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Abstract: The world of technology has expanded swiftly and enormously since its origin. It has changed the ways in which youth
interact, connect, and share with one another. Social media has a power that has long lasting effects on people and leads to
change in behaviour. As the number of social media sites and applications keep going on the rise, so does their use by
adolescents. During youth, children are witnessing the process of identity development and self- esteem is an important part of
this development. During this experimental period, adolescents’ self- esteem is most likely to be moulded by the feedback they
receive online through their consumption of various social media sites. Adolescence and young adulthood are pivotal stage in
development where youth usually being to create their own identity and form meaningful connections, but social media usage of
youngsters can impact on this area of their development hence this paper examines the relationship between the social media
and its impact on self-esteem of youngsters. A viable hypothesis that has been used in the present research study is that there is a
relation between social media and the self-esteem of youngsters. To test out this hypothesis a correlational analysis was
conducted on a sample of 100 youngsters between the ages 18-24. According to the results of current research study,
approximately 30% of the people use social media for at least 30 minutes in a day. 51% use social media for 1-3 hours a day.
15% people use social media for 3-5 hours a day. 4% people use social media for more than 5 hours a day. There is a clear link
between individuals' self-esteem and their use of social media. More so that increased social media usage is negatively linked
Both of these variables are significant.
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L. INTRODUCTION
A. Background
At the beginning age for a man or woman, the use of the internet is step by step reducing and the common quantity of time spent on
the net is growing very rapidly. A destiny without the internet is extraordinarily impossible. This rapid and evolving ubiquitous
medium is impacting social things of man or woman and societies-the quantity of the effect is inchoate and dynamically evolving.
Uncontrolled use results in troubles withinside the old and young alike main to behavioural troubles. The telecom zone has
redefined the arena boundaries. In India, the adventure of the telecom zone from Telstra, MTNL, BSNL, Airtel, Vodafone, and Idea
to Jio has super transition points. Jio's access withinside the telecom marketplace added disruption among different gamers working
withinside the marketplace and as a result, withinside the 12 months of 2020 Jio has ended up the marketplace chief withinside the
telecom carrier issuer category. The telecom zone has converted from the pager gadget to mobile systems. The alternative from 1G
to 4G has modified the existence of many humans withinside the world. This revolution in India become added via way of means of
Reliance Jio in which they upgraded Indian the marketplace from 3G offerings to 4G offerings. They have a first-rate plan to
transport to 5G withinside the close to. In the previous few years, the smartphone enterprise has visible a wonderful alternative and
the call for clever telephones has long gone very high. With the alternative in verbal exchange medium, up to date generation, and
affordability the amount of sale for clever telephones have long gone high. The call for those clever telephones may be visible on a
huge scale to a number of the younger generation. These children shape nearly greater than 60% of the Indian population. These
younger Indians want up-to-date smartphones however at reasonably-priced prices. Chinese corporations have capitalized on the
Indian cell smartphone marketplace with the release of diverse fashions in the low-priced charge category.
According to Rosenberg (1965a), self-esteem is one's positive or negative attitude toward oneself and one's evaluation of one's own
thoughts and feelings overall in relation to oneself.
According to Cast & Burke (2002), Self-esteem is an outcome of, and necessary ingredient in, the self-verification process that
occurs within groups, maintaining both the individual and the group. Verification of role identities increases an individual™s worth-
based and efficacy-based self-esteem.

©IJRASET: All Rights are Reserved | SJ Impact Factor 7.538 | ISRA Journal Impact Factor 7.894 | 1552




International Journal for Research in Applied Science & Engineering Technology (IJRASET)
ISSN: 2321-9653; IC Value: 45.98; SJ Impact Factor: 7.538
Volume 12 Issue VII July 2024- Available at www.ijraset.com

The self-esteem built up by self-verification buffers the negative emotions that occur when self-verification is problematic, thus
allowing continued interaction and continuity in structural arrangements during periods of disruption and change. Last, a desire for
self-esteem, produced in part through self-verification, stabilizes the group because it motivates individuals to form and maintain
relationships that verify identities Social networking sites are used by youngsters to get engaged in romantic and casual online
relationships. It has been observed through changes in people's behavior that social media has many negative effects on people.
Social networking sites help people make social comparisons that increase an individual's psychological distress and, as a result,
reduce overall self-esteem (Chen & Lee, 2013). Many observers and researchers believe that increasing the use of social networking
sites is at the expense of people's self-esteem and self-growth.

