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ABSTRACT 

Social media applications like TikTok and Instagram enable social comparisons and users' emotional 

experiences in everyday life, with negative consequences for their mental well-being. However, there 

is a discrepancy in that users' social appearance has altered as a result of their use of these social 

media applications. The current study intends to bridge this research gap by looking into how social 

appearances on TikTok and Instagram develop emotions of inferiority. For validity, a Social 

Appearance Anxiety Scale was used, with N=352 respondents in the sample. The statistics show that 

there is a substantial link between social appearance and inferiority complex. Social media users 

create and replicate videos for a short period of time, incorporating content that builds the dreamy 

image that has a major impact on their mental health and that of their followers. The findings confirm 

a strong relationship (R²=0.520) between social appearance and inferiority complex, proving the 

importance of social media appearance in terms of inferiority feelings. 

Keywords: Self-representation, Social appearance, Inferiority complex, Instagram use, TikTok use.  

 

INTRODUCTION  
Social media has emerged as a leading socialization platform in recent years. Some academics are 

convinced of the positive effects of social media on its users because of its interactive and 

decentralized features. When compared to conventional social networks, online networking platforms 

are more straightforward because they enable users to communicate with a variety of other people 

(Shahzad & Omar, 2021). Therefore, more than 70% American population utilizes different social 

media applications to connect with others (Tan, 2017). However, TikTok and Instagram, two of the 

most recent social media apps, have swept the online world by storm with TikTok becoming the most 

downloaded app in America in 2018 (Kaur, 2020). These newly developed apps have undoubtedly 

had profound implications on how individuals communicate with one another and represent 

themselves. People can create an online entity using social media apps in which they may choose to 

share and project only parts of their true selves, excluding things that may harm their image. Hence, 

there may not be a genuine depiction of oneself through online profiles and forums (Bailey, 2013). 

Because an altered and romanticized online image is portrayed to gain acceptance from social media 

influencers, followers, and other friends, this hard-earned and filtered image building definitely creates 

a negative impact on the social and psychological well-being of social media users. Nonetheless, these 

designated venues are utilized for story-telling, praise,  and idea-sharing, but individuals are also 

subjected to backlash and negative criticism on these social media applications (Schwarz, 2010). 

Therefore, the shift of social media users especially young adults to TikTok and Instagram for 

presentations of their better selves has sparked some serious concerns about its detrimental 

consequences. 
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Hence, in this study, a critical evaluation of self-representation and social appearance on 

Instagram and Tik Tok is studied in order to gain a better grasp of how these factors are related to 

users' negative feelings. This paper will specifically focus on the inferiority complex that develops as 

a result of presenting a phony and filtered social appearance to others on Instagram and TikTok.  

Instagram, being the world’s most representative visual-oriented social networking platform 

on the internet (Yang, 2021), is a photo-sharing platform that allows users to beautify their social 

appearance, express themselves, and communicate with others. It differs from Facebook in that it 

allows users to easily access and comment on the photographs of others. As a result, Instagram and 

TikTok have skyrocketed in popularity among young adults, following Facebook. The majority of the 

youth, with 49% of those aged 16 to 25 (Kaur, 2020), widely utilize these apps for self-representation 

and social appearance. Therefore, exploring the experiences of youth who use these applications to 

demonstrate their interests, hobbies, everyday lives, and health and fitness-related activities can help 

us gain a greater understanding of the idea of social media appearance. On prominent social media 

applications, many users follow popular social media accounts, often known as social media 

influencers. Because of their celebrity, many firms seek out these influencers and hire them to endorse 

or evaluate their products. Influencers' work is often seen on visually appealing platforms like 

Instagram and YouTube. Generally, the firms and brands approach the influencers and establish 

contact with them in order for the influencer to endorse their brands but they never realize that it can 

create a detrimental impact on their millions of followers by watching the luxury products that are 

beyond their reach. The majority of followers cannot afford to purchase the expensive products of 

brands, so they inculcate feelings of inferiority complex. On a photo-sharing social media site such as 

Instagram, the majority of influencers promote a product by wearing it and then tagging the photo with 

the brand's name. (Izea, 2017). On a video-sharing platform such as TikTok, influencers and common 

users have the freedom to describe the features of a product or voice their opinions just like on youtube 

(Media Kix, 2016) in a short amount of time.  

