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Social media use is continuously growing in popularity among adolescents, with up to 95% of teens ages 13—17 reporting
near-constant engagement across platforms . This study examined how media exposure and cultural beauty expectations
influence adolescents’ perceptions of beauty and appearance-based self-perceptions, including self-rated attractiveness. Using a
correlational survey design, we measured the relationships between participants’ exposure to different beauty representations on
social media, their perceptions of attractiveness, exposure to cultural beauty expectations, and social-media-related self-image
through Spearman’s correlations and percentage analyses. Attractiveness was based on the participants’ perceptions of the
individual. If the individual was rated “attractive,” it is assumed that the participant found them to be appealing or pleasant to
look at. Meanwhile, an “unattractive” rating suggests that the participant found that the individual was aesthetically unpleasant.
Factors that can influence whether or not a participant finds an individual attractive are conventional beauty standards in
America. Results suggest that exposure to a higher number of “attractive” individuals ultimately correlated to lower self-rated
attractiveness. Also, participants who felt more pressure to look perfect due to social media typically had stronger reactions to
low social media engagement. However, not enough correlation evidence was collected to determine whether or not cultural
beauty expectations impact perceptions of beauty. This was likely due to the limited diversity of participants and small size of
the study. Findings provide a foundation for hypotheses and research questions in future studies on the topics of self-esteem and
cultural perceptions in adolescents.
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Introduction In this instance, self-perception is defined as one’s image of

oneself in the lens of attractiveness (defined in the abstract).

Social media is incredibly prominent in adolescents, as pre-
viously stated in the abstractl. The negative impacts of so-
cial media are commonly discussed amongst adults, particu-
larly for their effects on adolescents. Numerous studies were
founded on research questions regarding the impacts of social
media exposure. Namely, one study discovered that greater
social media exposure for women correlated to greater body
image issues®. Relatedly, another study found that young
women who engaged in more appearance comparisons to
peers on social media could potentially have increased body
image concerns®. These studies collectively suggest that in-
creased social media exposure correlates to increased appear-
ance issues.

Our research elaborated on this impact and asked: how
do social media and cultural beauty expectations affect self-
esteem and self-perception, or perception of others’ beauty?
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Possible reasons for this impact on self-perception could in-
clude constant comparison, unrealistic content on social me-
dia sites, and dissatisfaction, among others. Notedly, these
possible explanations for social media’s impact on self im-
age are related to the social comparison theory established
by Leon Festinger, which states that humans compare them-
selves to others in order to fulfill the natural human desire for
self-evaluation®. Through these examples, it is evident that
more exposure to social media decreases positive self-image
in girls®Z. It is plausible that social media algorithms con-
sistently push conventionally attractive individuals onto ado-
lescent girls’ feeds, which encourages girls to compare them-
selves intuitively to such individuals, leading to decreased ap-
pearance based self-esteem®.

Furthermore, the impact of cultural beauty standards and
expectations has a large, yet overlooked, impact®. Conven-
tional beauty standards often push a narrow lens of attractive-
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ness that does not apply to all'l¥. Girls that do not fit such
standards or expectations will begin to feel out of place, differ-
ent, or unattractive; especially compared to the cultural beauty
expectations they are consistently exposed to—thus negatively
impacting self-esteem and self-perception. For instance, an
experimental study found that a group of people exposed to
images of individuals who fit the conventional beauty standard
experienced a decrease in body satisfaction't. Meanwhile,
those exposed to images of diverse body types experienced an
increase in body satisfaction. This study not only proves that
social media and the conventional beauty standards it pushes
through algorithms have a significant negative impact on indi-
viduals, but also that there are solutions to undo the harmful
narratives.

