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Abstract

	This research proposal looks at the use of social media and how it impacts the self-esteem of young adult users.  Through analyzing these users, their use of social media will form a relationship with how their self-esteem is either positive or negative. From a longitudinal study of high school students from the United States, the students will periodically be asked to take the survey during different stages throughout the same school year. It is expected that when these students are more active on social media (posting and liking content) that they will have an increase in self-esteem, and if they are passive social media users, they will have a decrease in self-esteem. From this study, the results will be better able to help aid in research in the field of social media usage and its impact on the self-esteem and other similar behaviors of users that are young adults. 





















	In today’s day and age, social media is increasingly used and present among a variety of ages. Since 2016, usage of social media sites among those ages 18-29 in the United States has been on the steady increase and the highest of age groups surveyed (“Demographics of Social Media Users…”).  Not only are people using more social media, the amount of times they visit that social media has also increased. According to a 2018 PEW Research Center Survey, 74% of those surveyed visited Facebook daily, with 51% of them returning several times a day to the site (Perrin & Anderson, 2019). These same trends can be seen with other social media applications or sites such as Instagram, Snapchat, YouTube, and Twitter. This information is especially interesting and important to consider not only in the context of those who are adults, but also to look at how social media use has impacted younger generations, specifically teenagers and young adults. Research has found similar connections to the use of social media and its effect on the self-esteem of the users and it is important to see how this impacts their developing minds. 
	This research study looks at the ways that social media use, whether active or passive, impacts high school age users. The questions raised will look to see if being more active on social media will have more of a positive impact on self-esteem compared to being passive on social media that could lead to more negative, decreased self-esteem. 
Literature Review
	The articles featured in this literature review relate to the use of social media and its relationship to the self-esteem of its users. It discusses the relationship of self-esteem to such factors as age, time spent on social media applications, and how self-esteem fluctuates depending on social media applications and other social factors. 
The Impact on Self-Esteem
	From such studies in this area of research, there has been conclusions drawn related to the overall impact of social media on the self-esteem of the user. A cross-sectional survey by Beullens and Eggermont (2019) looked at the social media habits of girls ages 9-14. The authors asked the users questions about their online popularity and the need for popularity helped to draw conclusions related to self-esteem. From their study, the authors found there to be a relationship between the self-presentation of the users and their self-esteem. 
	Another area that is important to consider related to the impact of self-esteem is from Mackson, Brouchu, and Schneider (2019). These authors looked at how the social media app Instagram related to a variety of factors related to well-being such as self-esteem, body image, and social comparison. From this research the authors gathered that those who had Instagram accounts ended up having a lower self-esteem than those that didn’t have it, drawing the conclusion that having social media results to a lower self-esteem compared to not having social media accounts at all.  
	Gonzales and Hancock (2011) completed a similar study with social media. Focusing on Facebook as the social media platform used, the authors conducted an experiment that had each of the participants examine their Facebook profiles and looked at the participants reactions. They concluded that the users who examined their pages and got positive feedback from engagement on their posts or pictures, would have an increase in their self-esteem. Also, the authors concluded that when the participants examined their profile as a whole, it could actually lead to an increase in their self-esteem overall. 
Social Media Addiction
[bookmark: _GoBack]Another part of the research that is important to consider in relation to self-esteem is social media addiction. Mehdizadeh (2010) looked at the ways that Facebook usage related to self-esteem and narcissism in the participants of the questionnaire. From Mehdizadeh’s research, she found that when the survey participants had spent more time logged-in using Facebook that they had a lower self-esteem. By exploring the amount of time that one uses social media, it was concluded that it had a negative relationship with self-esteem, causing an overall negative self-esteem. 
	Hawi and Samaha (2016) took this idea of social media addiction and self-esteem and applied it to how it would impact college-age students. From an online survey, the authors asked about self-esteem, social media usage and satisfaction with life to see how it would affect the participants. They were able to conclude that self-esteem was in fact related to social media addiction and when students were more addicted to social media, they had a lower self-esteem. 
This next research from Blanchnio, Przepiorka and Pantic (2016) was almost identical to the one from Hawi and Samaha since it focused on the same topics of self-esteem, social media addiction and satisfaction with life, but it contrasted by using a cross-sectional approach. The results found by these three authors were the same as above which resulted in a lower self-esteem related to high social media addiction. 