Apart from brand promotion, establishing an online identity is a unique activity for social 

media users (Tariq et al., 2022), because it allows self-expression, self-appearance, self-presentation, 

and self-exploration, (Bailey et al., 2013; Schwarz, 2010). Online profiles and platforms, on the other 

hand, may not provide a true picture of oneself. s (Bailey et al., 2013). According to Gentile et al. 

(2012), users manipulate their virtual identities to build a better impression of themselves rather than 

entirely fabricating them. Simply put, there is always some alteration of one’s self-representation and 

social appearance when it comes to online platforms. Tshere has been a lot of focus on different usages 

and misuses of Facebook in past research, but there have been fewer studies on newly developed apps 

like Instagram and TikTok. (Schlesselman-Tarango, 2013). Similarly, enough research is done on 

selfies and social media representations and their negative influence on body images, however, there 

is a gap in examining self-representation and social appearance with special reference to inferiority 

complex among social media users. 

Social media users’ psychological well-being has been investigated in the current research. 

Previous research has rarely looked into the effects of social media appearances on mental health. 

There are a few studies that show how people's social appearance changes as a result of continuing to 

follow their favorite media influencers and friends’ statuses. Most studies have focused on a limited 

aspect of social appearance; nevertheless, such expositions are inadequate because social media use 

has an effect on mood ailments, inferiority complex, and the social appearance of followers. Showing 

filtered or sponsored photographs of an unreal yet dreamy and amazing life carries a certain risk. 

Because these depictions are not original hence young adults feel inferior and depressed. Put another 

way, social media fascinations thereby impact not only our purchasing decisions but also our 

perceptions of social reality. Worse, they might cause difficulties or despair in young people who 

believe in those illusions and trigger unrealistic expectations that may lead to inferiority complexes. 

 

THEORETICAL BACKGROUND AND LITERATURE REVIEW 
The Sociological Theory of Self-Presentation was proposed in 1959 by Erving Goffman, a  major 

contributor to twentieth-century sociological research. Goffman's theory is concerned with the context 

of human activity as perceived by the observer. He looked at the various masks people wear, as well 

as the roles they perform and how they change through time. The definitions of the roles of participants 

and audience are changing since people have their own experiences that form their opinions of society 
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(Manning, 1992). People intentionally enact identities for self-seeking objectives, according to 

Goffman, as social creatures. Furthermore, one person's behavior and actions might influence the 

trajectory of a situation involving others, with the desired impression as a result (Goffman, 1959). 

Someone may, for example, be manipulative in order to portray himself or herself in a more promising 

fashion than is true. Unintentionally, a person might manipulate a situation in the desired direction. A 

fitness enthusiast, for example, can upload selfies of their flexed bodies and other fitness-related 

activities to draw attention to their aesthetics. The viewer may see this post as egotism, a need for 

social praise, or they may admire muscularly and fit people. Hence, impression management is one of 

the major components of the self-presentation theory.  

  Goffman (1959) uses the word "person" as a metaphor for "mask". The mask's theatrical 

display allows the performer to portray what they want their audience to see, whether it's true or not. 

The present study employs the Self-Presentation Theory in the context of online social interactions. 

The most up-to-date camera phone technologies and social media applications, for example, allow 

users to shoot, retake, and edit images to produce a precise visual effect for a certain online forum e.g. 

TikTok and Instagram. People also have social roles that help them understand themselves and others. 