Cultural beauty expectations (conventional beauty expecta-
tions) are pushed, and at times shaped, through social media
algorithms, thus reaching the adolescent girls and impacting
their self-perception. When referring to cultural beauty ex-
pectations, it is reasonable to assume that social media can
be used synonymously in that context because social media
uses cultural beauty expectations in its algorithms!2. Exist-
ing research often covers the impact social media has on self-
image and self-esteem, but rarely studies the impact of cultural
beauty expectations on self-image and perception of beauty.
The perception of beauty could potentially impact how much
social media will affect self-esteem. This study aims to answer
this question by investigating both social media and cultural
beauty expectations to uncover the extent each factor corre-
lates to lower self-esteem and negative self-perceptions. The
methods of data collection include an anonymous survey in
which participants answered a series of questions regarding
beauty standards, perceptions of beauty, social media, and the
impact it has had on them. The hypothesis, based on Fes-
tinger’s social comparison theory, is that cultural surroundings
and exposure to media or beauty standards as a child (particu-
larly via social media algorithms) contribute to one’s percep-
tion of beauty itself, or what one considers beautiful. Addi-
tionally, more social media exposure to “attractive” individu-
als (those who fit the conventional beauty standards) based on
the mentioned perceptions will be correlated with lower self-
esteem and lower self-perception of one’s own beauty.

Methods

Participants completed an anonymous survey created in
Google Forms containing thirty-eight questions split into eight
sections. Participants were able to take the survey within a
window of six days (August 27-September 1, 2025). The sam-
ple consisted of adolescents ages thirteen through eighteen
who identified as female who were recruited through social
media and word of mouth. The survey was designed to ask
questions that collect both quantitative and qualitative data to

answer the research question: how do social media and cul-
tural beauty expectations shape one’s perception of beauty and
self-esteem?

However, there are limitations to this study, particularly in
areas of sample bias and diversity. Due to the small size and
lack of resources, gathering a geographically, racially and eco-
nomically diverse population of participants was not feasible.
The majority of the participants were located in the same gen-
eral region, a disproportionate amount identified their race as
white, and had similar assumed economic status based on the
region of the participants. These factors could impact the re-
sults of the study by not properly representing races other than
white, individuals of lower or higher economic status, and
those from regions or countries with a different set of conven-
tional beauty standards, who do not have the same answers as
the participants of this study. If all these categories of peo-
ple were equally represented, the results could differ. For
instance, there might not be enough participants who identi-
fied as Black to correctly correlate how colorism in conven-
tional beauty standards impacts self-esteem. Moreover, there
is likely not a large enough percentage of people of color in
this study to accurately predict the impact of under represen-
tation in the media on perceptions of beauty and self-image.
Since many of the participants are assumed to somewhat fit
the conventional beauty standard in America due to their iden-
tified race being white, it may be harder to find a correlation
between race and perception of beauty.

Additionally, another limitation of this study is self-
selection bias. The participants voluntarily took the survey,
which raises concern that their answers differ from those who
did not choose to take the survey due to motivations for taking
it. For example, all participants were gathered through social
media and word of mouth, meaning that individuals who ei-
ther did not hear about the survey or chose not to take it could
have different answers than those who did. This could change
the outcome of the study, as those who chose not to participate
likely hold a different perspective or mindset than those who
did, thus impacting their potential answers to the questions.
Plus, those who found the survey through social media could
have a larger attachment to it or spend more time on it than
those who did not see the survey on social media, whether
they participated or not. This could impact those participants’
answers, since more exposure to social media impacts how
much influence social media has on one’s life. A smaller at-
tachment to social media by non-participants could have given
a different perspective on its effects and possibly minimized
the impact of social media on appearance based self-esteem.

Ethics

All participants filled out a consent form prior to beginning
the non-demographic portion of the survey that was signed ei-
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ther by parents/guardians if the participant was under 18, or by
the participant themself should they be 18. The consent form
contained all necessary information about the study, possible
risks, benefits, confidentiality maintenance and an informed
consent statement. Participants were allowed to continue the
survey if they answered “Yes, I am under 18 and my par-
ents/guardians have been informed and consent to my partici-
pation,” or “Yes, I am over the age of 18 and consent to my par-
ticipation.” Participants were not allowed to continue the sur-
vey and forced to exit if they answered “No, I do not consent.”
Participants were expected to inform their parents/guardians
of all contents of the consent form before clicking the option
for parental approval. We consulted an Institutional Review
Board (IRB) before the survey was sent out. All members
signed that the research was ethical and could continue. All
participation was voluntary and completely anonymous.

