transition on Facebook, in 

particular regarding the process of disclosing gender transition publicly and the need for 

safe spaces to engage in identity work (Haimson, Brubaker, Dombrowski, & Hayes, 

2015; Levitt & Ippolito, 2014). However social networks access via Facebook has also 

provided a source of emotional and social support for transgender individuals (Haimson 

et al., 2015; Marciano, 2014). Furthermore, past research has observed that for lesbian, 

gay, transgender and queer individuals the internet can provide a safe space to engage in 
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identity work, build community connections and gain confidence (Alexander, 2004; 

Driver, 2006; Gray, 2009). Past research has also observed that amongst non-

heterosexual, non-cisgender social media users social interactions and self-presentation 

can challenge and transgress heteronormative assumptions (Van Doorn, 2010). Given 

that gender nonconformity can be associated with social stigma, harassment and 

discrimination (Gordon & Meyer, 2008) it has been observed that transgender 

individuals and butch lesbians may modify their offline self-presentation in response to 

social pressure or to ensure their safety (Cashore & Tuason, 2009; Levitt & Hiestand, 

2004; Levitt & Ippolito, 2014). The ability for social media to provide a safe space for 

gender nonconforming individuals may result in individuals choosing to present a more 

authentic version of their self online in comparison with their offline self-presentation. 

Therefore, future research should consider the potential role of offline and online self-

presentation concerns when examining differences in self-presentation on social media 

amongst a more diverse range of gender and sexual identities. One way this could be 

addressed is by taking a measure of experiences of social stigma, harassment and 

discrimination, for example via the Everyday Discrimination measure developed by 

Williams, Yu, Jackson, and Anderson (1997) for use with African-American individuals 

and modified by Gordon and Meyer (2008) for use with gender nonconforming 

individuals. 

Gender and sexual diversity is also important to consider when applying an 

objectification theory framework to explain body image concern. Past research has 

observed that non-heterosexual women appear to be less influenced by dominant 

sociocultural ideals (Brown, 1987; Huxley, Halliwell, & Clarke, 2014), to experience 

less body dissatisfaction and to be less likely to exhibit eating disorder symptoms 

(Bankoff & Pantalone, 2014; Polimeni, Austin, & Kavanagh, 2009). A test of tripartite 

influence model of body image and eating disturbance (Keery et al., 2004; Thompson et 
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al., 1999) amongst lesbian and bisexual women observed a lack of significant 

association between internalisation of sociocultural body ideals, body satisfaction and 

restrained eating (Huxley et al., 2014). A further study established when applying an 

objectification theory framework (Fredrickson & Roberts, 1997; Fredrickson et al., 

1998) to lesbian women consideration needs to be paid to experiences of heterosexist 

discrimination and the degree to which heterosexual gender norms had been internalised 

(Watson, Grotewiel, Farrell, Marshik, & Schneider, 2015). Therefore, future research 

into the relationship between internalisation of sociocultural ideals and presentation of 

self on Facebook should take into account the heteronormativity of existing models of 

body image concern. One way this could be addressed is by including internalised 

heterosexism as a moderating variable when considering the manifestation of 

internalised sociocultural ideals via visual self-presentation on Facebook, for example 

though the use of the Internalized Homonegativity Inventory (Mayfield, 2001) or the 

Internalized Homophobia scale (Herek, Cogan, Gillis, & Glunt, 1998; Wagner, 1998). 

Cross-Cultural Considerations 

This research project also limited the scope of its inquiry to contemporary 

Western sociocultural body ideals and primarily used Australian university students in 

both the pilot study and the main study. While Facebook is the most popular social 

media site in many countries, including Australia, the United States of American and 

the United Kingdom (Duggan et al., 2015; Ofcom, 2014; Sensis, 2015) this ubiquity is 

not reflected across all countries. For example as Facebook is banned in China and Iran 

the most popular social media sites in these countries is QZone and Facenama 

respectively (French & Shaw, 2016).  

Cross-cultural differences have also been observed in the information that is 

posted on Facebook. For example American users were observed to be more likely than 

German users to post problematic content on Facebook, such as alcohol consumption, 
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drug use or sexualised content (Karl, Peluchette, & Schlaegel, 2010). In contrast 

American Facebook users have been observed to display more self-censorship on 

Facebook than Namibian Facebook users (Peters, Winschiers-Theophilus, & Mennecke, 

2015). Furthermore Facebook users based in the United States of America are more 

likely to engage in political activism on Facebook than users based in Latin American 

(Harlow & Harp, 2012). In comparison with East Asian users American Facebook users 

have been observed to highlight their entire face to the exclusion of other body parts and 

to display greater smile intensity in profile pictures posted to Facebook (Huang & Park, 

2012). Cross-cultural differences have also been observed in the composition of 

Facebook friend networks. For example Americans were observed to have a greater 

number of friends on Facebook and less close friends included in their Facebook friend 

group than Koreans (Choi, Kim, Sung, & Sohn, 2011). These cross-cultural differences 

in social media usage are important to consider when conducting future research into 

factors influencing presentation of self on Facebook.  

Cross-cultural differences are also important to bear in mind when researching 

the internalisation of sociocultural ideals, as a major source of these ideals is an 

individual’s cultural experience (Anderson-Fye, 2011; Grabe et al., 2008; Strasburger et 

al., 2009). It has been observed that cultural differences are a significant factor in the 

development of eating disorders (Gluck & Geliebter, 2002; Miller & Pumariega, 2001) 

and body image concern (Bohne, Keuthen, Wilhelm, Deckersbach, & Jenike, 2002; 

Fitzsimmons-Craft & Bardone-Cone, 2012; Gillen & Lefkowitz, 2012; Kowner, 2002; 

Robinson et al., 1996).  