Consequently, individuals are bound to adapt to social norms, therefore their performances are 

frequently romanticized in the hopes of social acceptability (Goffman, 1959). On TikTok and 

Instagram, the same phenomenon occurs, when users perform whimsically to get acceptance in the 

online community and to adapt to trends.  

             The usage of social media for self-representation and social appearance is investigated by 

combining self-representation theory and the uses and gratification approach in order to strengthen the 

theoretical foundations. According to the uses and gratifications theory, people utilize media to meet 

specific wants and goals. This theoretical perspective asserts that people have distinct motivations for 

using media, which ultimately satisfy their specific requirements. Additionally, this theoretical 

perspective states that people use media for certain reasons that ultimately meet their needs. 

Advantages and rewards, according to theory, the psychological peculiarities of an individual and the 

structure of the community in which he or she lives are the fundamental factors driving escalating 

demands. As a result, people tend to place their trust in the media or other sources to meet their social 

and psychological needs. Accordingly, this is quite possible that needs might be met as well as other 

unanticipated consequences (akr & akr, 2010). Furthermore, Individuals engage in or reject media 

messages based on their desires or expectations, with social-psychological factors serving as filters. 

This is a type of social communication that focuses on the goals or functions of the media for the 

online community.  

 The audience takes an active role in the communication process, according to the uses and 

gratifications theory, which strives to figure out what people's intentions and expectations are in order 

to meet their requirements. Individuals' social and psychological demands, in addition to their various 

features, direct them to use various forms of mass media. The four basic concepts of the uses and 

gratifications theory are an active audience, gratifications sought, gratifications attained, and 

satisfaction (Birsen, 2005). According to these four fundamental concepts, social media users follow 

their favorite influencers and try to emulate their content, social interaction, and lifestyle portrayed 

online to gratify themselves. However, if they believe they have failed to attract others, they may 

experience feelings of inferiority. 
            The majority of digital users choose social media applications for self-representation. Rettberg, 

(2014) identifies three types of self-representation: textual, visual, and quantitative. Selfies, personal 

maps, and written status updates, he explains, are textual self-representation while blogs are visual 

self-representation. The representation on TikTok and Instagram also comes under visual self-

representation. Likewise, self-representation, most commonly known as a selfie, has become the most 

popular means of expressing someone’s ideas and personality traits, as well as flaunting and sharing 

one's current mood (Sorokowska et al., 2016). However, girls and boys while uploading their profile 

photos on Facebook are "inactive, posed, and select their photo for identity management (Hum, 2011).  

 The researchers discovered additional motives for using social media, including "monitoring 

and understanding about others," "documentation," "coolness," and "creativity." Similarly, students 

that engage in high levels of social engagement, such as travel, athletics, and friendliness, use 

Instagram to monitor their surroundings and appear "cool" (Sheldon, 2016). Generally, social media 

usage is tied to a person's attempt to project a better personality and build an improved picture of 
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himself. Furthermore, participation in online communities, particularly in self-presentation videos, 

made people more conscious of their physical appearance. Similarly, one's activity on online platforms 

has an impact on whether he gains or loses weight,  investigates skin toning or tinting alternatives, and 

even inspires significant changes in his dietary habits. Overall, online media activity is strongly 

connected with one's over the consciousness of one's appearance on a particular platform, according 

to statistics (Tiggeman & Slater, 2013). In a similar vein, research suggests that having an online 

presence that includes more photo taking, observing, and looking for actions that are related to a photo 

image and preferences, has a significant influence on how people feel about their bodies, as well as 

positive and negative choices they make to change their physical appearance. (Meier & Gray, 2014). 

 The Same is true for celebrities who most of the time focus on self-representation on social 

media by exposing a lot of their backstage performances, sharing personal information, and publishing 

based on fan interaction (Markwick, 2011). In today's world, these celebrities serve as influencers for 

their millions of followers. A number of studies have been conducted about social media and self-

representation in order to determine the true impact that these social media influencers have on their 

online fans. The newly coined notion of influencers dates back to 1955 when Katz and Lazarsfeld 

researched the influence of media on elections and proposed a two-stage communication theory. 