B. Objectives

The main goal of this study is to demonstrate the clear impact of social media on young people's self-esteem. A mixed method
approach would improve our study design even further and provide clear insight into the direction of such a link. Individuals'
attention would be diverted by this study, which would assist them in analysing their overuse of social media during the most
valuable hours of their lives, as well as the potential implications on their social esteem.

C. Scope of the Study

Due to time constraints, this study was conducted in an online mode using Google forms and voluntary response sampling to recruit
participants. The sample size was likewise limited to 107 participants. The scope of this study is limited, and it may have limitations.
One of the study's intrinsic disadvantages was that the participants were not seen; instead, they were given questionnaires to
complete. As a result, the research's findings are contingent on the individuals' honesty and integrity.

D. Problem Statement
Youth have lower self-esteem as a result of their excessive use of social media.

E. Research Questions

1) s there a link between how much time people spend on Instagram and their self-esteem?
2) What is the nature of a relationship like this?

3) What aspects of social media are accountable for people's low self-esteem?

4) What are some possible outcomes to this problem

1. REVIEW OF LITERATURE
This chapter strives to examine the relationship between the variables of the present investigation by tracing related theoretical and
empirical studies, thereby facilitating the formulation of hypotheses. Even though previous studies have resulted in production of
majority number of results that are contradictory regarding the topic of Instagram and its various effects on a person's self-esteem,
the present study hypothesized that there would be an association between these variables.
It's a fact that in the last decade social media has become quite popular and its impact has left certain long-lasting effects on the
people. Social media has a strong power in terms of its effects on self-esteem of individuals. Students use these social networking
applications for communication, information and establishing as well as maintaining relationships. Although most people end up
making upward and downward comparisons with others on these sites. The upward comparisons make these people jealous of others
and their lifestyles and also feel less grateful about their lives.
Instagram is seen to be the most damaging form of social media out of all. As a result of this the self-esteem of these people is
affected in a negative manner. Social media has and is still growing very drastically in almost every country in the world. So, it is
almost impossible to keep this particular part of the population away from these social media sites for a very long time as they use
them on a daily basis. With social media on the rise, new form of communications has emerged as well. Some social media sites
such as Instagram, Facebook and twitter, have become a very essential and integral part of their life, especially for young adults.
According to a BBC survey, most people spend a minimum of two hours on social media every single day (Galer, 2018). The
upward comparison made on social media sites has resulted as a lowering factor of their self-esteem.
Supporting the research put forward by Pantic, 2014, Macmillan, 2017 & Mehizadeh, 2010. It's a given that social media use,
particularly Instagram, has its benefits as well.
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Instagram can prove to be a useful tool in promoting business, advertising, and staying connected with people etc. Although a pile
of research papers suggest that Instagram can have some significant negative effects on its users such as lower levels of self-esteem,
in 28 particulars, evidence from past research suggests that young adults are more vulnerable to these negative feelings as opposed
to older users (Frison & Eggermont, 2016, Lup et al, 2015). There is an abundance of research that supports the fact that the level of
usage of social networking sites, especially those adolescents that spend more than 2 hours a day actively engaging on social media,
are more likely to report psychological distress lower of self-esteem (Pantic, 2014 & Macmillan, 2017, Mehizadeh, 2010).

Many research findings also suggest that women spend more time on Instagram on a day-to-day basis, are willing to compare
themselves to others and feel more envious from what others post on Instagram and feel lower levels of satisfaction with themselves
and their life than men. Results also suggested that young adults between 18-25 years old make up for the majority users of
Instagram, are less satisfied with themselves and their lives, and have comparatively lower self-esteem than the age groups of 26-30
and 31-35 years old.

Also, research done in the past indicated that the frequent use of social media platforms directly affects self-esteem due to social
comparison and unnecessary exposure.