Measures

This study was a between-subjects, correlational design— an
ideal choice for evaluating the impact of one variable on an-
other. The survey took around 15-20 minutes to complete,
and the goal sample size was n = 70. Participants consisted of
those who identify as women ages 13-18 in the United States.
However, it did not include those who cannot read or write in
English, those who identify as men, and anyone over the age of
18 or under the age of 13. Participants were recruited through
word of mouth, Reddit posts, and emailing youth groups in the
area.

The questions on the survey were formed by their relation
to this larger research question. For example, “How much
were you surrounded by people of your race or ethnicity as
a child?” relates to the cultural beauty expectations part of
the research question. Most of the questions were answered
with scales, ratings, and multiple choice. Some questions
asked participants to pick their ‘favorite” or “most seen” out of
five different people representing five different ethnic groups:
Caucasian, African-American, Asian-American, Latina, and
South Asian. One question asked, “Rate these random peo-
ple on a scale of attractiveness from 1-10 in your opinion.”
A person from each ethnic group was provided along with a
scale from 1-10, “1” being the lowest possible score and “10”
being the highest possible score (e.g. unattractive to very at-
tractive). Another question asked “Which one of these char-
acters was your favorite to watch on TV as a child?” The op-
tions were “Emma from Jessie” (Caucasian), “Charlotte from
Henry Danger” (African-American), “London from Suite Life
on Deck” (Asian-American), “Haley from Stuck in the Mid-
dle” (Latina), “Mo from Lemonade Mouth” (South Asian),
and “T don’t know any of these characters.” We used previ-
ous demographic information to find a correlation between the
participant’s own race and which person was their favorite op-

tion. Additionally, we used the question of “How much were
you exposed to people of your race or ethnicity as a child?”
in correlation with the previously stated questions to analyze
whether or not exposure to people of one’s same race as a
child impacts one’s perception of beauty. An example of two
questions on the survey asking how social media might affect
self-esteem are “How many attractive people do you see on
social media each day?” and “Do you ever feel like everyone
else is more attractive than you?”

The dependent variables for this survey were aspects of self-
image/self-perception, such as self-rated attractiveness, pres-
sure to look perfect, and emotional reactions to social media.
The independent variables were cultural beauty expectations
and social media exposure. In order to determine the indepen-
dent variable, we asked specific questions to determine how
much a participant was exposed to social media or cultural
beauty expectations as a child. To find the dependent vari-
able, we asked questions about the participant’s perception of
beauty and self-esteem and used correlation and linear regres-
sion to assess the associations.

Data Analysis

To test the hypothesis that cultural surroundings and media
exposure contribute to one’s perception of beauty itself, we
tested Spearman’s correlations and significant percentages.
The correlational data analysis focused on determining the im-
pact of social media exposures to self-esteem, and how much
self-esteem impacts the participant’s actions on their appear-
ance. The data analysis involving percentages from the sur-
vey looked more at which people were rated highest, and how
many people’s self-image was impacted by social media. It
should be noted that the percentage data cannot be correlated
to any specific factors. Any incomplete surveys were excluded
from the analysis. A survey qualifies as incomplete if the
participant did not fit the target demographic or did not of-
ficially submit the form. Data were analyzed in Jamovi us-
ing Spearman’s correlations with a p-value of 0.10 due to
the study’s size, as well as autogenerated percentages from
Google Forms.

Results

We received 58 answers to the survey, 57 of which were ac-
ceptable to the demographic (1 person identified as male). The
mean age of participants was 15.45 with a standard deviation
of 1.21. In addition, all race demographics are shown in Table
1 below.

Note:  This is a continuous distribution of the
races/ethnicities of participants. Caucasian was the most
common race/ethnicity based on the table.
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Table 1 Race/ethnicity distributions

Characteristic Sample (N = 57)

Age 15.4 (1.21)

Race/ethnicity, 354 (94.1%)
Caucasian 29 (50.9%)
Asian American 8 (14.0%)
African American 7 (12.3%)
Western European 6 (10.5%)
Other 6 (10.5%)
Eastern European 5 (8.8%)
Latino/a 5 (8.8%)
Native American 1 (1.8%)

Note: Values indicate M (SD) for continuous variables or N (%) for categorical variables.