Self-Esteem and Social Media Usage 
	Other research has found that the way social media is being used by the user impacts the user’s self-esteem in different ways. The way that one consumes social media will result in a different relationship with self-esteem. This theory originates from a study by Verduyn (et al.) in 2017. The authors map out active versus passive consumption. From Figure 1 from the authors research, it shows that there are two different paths one can take when consuming social media: active or passive. By using this model, it maps out a clear path of how to address the way that social media impacts one’s self-esteem. It states that active use of social media will result in feeling connected, leading to a positive subjective well-being. The passive path states that passively using social media will lead to social comparison and envy and result in a negative impact on subjective well-being (Verduyn et al.).
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	Grant and Shaw (2002) discuss how social media impacts psychological health. From this longitudinal study, the authors found that when looking at a variety of different variables such as depression, loneliness, and perceived social support compared to self-esteem, self-esteem was the last variable of the ones asked to participants that was affected by internet usage. Additionally, the authors noted that over time when the participants used the internet, self-esteem would increase.  
	Valkenburg and Schouten (2006) looked into a similar area of study related to usage on social media. The authors surveyed adolescents ages 10 to 19 about their social media usage. From this survey, the authors were able to find that the self-esteem that the user received was dependent on the interaction and responses that their social media profiles were receiving from others. This would mean that if their profile was filled with positive feedback, they in turn would have a positive self-esteem, and vice-versa if the profile feedback had been negative. 
Hypotheses
	Using the model of active versus passive consumption (from Verduyn et al.) as a basis for my research, my hypotheses will explore the relationship between both active and passive social media use and how that effects the self-esteem of the participants. Two will relate to active use and two will relate to passive use. 
The first hypothesis relates to active social media use. I expect to find:
H1: The use of actively liking on social media will lead to an increase in the user’s self-esteem. 
The second hypothesis that will be tested is also related to active usage of social media. I expect to find:
H2: The use of actively posting pictures, retweeting, or sharing content on social media will lead to an increase in the user’s self-esteem. 
The third hypothesis relates to the other side of the model which is about passive usage of social media. I expect to find:
H3: The act of passively scrolling on social media timelines / newsfeeds will lead to a decrease in the self-esteem of the user.
The final hypothesis that will be tested is also related to passive social media usage. I expect to find:
H4: The act of passively following accounts on social media will result in a decrease in the user’s self-esteem. 

Methodology
	In order to assess and test these four hypotheses, a longitudinal study will be used to test the relationship that self-esteem has related to social media usage. This longitudinal study will last over the span of one full school year. 
Sample
	The sample size for this research will be from a midwestern high school where the students will randomly throughout the year take the survey during one of their class periods. The school size is around 730 students that are going to take the survey during a random class period six times throughout the same school year to see the changes that occur during a full year of high school. 
Measures
	The variables in this study that are being measured are related to self-esteem and social media behaviors (liking, commenting scrolling). There are three scales that will be included in the survey. 
Social Media. 
The scale used to assess social media actions will be a modified version of the Social Networking Activity Intensity Scale (SNAIS) from Li (et al) in 2016. This scale is used to assess and determine the participants use of social media and specific types of interactions/action they are or are not taking via social media/networking platforms. This scale asks the frequency that the participant preforms a social media/networking related activity. There are six categories that are options for the respondents from never (0) to always (5). There are originally 14 questions in the SNAIS, however the last four will be removed. Three additional items will be added to relate to engagement of the users on social media, resulting in 13 overall questions for this scale. The two added will be:
· Scrolled on social media newsfeeds without engaging with content. 
· Liked, retweeted, or shared content on one or more social media platforms. 
· Followed new accounts on social media platforms and engaging with the new accounts (liking, retweeting, sharing).
Self-Esteem. 
The second scale that will be used is related to self-esteem. The Satisfaction with Life Scale (SWLS), as found in Hawi and Samaha’s study will help bridge the connections of social media use and the self-esteem of the user. This scale will ask the participants questions related to their cognitive self-judgements and contains five items. The scale is a seven-point Likert form with options from strongly disagree (7) to strongly agree (1). 