On a day-to-day basis, the female population invest more overall time in minutes on these social networking platforms compared to
males. Previous research findings have also shown that females do spend more time on sites like Facebook than males do, and they
spend more time uploading content, posting statuses, and viewing other people's profiles.

Past studies have also indicated that the females are at the higher risk of developing eating disorders and also have lower levels of
body image satisfaction much in part because of the media and social comparison which led to a greater drive for “the perfect
figure™.

Past research also suggests that self-esteem plays a crucial role in the number of Facebook friends someone has, and the amount of
time they spent on Facebook. Studies also suggested that the people with low self-esteem levels tend to have a large number of
Facebook friends and they also spend more time on the social networking site in comparison to those with comparatively high levels
of self-esteem.

Rosenberg (1965) suggested that self- esteem in adolescent people is greatly associated with their peer connections. Instagram's
main point is posting photographs or videotapes to one's profile and in return, the consumer would get a like, or additional followers.
Still, it can be argued that if consumers don't get the feedback that they were intending, it can impact one's degrees of self- esteem.
This presumption is in line with those of Lup et al (2015). The findings of Valkenburg et al (2005) suggests that social media
consumers can grow too engrossed with how they appear in the eyes of others.

1. METHODOLOGY
A. Aim
To find correlation between self-esteem and social media (Instagram) in youngsters.

B. Hypothesis
HO: there is no correlation between social media and self-esteem
H1: there is a correlation between social media and self-esteem

(@)

. Variables

Independent Variable: The Social Media Usage of Young
e Independent Variable: The Self-Esteem of Young Adults
D. Research Design
Figures A Correlational analysis was conducted A correlation refers to an association or a relationship between two entities.
Correlational research studies how one entity impacts the other and what are the changes that are observed when either one of them
changes. This research method is carried out to understand naturally occurring relationships between variables. The variables under
this study are not in the control of the researcher, the researcher is simply trying to establish whether or not a relationship between
two variables exists. Since correlational studies only give us an understanding of whether there is a relationship between two groups,
it does not establish causation. Thus, it is not recommended to make conclusions just on the basis of a correlational study; just
because two variables are in sync, does not mean they are interrelated, or that one variable is causing the changes in the other
variable.
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E. Sample

1) Sample Description: A sample of 107 youngsters was selected, between the age of 18 and 25. As youngsters are most likely to
use social media.

2) Sampling Method: Voluntary response sampling will be employed because the study is non-probabilistic and the participant's
involvement is voluntary.

3) Sample Size: A total of 107 youngsters was selected, between the age of 18 and 25 who uses Instagram.

4) Inclusion Criteria: This study will focus on young people aged 18 to 25, because they use social networking sites more than
adults. The study's main purpose would be to determine the impact of Instagram usage on self-esteem, rather than clogging the
research with several social networking sites.

5) Exclusion Criteria: Since youngsters are easily influenced and their personality can be moulded easily, people in the age range
of 18-24, are most suitable to study the effects of social media.

F. Tools for Data Collection

1) Socio Demographic and Informed Consent: The socio demographic sheet contained identifying information on the
representative sample of youngsters, such as their name, age, gender, marital status and socio-economic status. The informed
consent contained the researcher's signed promise and the research participant's statement of consent.

2) Questionnaire/Scale/ any other tools: The Rosenberg Self-Esteem Scale is a 10-item self-report self-esteem scale. It consists of
10 statements about overall feelings of self-worth or acceptance. On a four-point scale, from strongly agree to strongly
disagree, the items are answered.

G. Procedure for data collection

Primary data was acquired for this study. The participants in the voluntary response sample were given a Google Form to complete
a questionnaire. The survey asked some basic questions about their relationship with and time spent on social networking platforms.
Some interviews were also done to see how people evaluate other people's profiles and whether they compare them to their own.
Apart from that, the subjects’ self-esteem was assessed using the Rosenberg self-esteem measure (Rosenberg, 1965). The
questionnaire is located towards the conclusion of the report. To quantify the data, the respondent's degree of satisfaction was
assessed on a Likert scale of 1-4.

H. Procedure for Data Analysis
After collection of the data from the sample, the data was entered into Statistical Package for Social Sciences (SPSS) for analysis.
The descriptive along with the skewness and kurtosis was analysed and Correlational Analysis was done using the SPSS analysis.