According to this view, the media conveys specific information to opinion leaders who subsequently 

pass on the media's viewpoints to those in their near proximity. As a result of technological 

advancement, new ways of communication have emerged in the form of social media, of which  

Facebook and Twitter, and more recently Instagram and TikTok are the most prominent.  Because of 

their ease of use, young individuals aged 18 to 25 are flooding on social media to engage with others 

for representation of their better image. Hence, they use or sometimes even abuse social media, 

resulting in the rise of digital influencers. Indeed, with the advent of social media applications TikTok 

and Instagram, profiles espousing a certain way of life have attracted followers who want to live a 

similar lifestyle. When this lifestyle appears unattainable to followers of influencers or ordinary users, 

it can lead to feelings of inferiority.   

 Some studies focus on how a fashion company chooses these online influencers to be brand 

ambassadors. The influencers themselves were proven to be interested in collaborating with brands. 

According to a study, when a company's items were promoted near New York Fashion Week with the 

support of influencers' publicity, customers’ engagement rate skyrocketed (Thornton, 2016). The 

investigation further explores whether a person's popularity is defined by the number of followers they 

have and, as a result, whether they consent to believe their own point of view from a marketer's 

standpoint. Additionally, findings of other analyses proved that a huge number of followers leads to 

the conclusion that the product isn't genuinely remarkable still so many people want it, just because it 

was promoted by influencers. Therefore, marketers place a greater emphasis on the quality of content 

provided by influencers (Veirman, Cauberghe, & Hudders, 2016) rather than the quality of the product.  

 Do these influencers have an impact on the inferiority complex due to low Self-esteem is a 

personal evaluation of one's own value? It is the self-measuring concept that correlates to an overall 

judgment of one's desirability (Papalia, Olds, & Feldman, 2004). It expresses how highly someone 

accepts, values, admires, or rewards oneself. (Blascovich & Tomaka, 1991). The level of knowledge 

and desirability of a person determines his or her level of self-esteem. (Dedmond, 2009). Self-esteem 

is a developmental goal, according to Maslow's need theory. According to Maslow (1970), 

physiological, protection, love and affection, identity, and possession demands all have a hierarchy of 

demands that must be addressed in growing order. Self-esteem is linked to life satisfaction, depression, 

anxiety, and motivation (Rosenberg, 1986). Low self-esteem, therefore, can have a significant negative 

impact on one’s mental health. 

 Overall, the goal of this research is to figure out how social media use affects users' inferiority 

complexes in terms of social appearance and self-representation. The research variables self-

representation, social appearance, and inferiority complex are developed by combining the theories of 

Self-Presentation and Uses and Gratification, and inferences from past literature. The Current study 

hypothesized the relationship between two independent variables, self-representation, social 

appearance, and one dependent variable inferiority complex, by constructing the following 

hypotheses: 

 



Social Media Use and Youth Well-Being 

822 
 

H1: Self Representation on TikTok and Instagram exacerbates the feelings of inferiority 

complex among the users. 

Young adults have become increasingly reliant on social media sites. The most popular sites among 

youth are Tiktok (Kaur, 2020) and Instagram to stay in touch with friends, family, and their favorite 

influencers, share personal views and experiences and keep up with current events and fashion trends. 

Users of these apps are overly concerned with their social appearance in the form of trending posts, 

updates, innovative videos, and photos. Based on these observations, the second hypothesis is 

developed to investigate the relationship between self-representation and social appearance, as 

evidenced by these practices.  

H2: Self-representation of social media users is significantly related to their social media 

appearance. 