Past research has observed differences in perception of body ideals or 

attractiveness across cultures (Anderson-Fye, 2011; Tiggemann, 2011). It has been 

suggested increasing Westernisation of non-Western cultures via globalisation is 

accompanied by greater prominence of contemporary Western body ideals across non-
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Western cultures (Jung & Lee, 2006; Lee & Lee, 2000). This suggestion is supported by 

research suggesting that acculturation to Western values amongst immigrant, non-

Caucasian women is associated with the development of eating disorder symptoms 

(Davis & Katzman, 1999; Nasser, 1986). Furthermore exposure to Western media 

sources has been observed to have a greater association with body dissatisfaction than 

exposure to local, non-Western media sources (Swami et al., 2010).  However, the 

suggestion that increasing Westernisation of non-Western cultures is driving levels of 

body dissatisfaction is contradicted by observed associations between incidence of 

eating disorder symptoms and the holding of traditional, non-Western cultural values 

amongst non-Caucasian women residing in Western countries (Haudek, Rorty, & 

Henker, 1999; Hill & Bhatti, 1995; Mumford, Whitehouse, & Platts, 1991). Research 

has also observed drive for thinness, which is strongly associated with Western 

sociocultural body ideals, amongst women from non-Western cultural backgrounds, 

including Argentina, Malaysia and Fiji (Anderson-Fye, 2011; Forbes et al., 2012; 

Franko et al., 2012; Mellor et al., 2013). These contradictory results suggest that cross-

cultural tests of objectification theory need to take into account the role of both Western 

and non-Western sociocultural body ideals (Anderson-Fye, 2011; Prieler & Choi, 2014; 

Rieger, Touyz, Swain, & Beumont, 2001; Tiggemann, 2011). Given the global reach of 

social media sites, such as Facebook (Cowling, 2015a; Facebook, 2015b), future 

research into the manifestation of internalised ideals via presentation of self on social 

media should take into account the impact of cross-cultural differences in the 

sociocultural ideals that are internalised.  

In order to address the potential cultural differences in the relationship between 

social media and body image Prieler and Choi (2014) suggest that future research 

should establish how diverse networks established on social media are, how individuals 

present their cultural identity on social media and the ratio of global to local content 
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shared on social media. These considerations should be taken into account when 

considering the manifestation of internalised sociocultural ideals on social media. This 

should encompass identification of cross-cultural differences in dominant sociocultural 

ideals the individual is exposed to and differences in the cultural milieu of their social 

media networks. 

Future Directions 

Addressing Male Body Image Concern and Social Media 

The observed association between the internalisation of athletic and sporting 

sociocultural appearance ideals and the uploading of self-focused photographs amongst 

male participants provides a possible future research direction. Past research has 

established that the impact of exposure to images of muscular male models differs 

between non-gym users and gym users (Halliwell, Dittmar, & Orsborn, 2007). Non-gym 

users reported increased body-focused negative affect after viewing the images, in 

contrast gym-users reported decreased body-focused negative affect after viewing the 

images (Halliwell et al., 2007).  It could be hypothesised that engagement with gym and 

fitness culture influences the relationship between internalisation of sociocultural ideals 

and body image concern. This may be reflected in the relationship between 

internalisation of sociocultural ideals and visual presentation of self on Facebook. 

Future research could consider the relationship amongst internalisation, body image 

concern and self-presentation on Facebook amongst men who engage with or like 

fitness motivation oriented Facebook pages. 

Addressing Diverse Gender and Sexual Identities 

As discussed in the limitations section individuals of diverse gender and sexual 

identities may have different experiences using social media (Alexander, 2004; Driver, 

2006; Gray, 2009; Haimson et al., 2015; Levitt & Ippolito, 2014; Van Doorn, 2010).  

There also appears to be differences in the influence of dominant sociocultural ideals, 
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body image concern and in the development of eating disorder symptoms (Bankoff & 

Pantalone, 2014; Brown, 1987; Huxley et al., 2014; Polimeni et al., 2009). It could be 

hypothesised non-heterosexual, non-cisgender individuals present a more authentic 

version of themselves online then they do offline, particularly if they face stigma from 

their offline community.  Therefore, future research could examine potential difference 

in the manifestation of body image concern and self-presentation on Facebook amongst 

non-heterosexual, non-cisgender sample groups.  

Addressing Cross-Cultural Differences 

As discussed in the limitations section cross-cultural differences have been 

observed in social media use (Choi et al., 2011; Harlow & Harp, 2012; Huang & Park, 

2012; Karl et al., 2010; Peters et al., 2015). There also appear to be differences in 

dominant sociocultural body ideals, body image concern and the development of eating 

disorder symptoms (Anderson-Fye, 2011; Bohne et al., 2002; Fitzsimmons-Craft & 

Bardone-Cone, 2012; Gillen & Lefkowitz, 2012; Gluck & Geliebter, 2002; Kowner, 

2002; Miller & Pumariega, 2001; Prieler & Choi, 2014; Rieger et al., 2001; Robinson et 

al., 1996; Swami et al., 2010; Tiggemann, 2011). Therefore, future research could 

attempt to replicate the established model of internalisation, body dissatisfaction and 

visual presentation of self on Facebook amongst non-Australian, non-Western sample 

groups. For example past research suggests the amongst Chinese adolescents Asian 

media sources have a stronger influence on internalised body ideals than Western media 

sources (Xie et al., 2006). Participants could be recruited from a Chinese population 

group in order to check results of in this research project generalise beyond a Western 

population group. Furthermore, this non-Western model could include level of exposure 

to Western media sources as a variable in order to take into account the role of 

internalising Western sociocultural body ideals amongst a non-Western sample group. 
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Digital Manipulation of Photographs 

One avenue for future research is the role of digitally manipulating or editing 

photographs that posted on social media. A number of camera phone applications have 

been developed that allow people to easily edit photographs before posting them to 

social media (Wesson, 2016). These include applications that enable users to smooth 

skin, reshape facial features and appear thinner or taller in selfies (Samotin, 2016; 

Widder, 2015). This ability to digitally manipulate one’s physical appearance may be 

utilised by individuals who are experiencing body dissatisfaction in order to bring their 

visual online presentation of self in line with sociocultural body ideals. Past research 

has established that comparison of one’s appearance to the appearance of peers on 

Facebook mediates the relationship between Facebook usage and body image concern 

(Fardouly & Vartanian, 2015). If this type of digital manipulation of photographs posted 

on social media is common amongst an individual’s peers on social media the 

individual may be more motivated to meet dominant sociocultural body ideals in their 

presentation of self on Facebook. Fardouly and Vartanian (2015) suggest that 

appearance comparisons to peers may be more influential than comparisons to family or 

celebrities as peers are perceived as representing an attainable physical body given 

similar resources and lifestyle factors. Therefore, future research could examine the role 

of digital manipulation of photographs in the relationship between social media usage, 

internalisation, body image concern and the visual presentation of self on Facebook. 