I. Ethical Consideration

Participants that were solicited for the study gave their informed consent. Participants were informed that their information would be
kept confidential. The information gathered for this study was exclusively for academic purposes. The participants had the option to
opt out of the research at any time.

(AVA DEMOGRAPHIC DETAILS OF THE SAMPLE

Age
108 responses
30

20

10

3 (2.8%) A(3:7%)
1(0.9%)

.Fig. 1 Age of various participants
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Gender

108 responses

® Female
® Male
) Prefernotto say

Fig. 1 Gender of Participants

| W W
Socio-economic status
108 responses
g
23(21.3%)
20 :
5 15{13.9%) o
10 7(6.5%) B(7.4%)
3 7%) -]
3 (3128%)., J 254
2218 ameryo: 9%31 (1.1 WE e 93’&2 oo a0 & oked b il e oonog
I] .
High middle class Middle WNone Studying student:
Education Lower Middle Class Moderate Student Upper-Middle class |
a n ,

Fig. 3 Socio-Economic Status of participants

V. RESULTS

A random sample of 107 students aged 18 to 25 was chosen. To test the hypothesis, each respondent was given a google form
including a questionnaire that assessed their self-esteem and inquired about their Instagram usage. According to the study, the
average score on the self-esteem scale was 28.78, out of 40. The average score for the Social Media usage was 5.21, out of 10. For
each option, they were marked out of 4 (Table I). The test of normality (Fig. 4) shows distribution of the sample is normal which
implies that parametric test can be used to find the correlation between the variables. The value of p was <0.005. The data in Table
I11 was subjected to a correlation test to see if there was any correlation between self-esteem and time spent on Facebook. Table I11
summarizes the findings of the correlation test. Pearson The correlation method was applied. ANOVA (Table VI) aids in
determining how well the regression equation fits the data. Table IV sig shows that the value is less than 0.05. This indicates that the
regression model is statistically significant. significant and a good predictor of the dependent variable which in this case is the self-
esteem of individuals.
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TABLE |
Descriptive statics for both the variables

Statistic | Std. Error
SocialMediaScore  Mean 5.21 A4
95% Confidence Interval Lower Bound 494
for Mean Lpper Bound 5.48
5% Trimmed Mean 516
Median 5.00
Variance 2133
Std. Deviation 1.460
Minimum 3
Maximum ]
Range f
Interquartile Range 2
Skewness A51 234
Kurtosis 228 463
SelfEsteemScore  Mean 28.78 473
85% Confidence Interval Lower Bound 27.84
for Mean Lpper Bound 29.71
5% Trimmed Mean 28.81
Median 28.00
Variance 23.9a7
Std. Deviation 4,898
Minimum 17
Maximum 40
Range 23
Interquartile Range i
Skewness -.142 234
Kurtosis -.300 A63
TABLE II
SELF ESTEEM SCORES FOR RESPECTIVE SOCIAL MEDIA USAGE
Social Media Usage Total % of sample Mean Self Esteem Score
30 mins a day 30% 27
1-3 hrs a day 51% 28.54
3-5 hrs a day 15% 31
5+ hrs a day 4% 22
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TABLE I111
DESCRIPTIVE STATICS FOR BOTH THE VARIABLES

I Minimum | Maximum Mean Stal. Deviation
SocialMediaScore 107 3 g 521 1.460
SelfEsteemScore 107 17 40 2878 43498
valid M (listwise) 107
TABLE V
TABLE FOR CORRELATION
SocialMedias | SelfEsteemSc
core ore
SocialMediaScore  Pearson Correlation 1 -.354!!_
Sig. (2-tailed) .aoa
M 107 107
SelfEsteemScore Pearson Correlation -364 1
Sig. (2-tailed) .aoa
M 107 107

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

TABLEV
TABLE FOR TESTS OF NORMALITY

Kolmogorov-Smirnov® Shapira-Wilk
Statistic df Sin. Statistic df 5ig.
SocialMadiaScora A78 107 Rilii] 834 107 oo
SelfEsteemScore 07 107 004 583 107 73
a. Lilliefors Significance Caorrection
TABLE VI
ANOVA TABLE