Though social media can be a terrific method to remain in touch with friends and family yet it can also 

be detrimental to users' psychological well-being because social media users and influencers are more 

likely to present a distorted view of reality, which can lead to unrealistic expectations and feelings of 

inferiority in their followers. According to Twenge and colleagues (2017), young adults who use social 

media frequently are more likely to have depression symptoms. Likewise, evidence suggests that using 

social media is linked to feelings of anxiety and isolation (Rosen, Cheever, Carrier, & Rokkum, 2013). 

Since an individual's online social appearance is more important than his level of confidence; if he 

looks good he will feel confident; however, if his personality or appearance does not match that of his 

favorite influencer or a recent trend, the negative psychological effects may occur. The study's third 

hypothesis is articulated based on the aforementioned findings.  

H4: Social Appearance on TikTok and Instagram exacerbates the feelings of inferiority complex 

among the users. 

 

METHODS AND MEASURES  

In this study, self-representation refers to respondents' visuals, pictures, and shoots on TikTok and 

Instagram. Respondents have to record their answers on 5 points Likert scale, adapted from Bimber et 

al. (2015), Becker and Copeland (2016), and Himelboim et al. (2012). Likert scale was ranged from 

“not at all” to “always”. The second variable social appearance refers to an individual's daily postings, 

status updates, and videos; including creative or replicated on Instagram and Tiktok. The research 

study used a twelve-item measurement scale developed from the Social Appearance Anxiety Scale 

(SAAS) to assess respondents' social appearance and its connection with inferiority complex.  SAAS 

items comprise cognitive, emotional, and behavioral remarks on social appearance anxiety. Hart et al., 

(2010) claimed in their first developmental study, that SAAS is a one-factor scale using a polychoric 

correlation matrix and a weighted least squares (WLS) factor extraction approach. The replies of 

participants were recorded using a 5-point Likert scale ranging from “not at all” to “always”. The third 

variable studied in this research is Inferiority Complex, it is defined as social media users' sentiments 

of inferiority as a result of influencers' and other users' social appearances since they cannot afford the 

luxurious lifestyles shown and may not appear socially as they would.  Seven questions were adopted 

from SAAS to measure this construct.  Participants’ response was recorded on a 5-point Likert scale. 

             The current research used an online survey method by generating a Google form to test the 

hypotheses. The snowball sampling method was implied to collect responses. Snowball sampling was 

appropriate because the sample frame did not work, and the population members were difficult to 

locate in the field (Bobbie, 2013). TikTok and Instagram users aged 18 and up from various 

universities around Pakistan made up the study's population. The sample of 380 was calculated using 

Krejcie & Morgan’s formula with a 5% margin of error (Krejcie & Morgan, 1970). The data was 

collected in April 2022 and finally received 352 valid responses. Many of the respondents did not 

reply despite several reminders, so the data of 352 was entered into SPSS for statistical measures. The 

demographics of the respondents are presented in Table1. 

 

Table 1: Simple Demographic Information 

  Description Frequency Percentage 

Gender Male 138 39.2 

  Female 214 60.8 
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Age 18-25 330 93.8 

  26-30 15 4.3 

  Above 30 7 2 

Qualification Matric 3 0.9 

  Intermediate 39 11.1 

  Bachelor's 261 74.1 

  Master's 38 10.8 

  Ph.D. 11 3.1 

Table 1 demonstrates that female respondents outnumber the male respondents, the age category of 

TikTok and Instagram users mostly falls in 18-25 years and most of the respondents are doing their 

bachelor’s degrees. 

 

CORRELATION ANALYSIS 

Quantitative variables are frequently measured for each sample member, but it's also interesting to see 

if two variables have any link, or if they are associated. The strength of correlation between linking 

variables is calculated by Pearson Correlation. Like other statistical parameters, Pearson Correlation 

reflects the strength of the relationship between three variables. The results showed a significant level 

of correlation between each pair of variables, confirming the relationship between all of the variables. 

One relationship was moderate to strongly correlated. The correlation between variables is seen in 

Table 2. 