The digital manipulation of photographs could be addressed by expanding the Survey of 

Facebook Use, adding questions on the modification of physical appearance via such 

applications. 

Role of Social Feedback on Facebook 

Another avenue for future research is the role played by social feedback on 

photographs of the self shared on social media. Recent research suggests posting status 
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updates on Facebook with the goal of seeking negative feedback is associated with body 

image symptoms, such as dietary restraint (Hummel & Smith, 2015). Furthermore 

receiving negative feedback in the comments on status updates on Facebook was 

associated with weight and shape concern (Hummel & Smith, 2015). This finding could 

be expanded to an examination of the impact of negative feedback on self-focused 

photographs posted on social media. Likes and comments left by other Facebook users 

on an individuals’ photographs are included in their Facebook archive (Facebook, 

2016b). Therefore, future research could assess the content of feedback provided by 

other users via a content analysis of their Facebook archive. This type of online 

feedback is consistent with the social influences within the objectification theory 

framework, which includes social interactions praising or deriding an individual’s 

physical attributes (Fredrickson & Roberts, 1997). Future research could consider the 

impact of online feedback on subsequent visual presentation of self on social media.  

Beyond Facebook – the Case of Instagram and Tinder 

A further avenue for future research is to consider social media sites other than 

Facebook. One site that could be considered is Instagram, a social media site where 

users share and edit photographs and videos (Instagram, 2015). Instagram usage has 

been associated with body image concern and increased body surveillance (Pepin & 

Endresz, 2015). Instagram restricts users to a visual online presentation of self, as posts 

are limited to photographs and videos. This is different to the experience of using 

Facebook, as discussed in Chapter Two Facebook enables users to post a broad array of 

content including text-based status updates, comprehensive personal information and 

links to other online content. Anecdotal observations suggest that images posted by 

popular Instagram users promote and reinforce dominant sociocultural body ideals 

(Seligson, 2016). This may result in an increased motivation to meet internalised 

sociocultural body ideals amongst Instagram users. Future research could consider 
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whether differences are observed in the manifestation of internalised sociocultural ideals 

between Facebook and Instagram.  

Another social media site that could be considered is Tinder, an online dating 

service on which individuals can seek romantic social interactions (Tinder, 2016). When 

setting up a profile on Tinder an individuals is able to provide a short biography, 

education and employment information, and up to 6 photographs (Tinder, 2016). As the 

goal of Tinder is to attract potential romantic partners it is likely that individuals who 

have internalised sociocultural body ideals will attempt to meet these internalised ideals 

in self-presentation on Tinder. Past research has established that the internalisation of 

sociocultural ideals is associated with anxiety relating to potential rejection based on 

physical appearance amongst women and men (Park, DiRaddo, & Calogero, 2009). The 

potential impact of concern relating to appearance-based rejection may be reflected in 

self-presentation on social media sites, such as Tinder or Facebook. Individuals on 

Tinder are engaged in a process of seeking romantic social interactions and individuals 

on Facebook are able to list their relationship status, for example whether they are 

single or in a relationship. Future research should consider the role of motivation to 

attract a romantic partner in the relationship between internalised sociocultural ideals 

and visual self-presentation on social media sites such as Tinder or Facebook. 

Conclusion 

This research project has established that internalised sociocultural body ideals 

are associated with visual presentation of self on Facebook amongst women, and that 

this process is not mediated by body esteem, drive for thinness, self-objectification or 

personal appearance comparison. This extends existing models of self-objectification 

(Fredrickson et al., 1998) and the tripartite influence model (Keery et al., 2004; 

Thompson et al., 1999; Van den Berg et al., 2002) to include visual self-presentation on 

social media as a method of manifesting internalised sociocultural ideals.  The 
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association between internalisation of sociocultural ideals and visual presentation of self 

was not replicated amongst men. 

Furthermore, the research project suggests that gender differences are apparent 

in the relationship between the internalisation of sociocultural ideals, body image 

concern and the visual presentation of self on Facebook. Gender differences were 

observed in level of body image concern, such as body esteem, personal appearance 

comparison and internalisation of sociocultural ideals. Gender differences were also 

observed in visual presentation of self on Facebook, such as the number of photographs 

posted and level of self-focus in profile pictures. Finally, gender differences were also 

observed in the relationship between body image concern and visual presentation of self 

on Facebook. It was observed that amongst female participants’ physical appearance 

comparison, self-objectification, the internalisation of sociocultural appearance ideals 

and awareness of sociocultural appearance ideals were associated with self-focused 

picture content. However, amongst male participants’ only the internalisation of athletic 

based sociocultural ideals was associated with self-focused picture content. 

These findings have opened up a number of possible future research directions 

examining the influence of internalised sociocultural ideals on the presentation of self 

on social media. 
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Appendix A: Survey of Facebook Use 

Question Response 

Facebook Use 

1 Please estimate amount of time you 

spend on Facebook per day. 

Hours: 

Minutes: 

2 How many friends to you have on 

Facebook? 

 

3 Do you use a Close Friends list? If so, 

how many close friends? 

Use a Close Friends list? (Yes/No) 

Number of Close Friends: 

4 Who, out of the following, are you 

friends with on Facebook? 

Close friend 

Family 

Teacher/Colleague 

Acquaintance 

Someone you've only met online 

Other: 

5 Have you attended a social event that 

you were invited to on Facebook in the 

past year? 

Yes 

No 

6 Have you used Facebook to invite 

others to a social event in the past year? 

Yes 

No 

7 How different do you think the image 

you portray on Facebook is from the 

image you portray in person? 

Very different 

Slightly different 

Slightly similar 

Very similar 

Facebook Content: Please indicate what you have listed under the following 

categories on your Facebook profile. 

8 Gender 

 

Female 

Male 

Not listed 

Other: 

9 Interested in  

 

Women 

Men 

Not listed 

Other: 

10 Relationship status Single 

In a relationship 

Engaged 

Married 

It's complicated 

In an open relationship 

Widowed 

Divorced 

Separated 

Not listed 

Other: 

11 Family members Listed 

Not listed 

Other: 

12 Religious views Listed 
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Not listed 

Other: 

13 Political views Listed 

Not listed 

Other: 

14 Email address Listed 

Not listed 

Other: 

15 Mobile phone number Listed 

Not listed 

Other: 

16 Address Listed 

Not listed 

Other: 

17 Website Listed 

Not listed 

Other: 

18 Education history Listed 

Not listed 

Other: 

19 Work history Listed 

Not listed 

Other: 

Facebook Content: Please indicate if you have 'Likes' listed under the following 

categories in your 'Favourites' section. If so, please indicate in the comments section 

how many you have listed. 