The final scale used will be the Rosenberg Self-Esteem Scale (SES). This scale, found also featured in Hawi and Samaha’s research, asks about worthiness related content and self-esteem of the participants. This scale will feature 10 items for the participants to respond to. This is also a Likert scale and has five points for each of the questions from strongly disagree (1) to strongly agree (5). 
Procedure
	This longitudinal study is set to take place over the span of one full year of school at a midwestern high school. The students from freshman to seniors will all complete the survey that contains the different scales related to self-esteem. The students will randomly take the survey six times a year during one of their class periods. The time at which they will take it will vary and the students will not be aware ahead of time which day and what time they will take the survey each time. 
	The students will be asked to take the survey via the schools’ laptops that will be handed out to them during the specific occasion. These will already be logged-in to the Qualtrics survey, all the students will need to do is plug in their information. To make sure that the students over time are consistent with their individual information, they will be given a specific log-in ID in order to ensure that their information will be recorded and implemented to their specific data so as to not be confused with another student’s information. The researcher coding the results will not see the students name next to the ID, so each of the students’ identities will remain anonymous.  
Results
	The first step for my data analysis plan would be to clean up and organize the data. Not all of the students at the high school could have answered and fully completed the survey, so the responses that were not fully completed and students who may have missed a survey slot would be removed from evaluation. Additionally, the scales used in the survey that were in reverse code order would have to be reversed again. Then, I would create an average score of the data for each participant for each of the three scales used to compare them to each other on a more equal plane. 
	The next step would be to describe my data. I would want to know the gender breakdown for the survey, the age of the participant, their high school grade and their race/ethnicity. After this information, I would want to see what the average age of those completing the survey was, the most frequent gender that appeared, and the most frequent race/ethnicity.
To analyze whether or not my hypotheses were correct, I would use a series of Pearson Correlation Analyses for each hypothesis.  For the first hypothesis (H1), the results from the survey would be compared with the social media activity of the participants at each time of the survey taken. If there was a relationship found between active social media use and an increase in self-esteem, this hypothesis would be supported. For the second hypothesis (H2), a similar approach would be taken to determine the active use of social media of participants and self-esteem. The questions related to the user posting content or engaging with content on social media would be examined in comparison to the SES and SWLS. If it was found that there was a correlation leading to an increase of self-esteem, the hypothesis would be proven correct. For the third hypothesis (H3), the questions on the SNAIS that resulted in a response of 0 or never, and results on the SES and SWLS that are low, would make this hypothesis proven correct. For the final hypothesis (H4), the final question on the SNAIS will be used in comparison to the SES and SWLS, and if true, the hypothesis will be supported. 
Discussion 
Limitations
	Potential limits of this research study could be due to the fact that there could be more than one factor impacting a social media users’ self-esteem when they use social media. Their relational history or experience with a person whose posts are on their newsfeed/timeline could impact them differently as to whether or not they are active or passive in their social media use. Additionally, the students that were randomly surveyed may have missed a day when the survey was given due to illness or other absence, so their information may not fully reflect what happened in actuality when all their data is looked at when the study is completed. Also, because the school is in the Midwest and only at one high school, there may not be an equal representation of race and gender, so the generalizability of the study will be limited. Since this is also a longitudinal study and the survey will be asked 6 times throughout the year, the students may pick up on what is being asked and try to answer in the best way possible and not accurately to what they are actually feeling overtime. 
Implications
	Although there are limitations to this longitudinal study, this research will be beneficial to the growing field interested in the effects of social media on users. Social media results in different effects on its users and what they get out of each visit to may result in a different effect on individuals’ self-esteem. Being able to see if this stems from the user’s active or passive actions on social media platforms will be useful to help better understand how to modify and monitor social media platforms. Also, since a lot of the research that has been done has been about college or high school aged young adults, it is important to complete another research study related to the topic to see if it is consistent with the other research out there and has replicability. Overall, this study in social media and self-esteem will help better a growing area of study and spark more studies that are similar to look into this relationship and how it effects high school age young adults in the United States, and help users become more aware of their social media habits.
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Fig. 1. The relation between social network sites and subjective well-being. Active usage of social
network sites increases social capital and feelings of connectedness (path A1), which, in turn, positively
impact subjective well-being (path B1). Passive usage of social network sites stimulates upward social
comparisions and envy (path A2), which, in turn, negatively impact subjective well-being (path B2).