After the demographics section was completed, the main
questions of the survey began. One of our most frequent re-
sults was that when asked to choose which person was their
“favorite,” the participants’ most common answer was the
Caucasian option. Around 39% of participants voted Emma
from Jessie as their favorite TV character as a child, 31.6%
said their favorite actress out of the options was Madelyn
Cline, and 32.1% reported that the most popular influencer
on their “for you page” was Embreigh Courtlyn.

When asked to rank social media interactions based on how
they made them feel on a scale from 1-10 (1 being a neg-
ative feeling and 10 being a positive feeling), over 90% of
participants ranked the following as a 5 or higher: someone
liking their post, getting a positive comment on a post, some-
one reposting them, being tagged in a post where they like the
way they look, and someone replying to their story positively.
Meanwhile, over 76% of participants ranked the following as
a 5 or lower: getting a negative comment under a post, being
tagged in a post where they don’t like the way they look. In
the figure below (Figure 1), we can see how people reacted to
getting less interaction on their post as usual.

Participants' Reaction to interactions with post

Reaction

0 10 20 30 40

Participants

Fig. 1 Reactions to social media engagement

Note: This bar graph shows the frequency of how each par-

ticipant feels after not receiving as much interaction with their
post as usual, 0 being the most neutral and 5 being the most
emotional. The independent variable (x-axis) is the partici-
pants and the dependent (y-axis) is their reactions to social
media engagement.

Next, participants were asked how many attractive and
unattractive people they see on social media each day. Results
state that 47.4% of participants see attractive people all the
time on social media, while 49.1% said they only see a few
unattractive people on social media. Further analysis using
Spearman’s correlations found that seeing attractive people on
social media positively correlates to how much pressure one
feels to look perfect (p ~ +0.36).

Relatedly, the more pressure one feels to look perfect, the
more effort one will put into their appearance (p =~ +0.39).
Then, we found that putting more effort into daily appear-
ance has a slight negative correlation to self-rated attractive-
ness (p ~ -0.18). See Figures 2-5 below for the distribution
checks.

Distribution: Attractive People Seen Daily
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1.0 15 2.0 2.5 3.0 3.5 4.0 4.5 5.0
Exposure Level (1=None - 5=All the Time)

Fig. 2 Distribution Check of Attractive Individuals Seen Daily
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Note: This histogram shows the distribution check of the
variable “Attractive People Seen Daily.” Note that the data is
clustered at levels 3-4, has a moderate ceiling tendency and is
non-normal. The independent variable (x-axis) is the level of
exposure to attractive individuals and the dependent (y-axis)
is the frequency at which participants were exposed to an at-
tractive individual.

Distribution: Pressure to Look Perfect
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Fig. 3 Distribution Check of Pressure to Look Perfect

Note: This histogram shows the distribution check of the
“Pressure to Look Perfect” variable. Note that the data is con-
centrated at levels 3-4, is skewed slightly right, and is non-
normal. The independent variable (x-axis) is the pressure the
participant feels to look perfect and the dependent (y-axis) is
the frequency at which participants felt this pressure.

Distribution: Effort Into Appearance

Frequency

2.0 25 3.0 3.5 4.0 4.5 5.0
Effort Level (1=None - 5=Too Much)

Fig. 4 Distribution Check of Effort Into Appearance

Note: This histogram shows the distribution check for the
“Effort Into Appearance” variable. Note that the data is heav-
ily clustered at level 3, has a strong central peak and is non-
normal. The independent variable (x-axis) is the level of ef-
fort a participant put into their appearance and the dependent

(y-axis) is the frequency at which participants put a certain
amount of effort into their appearance.

Distribution: Self-Rated Attractiveness
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Fig. 5 Distribution Check of Self-Rated Attractiveness

Note: This histogram shows the distribution check for the
“Self-Rated Attractiveness” variable. Note that the data is
clustered between 5 and 8, has a slight left skew, a mild ceiling
effect and is non-normal. The independent variable (x-axis)
is the attractiveness rating on a scale from 1-10 and the de-
pendent (y-axis) is the frequency at which participants rated
themselves a certain number.