21 Music Listed 

Not listed 

If listed, how many: 

22 Books Listed 

Not listed 

If listed, how many: 

23 Movies Listed 

Not listed 

If listed, how many: 

24 Television Listed 

Not listed 

If listed, how many: 

25 Games Listed 

Not listed 

If listed, how many: 

26 Athletes Listed 

Not listed 

If listed, how many: 

27 Teams Listed 

Not listed 

If listed, how many: 

28 Sports Listed 

Not listed 

If listed, how many: 
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29 Activities Listed 

Not listed 

If listed, how many: 

30 Interests Listed 

Not listed 

If listed, how many: 

31 Other Listed 

Not listed 

If listed, how many: 

Facebook Content: Please respond to the following questions with reference to 

photographs you are tagged in or have posted to your Facebook profile. 

32 How many: Photos have you been tagged in: 

Photos have you posted: 

33 How many times have you changed 

your profile picture in past year? 

 

34 Please select the most common contents 

of your profile pictures. 

Photo of self (alone) taken by a third 

party 

Photo of self (alone) taken by you 

Landscape 

Group of people (including you) 

Group of people (not including you) 

An inanimate object 

An animal 

Other: 

35 Please indicate the most common 

content of the photos you upload to 

your Facebook account. 

Landscape 

Photos of self (taken by self) 

Photos of self (taken by a third party) 

Family 

Friends 

Photos of self with friends 

An animal 

An inanimate object 

Humour 

Other: 

36 Do photos that you share/are tagged in 

on Facebook contain any of the 

following? Please select those that 

apply. 

References to alcohol use 

References to drug use 

References to cigarette use 

Sexually suggestive photos of self 

Nudity 

None of the above 

Facebook content: Please respond to the following questions with reference to status 

updates posted to your Facebook profile and/or comments you've made on 'Friends' 

Facebook timelines. 

37 How many status updates have you 

made per: 

Day: 

Month: 

Year: 

38 How many comments do you make on 

other people's timelines per: 

Day: 

Month: 

Year: 

39 Please indicate the most common 

content of your status updates. 

Self-focused 

Friends 
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Food 

Health and exercise 

Popular culture 

News and current affairs 

Social events 

Humour 

Other: 

40 Please indicate the most common 

content of your posts on friend's 

timelines. 

Self-focused 

Friends 

Food 

Health and exercise 

Popular culture 

News and current affairs 

Social events 

Humour 

Other: 

41 Do comments you post on your own or 

others Facebook timeline contain any of 

the following? Please select those that 

apply. 

References to alcohol use 

References to drug use 

References to cigarette use 

Sexually suggestive comments 

Nudity 

None of the above 

42 What, if any, out of the following do 

you share/post links to on Facebook. 

News and current affairs 

Popular culture 

Humour 

Inspirational images/quotations 

Internet memes 

Do not share/post links to Facebook 

Other: 

Facebook Content: Photographic Figure Rating Scale (Swami et al., 2008) 

 

 

 

 

 

 

 

 

 

 

 

 

43 On the following scale please indicate 

the point that most accurately represents 

your current body. 

1 2 3 4 5 6 7 8 9 10 

44 On the following scale please indicate 

the point that most accurately represents 

your body as presented on your 

Facebook profile. 

1 2 3 4 5 6 7 8 9 10 

45 On the following scale please indicate 

the point that most accurately represents 

the ideal body. 

1 2 3 4 5 6 7 8 9 10 
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Appendix B: Survey of Facebook Archive 

Question Response 

Extracted from Facebook archive with Excel Macro 

1 No. of friends listed  

2 No. of photos in each album summed  

3 Gender 

 

Female 

Male 

Not listed 

4 Interested in  Women 

Men 

Not listed 

5 Relationship status Single 

In a relationship 

Engaged 

Married 

It's complicated 

In an open relationship 

Widowed 

Divorced 

Separated 

Not listed 

6 Family members Listed 

Not listed 

7 Religious views Listed 

Not listed 

8 Political views Listed 

Not listed 

9 Email address Listed 

Not listed 

10 Mobile phone number Listed 

Not listed 

11 Address Listed 

Not listed 

12 Website Listed 

Not listed 

13 Education history Listed 

Not listed 

14 Work history Listed 

Not listed 

15 Music Listed 

Not listed 

If listed, how many: 

16 Books Listed 

Not listed 

If listed, how many: 

17 Movies Listed 

Not listed 

If listed, how many: 

18 Television Listed 
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Not listed 

If listed, how many: 

19 Games Listed 

Not listed 

If listed, how many: 

20 Athletes Listed 

Not listed 

If listed, how many: 

21 Teams Listed 

Not listed 

If listed, how many: 

22 Sports Listed 

Not listed 

If listed, how many: 

23 Activities Listed 

Not listed 

If listed, how many: 

24 Interests Listed 

Not listed 

If listed, how many: 

25 Other Listed 

Not listed 

If listed, how many: 

Third-party rating of Facebook archive 

26 How many times changed profile picture 

in past year? 

 

27 How many photos has the participant 

been tagged in/posted to their timeline in 

the past month? 

 

28 Please indicate the most common 

content of the photos visible on the 

participant's wall. 

Photo of self (alone) taken by a third 

party 

Photo of self (alone) taken by self 

Landscape 

An animal 

Group of people 

Inanimate object 

Humour 

Other: 

29 Do photos visible on the participant's 

timeline contain any of the following? 

References to alcohol use 

References to drug use 

References to cigarette use 

Sexually suggestive photos of self  

Nudity 

None of the above 

30 How many status updates? Per day: 

Per month: 

Per year: 

31 Please indicate the most common 

content of the participant's status 

updates. 

Self-focused 

Friends 

Food 

Health and exercise 
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Popular culture 

News and current affairs 

Social events 

Humour 

Other: 

32 Do status updates/comments visible on 

the participant's timeline contain any of 

the following? 