 Social Appearance and inferiority complex has one of the strongest correlation of all (r =0.719, 

p = .000). Similarly, a substantial and positive association is indicated between self-representation and 

social appearance (r = 0.465, p =.000). Self-representation is also significantly related to inferiority 

complex among social media users (r = 0.389, p = .000). The results demonstrate in Table 2.  

 

Table 2: Pearson Correlation  

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

 

REGRESSION ANALYSIS  

Table 3: Regression  

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .721a .520 .518 4.76618 
a. Predictors: (Constant), social appearance, self-representation 

 

Table 3 demonstrates the R square value of 0.520 which denotes that the independent 

variables, self-representation, and social appearance, collectively contribute 52 % variance in the 

dependent variable, inferiority complex, which shows a robust relationship between independent and 

dependent variables.  

 

 

 SR SA IC 

Self-representation  Pearson Correlation 1 .465** .389** 

Sig. (2-tailed)  .000 .000 

N 352 352 352 

Social appearance Pearson Correlation .465** 1 .719** 

Sig. (2-tailed) .000  .000 

N 352 352 352 

Inferiority 

Complex  

Pearson Correlation .389** .719** 1 

Sig. (2-tailed) .000 .000  

N 
352 352 

352 
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Table 4: ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 8580.047 2 4290.023 188.851 .000b 

Residual 7905.327 348 22.716   

Total 16485.373 350    

 

 

a. Dependent Variable: inferiority complex (IC) 

b. Predictors: (Constant), social appearance (SA), self-representation (SR) 

Table 4.2 shows that the p-value is 0.000, which is less than 0.05, implying that the 

independent variables social appearance, self-representation, and the dependent variable inferiority 

complex have a significant relationship. 

 

Table 5: Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized        

Coefficients 

t-value  p-value β-value Std. Error Beta 

1 (Constant) 5.016 .705  7.118 .000 

Self representation 
.134 .078 .073 1.94 .084 

Social appearance 
.657 .040 .685 16.336 .000 

 
a. Dependent Variable: inferiority complex (IC) 

 

The coefficient results are shown in Table 5. The beta value is .073 between the independent 

variable self-representation and inferiority complex, indicating that there is a negligible association 

between self-representation and inferiority complex. It means static pictures or selfies develop lesser 

negative effects while videos (creative and copied) have a huge negative impact on social media users’ 

psychological well-being. The beta value of 0.685 confirms that the independent variable social 

appearance and the dependent variable inferiority complex have a strong association. In other words, 

a one-unit change in the independent variable, social appearance, will result in a 0.685-unit change in 

the dependent variable, inferiority complex. Furthermore, the p-value is significant (0.000) and 

positive, implying that social appearance and inferiority complex has a positive association. Put 

another way, when the social appearance of social media users increases by one unit their risk of 

developing an inferiority complex is increased by 68.5%. Thus, it is proved that social appearance is 

a strong predictor of inferiority complex among social media users. 

 

DISCUSSION 
The endeavor to create an ideal online image not only makes people conscious of their physical 

appearance but also has a number of psychological consequences that are yet unresolved. The current 

study takes the challenge to find out the harmful effects of fanciful and faked social appearances on 

TikTok and Instagram in the form of short videos, photo shoots, and other personality and lifestyle 

portrayals. The study's findings support previous research which suggests that the altered self-

representation and other social media appearances cause users to feel alone, anxious, and depressed 

(Twenge, et al., 2017; Rosen, et al., 2013). Furthermore, this research adds to a growing body of 

evidence indicating that social media can have inverse and damaging consequences. The conclusion 

supports the negative effects argument by knowing that manipulated and romanticized depictions of 

social media users on their accounts induce a profound sense of inferiority that, if not addressed, can 

lead to lasting complexes. using the theory of self-representation and uses and gratification set the 

foundations for this research. The variables of the study were self-representation, social appearance, 

and inferiority complex. The most powerful predictor of inferiority complex was social appearance. 
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This result backs with the finding that genuineness, interests, and positive content are all components 

of a good attitude while the negative content depicts an overbearing and selfish attitude (Jargalsaikhan 

& Korotina, 2016). Interestingly, when the researchers asked the respondents to put down the names 

of their favorite influencers if they follow any. It is proved that most of the respondents follow more 

than one influencer. Mariyam Pervaiz, Waliya Najib, Imran Khan, Qasim Ali Shah, Sara Khan, Dr. 