SelfEsteemScore

sum of

Squares df Mean Square F Sig.
Between Groups 436.626 i 7211 3455 .004
Within Groups 2105.991 100 21.060
Total 2542 617 106
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Histogram — Normal

407 Mean = 5.21
Std. Dev. = 1 48
N =107

304

Frequency
T

10+

X

0 T T T T T T
3 4 5 G ¥ g

T
9
SocialMediaScore

Fig. 4 Social Media Usage of the Participants on a Distribution Graph

Histogram — Marmal

127 ] Mean = 28.78
Std. Dev. = 4 898

M=107

Frequency
R

|
g

0 T T T T T
20 25 30 35 40

SelfEsteemScore

Fig. 4 Self Esteem of the Participants on a Distribution Graph
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VI. DISCUSSION

A The first component of the survey asked how often each respondent uses social media on a daily basis, why they use it, and
whether they compare themselves to others on Instagram. The second component of the questionnaire assessed each person's self-
esteem. According to the results approximately 30% of the people use social media for at least 30 minutes in a day. 51% use social
media for 1-3 hours a day. 15% people use social media for 3-5 hours a day. 4% people use social media for more than 5 hours a
day. Upward comparisons have been shown to make people feel inadequate and negatively evaluate themselves (Morse & Gergen,
1970). In most cases, these upward comparisons have a negative impact on people's self-confidence (Vogel, Rose, Roberts and
Eckles, 2014). The responses of the respondents indicated that everyone between the ages of 18 and 25 use Instagram to create new
relationships, stay informed about key world events and meet their affiliation requirements. Several studies have shown that social
media has a positive impact on people's lives. Teenagers use social networking sites to build strong, healthy relationships. (Ellison,
Steinfield, & Lampe, 2007). The questionnaire's answers were gathered and examined.

According to the conclusions of this study, there is a clear link between individuals' self-esteem and their use of social media. Both
of these variables are significant. As seen in Table 2, increased social media usage is negatively linked. People's self-esteem would
suffer as a result. If a person used social media to a certain extent, their self-esteem increased. This might be due to the fact that
socially shy people and introverts are more comfortable online. This works as exposure therapy. People also learn to desire through
the medium of social media. When they see others achieve big things in life, it motivates them to a certain extent. However, it was
seen that if a person uses social media more than 5 hours a day, their social media was way lower than all the groups present in the
study. individuals.

VII. CONCLUSION

Social media has a significant impact on people's self-esteem. Students use social networking sites to get information, communicate,
and establish and maintain connections. However, the vast majority of people compare themselves to others on an upward and
downward scale. People who compare themselves to others and their lifestyles are less appreciative for their good fortune and feel
less obliged. As a result, these individuals' self-esteem suffers. Social networking is fast spreading in almost every country on the
planet. As a result, keeping people off social media for an extended period of time is impossible, especially for students who use
Instagram on a daily basis. By providing guidance, parents and teachers may assist students in developing self-esteem, self-
recognition, self-actualization, and self-confidence. Parents should also limit their children's access to these sites and teach them
about Instagram's risks.

VIIl.  LIMITATIONS
Since voluntary response sampling was employed, there are some questions about whether the sample is a genuine representation of
the entire population. The sample size was likewise kept small due to the cost and schedule restrictions. Although the questionnaire
was well-designed, the students' honesty cannot be assessed. Because self-esteem varies from person to person and the
circumstances that drive it to fluctuate, there can never be a precise measure of self-esteem. Respondents may not have been
accurate in their answers due to embarrassment or other social considerations. Rather than incorporating each social networking site
in the study, only than was employed as a representative of all social networking sites.

IX. RECOMMENDATIONS
1) Parents should keep an eye on their kids' activities. They should be aware of the impact these sites have on their children and
limit the amount of time they spend on them.
2) Parents and teachers should raise student morale and make them more confident in their conduct by taking them to workshops
and awareness programs about self-esteem, self-recognition, self-actualization, and self-confidence.
3) Campaigns should be held to raise public awareness about the negative consequences of social networking sites.
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