References to alcohol use 

References to drug use 

References to cigarette use 

Sexually suggestive comments 

Nudity 

None of the above 

33 What, if any, out of the following has 

been shared/posted links for on the 

participant's wall. 

News and current affair 

Popular culture 

Humour 

Inspirational images/quotation 

Internet memes 

Nothing shared/posted 

Other: 

34 Please select the most common content 

of the profile pictures. 

Photo of self (alone) taken by a third 

party 

Photo of self (alone) taken by self 

Landscape 

Group of people 

An inanimate object 

Cartoon 

An animal 

Other: 

35 Do the profile photos contain any of the 

following? 

References to alcohol use 

References to drug use 

References to cigarette use 

Sexually suggestive photos of self  

Nudity 

None of the above 

Facebook Content: Photographic Figure Rating Scale (Swami et al., 2008) 

 

 

 

 

 

 

 

 

 

 

36 On the following scale please indicate 

the point that most accurately represents 

the average presentation of the body on 

the Facebook profile. 

1 2 3 4 5 6 7 8 9 10 
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Appendix C: Descriptive statistics for Survey of Facebook Use and Survey of Facebook 

Archive 

Table C1 

Descriptives for the continuously scored items in the SFU, extreme scores (±3SD) were 

removed from analysis. 

 
M SD Min Max N 

Time spent on Facebook per day 

(minutes) 

130.51 88.92 5 360 79 

Number of friends on Facebook 
498.04 247.82 76 1231 80 

Number of people on Close 

Friends list 

9.39 5.47 2 20 23 

Number of Activities pages liked 
57.19 63.47 5 183 16 

Number of Athletes pages liked 
9.91 8.70 1 27 11 

Number of Books pages liked 
7.45 6.93 1 33 31 

Number of Games pages liked 
4.06 3.68 1 15 16 

Number of Interests pages liked 
4.92 2.71 1 9 12 

Number of Movies pages liked 
15.28 15.29 1 76 36 

Number of Music pages liked 
23.31 21.10 1 87 48 

Number of Other pages liked 
368.80 511.23 1 1556 20 

Number of Sports pages liked 
2.29 1.25 1 4 7 

Number of Teams pages liked 
4.00 3.28 1 10 9 

Number of TV pages liked 
14.73 13.83 1 64 40 

Number of photographs tagged in 
309.05 283.49 0 1238 79 

Number of photographs posted 
480.92 560.22 0 2973 79 

Number of profile pictures in the 

past year 

7.34 10.27 0 60 79 

Status updates per day 
0.31 0.67 0 3 78 

Status updates per month 
5.62 9.98 0 50 78 

Status updates per year 
59.20 116.70 0 700 79 
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Comments on other’s Timelines 

per day 

1.07 1.64 0 10 78 

Comments on other’s Timelines 

per month 

12.87 14.03 0 60 79 

Comments on other’s Timelines 

per year 

 

135.58 200.91 0 1000 79 

On the Female PFRS indicate the 

point that most accurately 

represents your current body 

4.03 1.64 1 9 80 

On the Female PFRS indicate the 

point that most accurately 

represents your body as presented 

on your Facebook profile 

3.76 1.32 1 7 79 

On the Female PFRS indicate the 

point that most accurately 

represents the ideal body. 

2.89 0.95 1 5 79 

 

Table C2 

Frequencies for the categorically scored items in the SFU. 

Item Sub Categories  
Frequency (%) N 

Friends with Close friends 
79 (99%) 80 

 Family 
76 (95%) 80 

 Teachers/Colleagues  
47 (59%) 80 

 Acquaintances 
71 (89%) 80 

 Someone you’ve only 

met online 

19 (24%) 80 

Events on Facebook Attend 
76 (95%) 80 

 Invite 
52 (65%) 80 

How similar/different is 

online/offline identity 

Very different 
0 80 

Slightly different 
7 (9%) 80 

Slightly similar 
23 (29%) 80 

Very similar 
50 (63%) 80 
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Gender Listed 
78 (98%) 80 

Interested in Not reported 
36 (45%) 80 

 Women 
1 (1%) 80 

 Men 
42 (53%) 80 

 Women and men 
1 (1%) 80 

Relationship status Not reported 
18 (23%) 80 

 Single 
38 (48%) 80 

 In a relationship 
15 (19%) 80 

 Engaged 
1 (1%) 80 

 Married 
4 (5%) 80 

 It’s complicated 
4 (5%) 80 

 In an open relationship 
0 80 

 Widowed 
0 80 

 Divorced 
0 80 

 Separated 
0 80 

Family Listed 
59 (74%) 80 

Religion Listed 
19 (24%) 80 

 Other: Joke answer 
2 (3%) 80 

Politics Listed 
6 (8%) 80 

 Other: Joke answer 
1 (1%) 80 

Email address Listed 
44 (55%) 80 

 Privately listed 
1 (1%) 80 

Mobile number Listed 
12 (15%) 80 

 Privately listed 
1 (1%) 80 

Address Listed 
6 (8%) 80 

Website Listed 
8 (10%) 80 

Education history Listed 
78 (98%) 80 
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Work history Listed 
38 (48%) 80 

Likes Activities 
27 (34%) 80 

 Athletes 
22 (28%) 80 

 Books 
40 (50%) 80 

 Games 
21 (26%) 80 

 Interests 
20 (25%) 80 

 Movies 
51 (64%) 80 

 Music 
63 (79%) 80 

 Other 
26 (33%) 80 

 Sports 
13 (16%) 80 

 Teams 
15 (19%) 80 

 TV 
52 (65%) 80 

Common content of profile 

picture 

Animal 
7 (9%) 80 

Group (including self) 
61 (76%) 80 

 Group (not including 

self) 

1 (1%) 80 

 Inanimate object 
3 (4%) 80 

 Landscape 
5 (6%) 80 

 Self (alone) taken by self 
31 (39%) 80 

 Self (alone) taken by 3rd 

party 

44 (55%) 80 

 Other: Cartoon 
1 (1%) 80 

Common content of uploaded 

photographs 

Animal 
21 (26%) 80 

Family 
31 (39%) 80 

 Friends 
51 (64%) 80 

 Humour 
16 (20%) 80 

 Inanimate object 
16 (20%) 80 

 Landscape 
29 (36%) 80 
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 Self (alone) taken by self 
37 (46%) 80 