Additionally, participants were asked in a multiple-choice
format what makes them post a picture on social media. 76.8%
said their appearance in general, and 62.5% said the way their
face looked. Then, they were asked if they ever wished they
looked like someone they saw on social media; 50% said yes.
When asked if they ever felt like everyone else was more at-
tractive than them, 32% said they feel like that all the time,
30.4% said sometimes, and 26.8% said a lot of the time. Only
10.7% said no or rarely.

Using Spearman’s correlations, we found that participants
who felt a stronger pressure to look perfect had stronger emo-
tional reactions to low engagement on social media posts
(p ~ +0.44). See Figure 6 below for the distribution check.

Note: This histogram shows the distribution check for the
variable of “Emotional Reaction Scores.” Note that the data
is clustered to levels 6 and 7, has a narrow distribution, slight
central peak and is non-normal.

Moreover, through the Spearman’s correlations, a suggested
monotonic chain within the gathered data was captured. The
pattern displays that more exposure to attractive people is typ-
ically associated with higher perceived pressure to look per-
fect, which could correlate to a lower self-rated attractiveness;
which would then be followed by a statistically stronger emo-
tional reaction to engagement with social media posts. Itis im-
portant to note that the chain is solely suggestive, not strongly
demonstrated in the results.
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Distribution: Emotional Reaction Scores
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Fig. 6 Distribution Check for Emotional Reaction Scores

In addition, a Spearman-based regression was conducted
to examine whether self-rated attractiveness, pressure to look
perfect, effort into appearance, and exposure to attractive peo-
ple predicted emotional reactions to social media interactions.
Results show that the model was not significant (F(4,26) =
0.23,p = .92, pseudo R*> = .03). None of the predictors sig-
nificantly predicted emotional reaction scores (all p > .10),
suggesting that appearance-related perceptions were associ-
ated with, but did not significantly predict, emotional re-
sponses in this sample.

Lastly, there were some areas where we were unable to
prove any specific correlations, many in the hypothesis that
cultural beauty expectations impact perception of beauty.
These variables we will call “null findings.” For example, we
found that there was no correlation between race and how
much one compares oneself to one’s relatives from the same
or different race. Additionally, there were no notable corre-
lations between race and rating random people of different
races, which would have been the most significant indicator of
cultural beauty expectations and surroundings impacting per-
ception of beauty and, by extension, self-esteem. This does
not mean that these correlations do not exist, there was simply
not enough information or participants to find them.

Discussion

To summarize the percentage results, we found that “fa-
vorites” were most commonly the Caucasian option and many
participants admitted to comparing themselves to others on
social media. For correlational results, we found that see-
ing attractive people on social media may be associated with
lower self-rated attractiveness, an element of self-perception,
through pressure to look perfect. Lastly, we also found
that participants who felt more pressure to look perfect had
stronger emotional reactions to low engagement on social me-

dia posts. These results align with the association between
social media and constructing one’s perception of beauty.

First, it was found that the most common ‘““favorite” from
the participants was the Caucasian option. Possible reasons
associated with this could include that American conventional
beauty standards tend to fit Caucasian features. Moreover, one
possible reason the Caucasian option was chosen so often is
because they were often the most well-known out of the op-
tions. This could correlate to “pretty privilege” and fitting the
beauty standard, making it easier to become “famous.” Even if
the participants only chose the Caucasian option because they
were the only person they knew of, it would still mean that the
person who fit the cultural beauty expectations had more fame
than those who did not. There is not enough data to support
this hypothesis; however, research suggests that there could
be a correlation between fitting the beauty standard and gain-
ing “fame” on social media faster®. This theory supports the
idea that conventionally attractive individuals are shown more
often on social media; thus leading to the discovered percent-
ages of people seeing attractive people constantly on social
medial?,