Javed Iqbal, Ayeza Khan, Sajal & Sabor Ali, Feroz Khan, Janat Mirza, and Kanwal Aftab were among 

the most popular influencers, according to the majority of respondents. It demonstrates that social 

media users do indeed follow some of the influencers who have a psychological impact on their lives. 

Obviously, influencers who present themselves in a positive light can have a positive effect on their 

followers, and those who failed to do so create negativity in their followers. As a result, the current 

study advises that if social media influencers want to see their followers be happier and more 

successful, they should provide a fair and balanced image of themselves because the findings of the 

current study reveal that social media influencers or common people who portray their fabricated and 

boasted images can make their followers miserable and less successful. 

 In recent years, social media has become an integral part of many people's everyday lives. In 

addition, social media has also become a platform for people to share their lives with others and 

promote themselves. Influencers are those people who use social media to advertise themselves having 

the ability to sway the opinions of tens of millions of users.  

 The findings add to the evidence that the SAAS is a valid tool for diagnosing psychological 

disorders. The current research’s findings also back up Hoffman and colleagues' (2010) theory that 

social appearance anxiety in Asians is related to their appearance causing others to be offended or 

embarrassed. According to the results, the people who frequently appear on social media and remain 

online are more likely to develop inferiority symptoms. Self-representation theory suggests that people 

use social media to present a positive image of themselves to others. This argument is confirmed by 

current research, which shows that people are more inclined to upload fantasized images of themselves 

on social media in order to promote their positive self. According to the uses and gratification theory, 

people utilize social media to fulfill their desires. This notion is backed up by this research that shows 

different usage patterns of people which include keeping in touch with close family, having the ability 

to influence the opinions of millions of users and friends, obtaining information, and entertaining 

themselves by sending a better picture.  

 The influence of social media applications on mental health and well-being is the latest interest 

of researchers. Some studies have concluded that intense social media use can contribute to increased 

levels of anxiety and depression (Rosen et al., 2013), while others have found that it can have a 

negative impact on self-esteem and body image. As a result, it's not surprising that this study 

discovered a robust link between social appearance and inferiority mentality. Though the main goal 

of this study was to determine the impact of social media users' self-representation and social 

appearance on their inferiority emotions. However, future studies could delve into other questions. For 

example, do influencers who present a more realistic and relatable portrayal of their life have a positive 

effect on their followers’ mental health? What are the implications of this balanced portrayal for social 

media users and the way in which they consume content? This will be a valuable addition to future 

studies to shed light on the way in which social media can be used positively, in order to promote 

mental health and well-being.  

 Moreover, it is proven that people who have built a substantial following on social media 

venues such as TikTok and Instagram are known as social media influencers. They are often paid by 

brands to promote their products or services. So, if they take the challenge of exhibiting originality 

online, regular users will take notice. It is possible that the negative effects of social media influencers’ 

self-representation on their followers’ overall well-being are due to the fact that their followers 

compare themselves to the “perfect” lives of the influencers. If someone is concerned about the effect 

of social media appearances of the people on one’s mental well-being, it is important to remember that 

he is in control of who he follows and what he sees on social media. One can choose to follow 

influencers who have a positive message, and he can limit his exposure to negative content. So, what 

does this all mean? Well, it seems that social media users can have both positive and negative effects 

on other users, depending on how they represent themselves. If you are a regular social media user, it 

is important to consider how your self-representation and social appearance might be affecting your 

followers. 
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