 Self (alone) taken by 3rd 

party 

20 (25%) 80 

 Self with friends 
65 (81%) 80 

Photos contain Alcohol use 
30 (38%) 80 

 Drug use 
0 80 

 Cigarette use 
1 (1%) 80 

 Sexually suggestive 

content 

1 (1%) 80 

 Nudity 
0 80 

Common content of status 

updates 

Food 
19 (24%) 80 

Friends 
59 (74%) 80 

 Health and exercise 
11 (14%) 80 

 Humour 
35 (44%) 80 

 News and current affairs 
16 (20%) 80 

 Popular culture 
21 (26%) 80 

 Self-focused 
32 (40%) 80 

 Social events 
32 (40%) 80 

Common content on other’s 

timelines 

Food 
12 (15%) 80 

Friends 
63 (79%) 80 

 Health and exercise 
9 (11%) 80 

 Humour 
47 (59%) 80 

 News and current affairs 
13 (16%) 80 

 Popular culture 
26 (36%) 80 

 Self-focused 
14 (18%) 80 

 Social events 
48 (60%) 80 

Status updates/comments 

contain 

Alcohol use 
19 (24%) 80 

Drug use 
3 (4%) 80 
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 Cigarette use 
0 80 

 Sexually suggestive 

content 

5 (6%) 80 

 Nudity 
0 80 

What is shared/ posted links for 

on timeline 

Humour 
45 (56%) 80 

Inspirational 

images/quotes 

19 (24%) 80 

 Internet memes 
29 (36%) 80 

 News and current affairs 
20 (25%) 80 

 Popular culture 
30 (38%) 80 

 Other: Videos 
10 (13%) 80 

 

Table C3 

Descriptives for the continuously scored items in the SFA, extreme scores (±3SD) were 

removed from analysis. 

 
M SD Min Max N 

Number of friends on Facebook 
461.96 227.89 76 1183 71 

Number of photographs posted 
584.00 769.13 1 3406 70 

Number of Activities pages liked 
28.00 42.17 1 191 43 

Number of Athletes pages liked 
8.00 6.85 1 21 10 

Number of Books pages liked 
7.83 9.09 1 51 46 

Number of Games pages liked 
4.60 5.02 1 18 10 

Number of Group pages liked 
9.24 8.50 1 36 50 

Number of Interests pages liked 
4.08 3.06 1 12 24 

Number of Movies pages liked 
14.67 18.09 1 81 60 

Number of Music pages liked 
20.82 17.48 1 78 61 

Number of Other pages liked 
268.21 312.88 3 1088 68 

Number of Sports pages liked 
2.00 1.41 1 4 4 

Number of Teams pages liked 
3.46 3.33 1 11 13 
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Number of TV pages liked 
15.50 15.66 1 67 60 

Number of profile pictures – past 

week 

0.08 0.28 0 1 61 

Number of profile pictures – past 

month 

0.40 0.69 0 3 62 

Number of profile pictures – past 

year 

3.21 4.28 0 16 62 

Number of photographs 

posted/tagged in 

9.23 14.79 0 66 60 

Number of status updates – past 

week 

0.22 0.56 0 3 59 

Number of status updates – past 

month 

3.60 4.81 0 21 60 

Number of status updates – past year 
23.97 34.64 0 170 59 

On the Female PFRS indicate the 

point that most accurately the body 

as presented on the Facebook profile. 

3.61 1.17 2 8 70 

 

Table C4 

Frequencies for the categorically scored items in the SFA. 

Item Sub Categories  
Frequency (%) N 

Gender Listed 
36 (51%) 71 

Interested in Not reported 
49 (69%) 71 

 Women 
2 (3%) 71 

 Men 
20 (28%) 71 

Relationship status Not reported 
27 (38%) 71 

 Single 
23 (32%) 71 

 In a relationship 
14 (20%) 71 

 Engaged 
0 71 

 Married 
4 (6%) 71 

 It’s complicated 
3 (4%) 71 
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 In an open relationship 
0 71 

 Widowed 
0 71 

 Divorced 
0 71 

 Separated 
0 71 

Family Listed 
60 (85%) 71 

Religion Listed 
17 (24%) 71 

Politics Listed 
7 (10%) 71 

Email address Listed 
67 (94%) 71 

Mobile number Listed 
69 (97%) 71 

Address Listed 
2 (3%) 71 

Website Listed 
5 (7%) 71 

Education history Listed 
70 (99%) 71 

Work history Listed 
30 (42%) 71 

Likes Activities 
44 (62%) 71 

 Athletes 
10 (14%) 71 

 Books 
47 (66%) 71 

 Games 
10 (14%) 71 

 Groups 
50 (63%) 71 

 Interests 
24 (30%) 71 

 Movies 
61 (86%) 71 

 Music 
63 (89%) 71 

 Other 
70 (99%) 71 

 Sports 
4 (6%) 71 

 Teams 
13 (18%) 71 

 TV 
61 (86%) 71 

Common content of profile picture Group of people 
48 (68%) 71 

Inanimate object 
3 (4%) 71 
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 Landscape 
1 (1%) 71 

 Self (alone) taken by 

self 

36 (51%) 71 

 Self (alone) taken by 

3rd party 

41 (58%) 71 

 Other: Animal 
8 (11%) 71 

 Other: Cartoon 
10 (14%) 71 

 Other: Fictional 

character 

3 (4%) 71 

 Other: Self as child 
3 (4%) 71 

Profile pictures contain Alcohol use 
7 (10%) 71 

Drug use 
0 71 

 Cigarette use 
0 71 

 Sexually suggestive 

content 

18 (25%) 71 

 Nudity 
1 (1%) 71 

Common content of photographs on 

timeline 

Animal 
3 (5%) 62 

Group of people 
31 (50%) 62 

 Humour 
6 (7%) 62 

 Inanimate object 
4 (7%) 62 

 Landscape 
0 62 

 Self (alone) taken by 

self 

9 (15%) 62 

 Self (alone) taken by 

3rd party 

10 (16%) 62 

 Other: Fashion 
1 (1%) 62 

 Other: Food 
4 (7%) 62 

 Other: Sports 
1 (1%) 62 

 Other: Travel 
1 (1%) 62 

Photos contain Alcohol use 
7 (11%) 62 
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 Drug use 
0 62 

 Cigarette use 
0 62 

 Sexually suggestive 

content 

5 (8%) 62 

 Nudity 
0 62 

Common content of status updates Food 
22 (36%) 62 

Friends 
39 (63%) 62 

 Health and exercise 
12 (19%) 62 

 Humour 
1 (1%) 62 

 News and current 

affairs 

10 (16%) 62 

 Popular culture 
23 (37%) 62 

 Self-focused 
37 (60%) 62 

 Social events 
15 (24%) 62 

 Other: Travel 
4 (7%) 62 

Status updates contain Alcohol use 
13 (18%) 62 

 Drug use 
5 (7%) 62 

 Cigarette use 
1 (1%) 62 

 Sexually suggestive 

content 

5 (7%) 62 

 Nudity 
0 62 

What is shared/ posted links for on 

timeline 

Humour 
14 (23%) 62 

Inspirational 

images/quotes 

4 (7%) 62 

Internet memes 
6 (10%) 62 

 News and current 

affairs 

4 (7%) 62 

 Popular culture 
27 (44%) 62 
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Appendix D: Rosenberg Self-Esteem Scale 

Instructions: Below is a list of statements dealing with your general feelings about 

yourself. If you strongly agree, select Strongly Agree. If you agree with the statement, 

select Agree. If you disagree, select Disagree. If you strongly disagree, select Strongly 

Disagree. 

 

Response format: 

Strongly Agree Agree Disagree Strongly Disagree 

 

Questions: 

1 On the whole, I am satisfied with myself. 

2* At times, I think I am no good at all. 

3 I feel that I have a number of good qualities. 

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

5* I feel I do not have much to be proud of.   

6* I certainly feel useless at times.   

7 I feel that I’m a person of worth, at least on an equal plane with others.   

8* I wish I could have more respect for myself. 

9* All in all, I am inclined to feel that I am a failure. 

10 I take a positive attitude toward myself.   

*Reverse-scored 
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Appendix E: Body-Esteem Scale for Adolescents and Adults 

Instructions: Indicate how often you agree with the following statements ranging from 

"never" to "always". 

 

Response format: 

Never Seldom Sometimes Often Always 

 

Questions: 

1 I like what I look like in pictures. 

2 Other people consider me good looking. 

3 I'm proud of my body. 

4* I am preoccupied with trying to change my body weight. 

5 I think my appearance would help me get a job. 

6 I like what I see when I look in the mirror. 

7* There are lots of things I'd change about my looks if I could. 

8 I am satisfied with my weight. 

9* I wish I looked better. 

10 I really like what I weigh. 

11* I wish I looked like someone else. 

12 People my own age like my looks. 

13* My looks upset me. 

14 I'm as nice looking as most people. 

15 I'm pretty happy about the way I look. 

16 I feel I weigh the right amount for my height. 

17* I feel ashamed of how I look. 

18* Weighing myself depresses me. 

19* My weight makes me unhappy 

20 My looks help me to get dates. 

21* I worry about the way I look. 

22 I think I have a good body. 

23 I'm looking as nice as I'd like to. 

*Reverse-scored 
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Appendix F: Sociocultural Attitudes Towards Appearance Questionnaire 3 Revised 

Edition 

Response format: 

Definitely 

Disagree 

Disagree Neither Disagree or 

Agree 

Agree Definitely 

Agree 

 

 

Questions: 

Internalisation – TV/Magazine 

1 I would like my body to look like the people who are on TV. 

2 I would like my body to look like the models who appear in magazines. 

3 I would like my body to look like the people who are in movies. 

4 I wish I looked like the models in music videos. 

5 I try to look like the people on TV. 

6 I try to look like the people in music videos. 

Internalisation – Athlete 

1 I wish I looked as athletic as the people in magazines. 

2 I wish I looked as athletic as sports stars. 

3 I try to look like sports athletes. 

Internalisation - Comparison 

1 I compare my body to the bodies of TV and movie stars. 

2 I compare my appearance to the appearance of TV and movie stars. 

3 I compare my body to the bodies of people who appear in magazines. 

4 I compare my appearance to the appearance of people in magazines. 

Awareness 

1 Clothes look better on people who are attractive. 

2 Clothes look better on people who are thin. 

3 Clothes look better on people who have an athletic body. 

4 Attractive people are better liked than unattractive people. 

5 People who are thin are better looking than people who are overweight. 

6 People who have an athletic body are better looking. 

7 Physically fit people are more attractive. 

8 Good looking people are more successful. 

9 Attractive people are happier. 
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Appendix G: Drive for Thinness Subscale of the Eating Disorder Inventory 

Instructions: For each item, decide if the item is true about you. 

 

Response format: 

Always Usually Often Sometimes Rarely Never 

 

Questions: 

1* I eat sweets and carbohydrates without feeling nervous. 

2 I think about dieting. 

3 I feel extremely guilty after overeating. 

4 I am terrified of gaining weight. 

5 I exaggerate or magnify the importance of my weight. 

6 I am preoccupied with the desire to be thinner. 

7 If I gain a kilogram, I worry that I will keep gaining. 

*Reverse-scored 
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Appendix H: Survey of Facebook Use - Revised 

Question Response 

Facebook Use 

1 Please estimate amount of time you 

spend on Facebook per day. 

Hours: 

Minutes: 

2 How many friends to you have on 

Facebook? 

 

3 Do you use a Close Friends list? If so, 

how many close friends? 

Use a Close Friends list? (Yes/No) 

Number of Close Friends: 

4 Who, out of the following, are you 

friends with on Facebook? 

Close friend 

Family 

Teacher/Colleague 

Acquaintance 

Someone you've only met online 

Other: 

5 Have you attended a social event that 

you were invited to on Facebook in the 

past year? 

Yes 

No 

6 Have you used Facebook to invite 

others to a social event in the past year? 

Yes 

No 

7 How different do you think the image 

you portray on Facebook is from the 

image you portray in person? 

Very different 

Slightly different 

Slightly similar 

Very similar 

Facebook Content: Please indicate what you have listed under the following 

categories on your Facebook profile. 

8 Gender 

 

Female 

Male 

Not listed 

Other: 

9 Interested in  

 

Women 

Men 

Not listed 

Other: 

10 Relationship status Single 

In a relationship 

Engaged 

Married 

It's complicated 

In an open relationship 

Widowed 

Divorced 

Separated 

Not listed 

Other: 

11 Family members Listed 

Not listed 

Other: 

12 Religious views Listed 
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Not listed 

Other: 

13 Political views Listed 

Not listed 

Other: 

14 Email address Listed 

Not listed 

Other: 

15 Mobile phone number Listed 

Not listed 

Other: 

16 Address Listed 

Not listed 

Other: 

17 Website Listed 

Not listed 

Other: 

18 Education history Listed 

Not listed 

Other: 

19 Work history Listed 

Not listed 

Other: 

Facebook Content: Please indicate if you have 'Likes' listed under the following 

categories in your 'Favourites' section. 

21 Music Listed 

Not listed 

22 Books Listed 

Not listed 

23 Movies Listed 

Not listed 

24 Television Listed 

Not listed 

25 Games Listed 

Not listed 

26 Athletes Listed 

Not listed 

27 Teams Listed 

Not listed 

28 Sports Listed 

Not listed 

29 Activities Listed 

Not listed 

30 Interests Listed 

Not listed 

If listed, how many: 

31 Other Listed 

Not listed 

Facebook Content: Please respond to the following questions with reference to 

photographs you are tagged in or have posted to your Facebook profile. 
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32 How many: Photos have you been tagged in: 

Photos have you posted: 

33 How many times have you changed 

your profile picture in past year? 

 

34 Please select the most common contents 

of your profile pictures. 

An inanimate object 

Animal 

Cartoon 

Celebrity 

Fictional character 

Group of people (including you) 

Group of people (not including you) 

Humour 

Landscape 

Photo of self (alone) taken by a third 

party 

Photo of self (alone) taken by you 

Self as child 

Other: 

35 Please indicate the most common 

content of the photos you upload to 

your Facebook account. 

An inanimate object 

Animal 

Cartoon 

Fashion 

Food 

Group of people (including you) 

Group of people (not including you) 

Humour 

Landscape 

Photo of self (alone) taken by a third 

party 

Photo of self (alone) taken by you 

Sports 

Travel 

Other: 

36 Do photos that you share/are tagged in 

on Facebook contain any of the 

following? Please select those that 

apply. 

References to alcohol use 

References to drug use 

References to cigarette use 

Sexually suggestive photos of self 

Nudity 

None of the above 

Facebook content: Please respond to the following questions with reference to status 

updates posted to your Facebook profile. 

37 How many status updates have you 

made per: 

Day: 

Month: 

Year: 

38 How many comments do you make on 

other people's timelines per: 

Day: 

Month: 

Year: 

39 Please indicate the most common 

content of your status updates. 

Family 

Food 

Friends 

Health and exercise 
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Humour 

News and current affairs 

Popular culture 

Self-focused 

Social events 

Travel 

Other: 

40 Do comments you post on your own or 

others Facebook timeline contain any of 

the following? Please select those that 

apply. 

References to alcohol use 

References to drug use 

References to cigarette use 

Sexually suggestive comments 

Nudity 

None of the above 

41 What, if any, out of the following do 

you share/post links to on Facebook. 

News and current affairs 

Popular culture 

Humour 

Inspirational images/quotations 

Internet memes 

Do not share/post links to Facebook 

Other: 

Facebook Content: Stunkard Figure Rating Scale (Stunkard, 2000; Stunkard et al., 

1983) 

 

 

42 On the following scale please indicate the 

point that most accurately represents your 

current body. 

1 2 3 4 5 6 7 8 9 

43 On the following scale please indicate the 

point that most accurately represents your 

body as presented on your Facebook 

profile. 

1 2 3 4 5 6 7 8 9 

44 On the following scale please indicate the 

point that most accurately represents the 

ideal body. 

1 2 3 4 5 6 7 8 9 
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Appendix I: Physical Appearance Comparison Scale 

Instructions: Please select a response that comes closest to how you feel. 

 

Response format: 

Never Seldom Sometimes Often Always 

 

Questions: 

1 At parties or other social events, I compare my physical 

appearance to the physical appearance of others. 

2 The best way for a person to know if they are overweight or 

underweight is to compare their figure to the figure of others. 

3 At parties or other social events, I compare how I am dressed to 

how other people are dressed. 

4* Comparing your "looks" to the "looks" of others is a bad way to 

determine if you are attractive or unattractive. 

5 In social situations, I sometimes compare my figure to the figures 

of other people. 

*Reverse-scored 
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Appendix J: Self-Objectification Questionnaire 

Instructions: We are interested in how people think about their bodies. The questions 

below identify 10 different body attributes. We would like you to rank order these body 

attributes from that which has the greatest impact on your physical self-concept (rank 

this a "1"), to that which has the least impact on your physical self-concept (rank this a 

"10"). Note: It does not matter how you describe yourself in terms of each attribute. For 

example, fitness level can have a great impact on your physical self-concept regardless 

of whether you consider yourself to be physically fit, not physically fit, or any 

level in between. Please first consider all attributes simultaneously, and record your 

rank in the right hand column. 

 

Physical coordination  

Health  

Weight  

Strength  

Sex appeal  

Physical attractiveness  

Energy level (e.g., stamina)  

Firm/sculpted muscles  

Physical fitness level  
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Appendix K: Drive for Muscularity Scale 

Instructions: Please read each item carefully then, for each one, select the response that 

best applies to you. 

 

Response format: 

Always Very Often Often Sometimes Rarely Never 

 

Questions: 

1 I wish that I were more muscular. 

2 I lift weights to build up muscle. 

3 I use protein or energy supplements. 

4 I drink weight gain or protein shakes. 

5 I try to consume as many calories as I can in a day. 

6 I feel guilty if I miss a weight training session. 

7 I think I would feel more confident if I had more muscle mass. 

8 Other people think I work out with weights too often. 

9 I think that I would look better if I gained 10 pounds in bulk. 

10 I think about taking anabolic steroids. 

11 I think that I would feel stronger if I gained a little more muscle mass. 

12 I think that my weight training schedule interferes with other aspects of my life. 

13 I think that my arms are not muscular enough. 

14 I think that my chest is not muscular enough. 

15 I think that my legs are not muscular enough. 

 