Furthermore, we found that the majority of participants feel
that they see attractive people “all the time” on social media,
and the majority report that they only see a few unattractive
people. Interestingly, we found that participants who felt more
pressure to look perfect every day, possibly due to the abun-
dance of attractive individuals on social media, tended to put
more effort into their appearance each day. Then, a mild neg-
ative association was found between increased effort in ap-
pearance and self-rated attractiveness. If low self-rated attrac-
tiveness is reflected in low appearance-based self-esteem, it
implies that seeing more attractive people on social media ul-
timately results in lower self-esteem. However, this variable
was not measured in the study. Therefore, it is not factual
that the measured variables result in lower self-esteem—only
self-rated attractiveness, although self-esteem is often asso-
ciated with self-rated attractiveness. Self-perception is more
synonymous with self-rated attractiveness. The viewing of
more attractive people on a daily basis could be a cause of
many adolescents’ desire for validation, conveniently through
social media'>. This association would also tie into the social
comparison theory on which this study is based upon. The
abundance of attractive people one can be exposed to likely
allows for more comparison, thus leading to lower self-rated
attractiveness 2.

Next, when ranking how each social media interaction made
them feel, there was a consistent pattern. The majority of par-
ticipants always ranked at least a five (which is average) for in-
teractions that are positive, but lower than five for interactions
that are negative. This could show an emotional connection
to social media interactions, or when one feels stronger emo-
tions in regards to social media interaction, engagement, etc.
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The extent social media affects self-esteem may depend on
whether participants are emotionally connected to their social
media platform''Z. However, although these associations were
observed, there is no concrete data from our study to truly
support this hypothesis, as we did not study emotional con-
nection to social media. This would be an interesting area for
future research. This association is further supported by our
finding that those who felt more pressure to look perfect felt
stronger emotional reactions to lower engagement than usual
on social media posts. The larger emotional emphasis put on
appearance-based validation via social media could be associ-
ated with a stronger negative reaction to the outcomes of social
media post engagement. Moreover, the emotional connection
between an adolescent and a social media platform suggests an
association with social media based self-perception, or when
one’s self-perception depends on comparisons through social
media. Also, this would possibly be associated with percep-
tion of beauty being shaped by social media influence''%.

Lastly, our null findings included no correlation between
race and how much one compares oneself to one’s relatives
from the same or different race. Plus, no notable correlations
between race and rating random people of different races were
found, which would have been the most significant indicator
of cultural beauty expectations and surroundings impacting
perception of beauty and self-esteem. It’s most likely that we
did not have enough participants to formulate a proper cor-
relation, but the results could change given a larger sample
size. If it is the case that cultural beauty expectations do not
relate to perception of beauty, then previous related findings,
such as Ankole girls placing too much emphasis on beauty,
should be deemed null, which is highly unlikely™®. The most
plausible explanation for why there was no correlation be-
tween race/cultural surroundings and perception of beauty is
that there were not enough participants, or not enough diver-
sity in the participants to gather a reasonable correlation.

Conclusion

Social media is a prevalent component in the twenty-first cen-
tury; however, the drawbacks can include constant compar-
ison, potentially leading to low self-esteem and poor self-
perception. Even without the social media factor, cultural
beauty standards oppressed society in the same way, espe-
cially among young women. The results of this study only
supported some of the hypotheses. Findings did suggest that
more social media exposure, especially to attractive individ-
uals, can be associated with lower self-rated attractiveness.
However, because of the limitations of the study, we were
unable to support that cultural beauty expectations can affect
one’s perception of beauty. It remains a reasonable hypothe-
sis, but with the small scale of this study, we have insufficient
evidence to support it.

While this study collected relevant data, it was conducted
on a smaller scale with a limited geographic location and age
demographic. In the future, doing a study of this same prin-
ciple on a larger scale could create more precise results, as
beauty standards and cultural beauty expectations have differ-
ent implications in other geographic regions within the US and
other countries. Limiting the study to just one geographic re-
gion limits the accuracy of the study since the results of one
group cannot automatically be applied to others. The small
size could decrease the reputability of the results. Another
way to enlarge the study would be to include a broader age or
race demographic. For instance, having a proportionate num-
ber of participants from each race and increasing the age range
to twenty-five or more would make the results relevant to more
people and include a more diverse group of perspectives. This
would then increase the plausibility of the results as it accounts
for and can be applied to a larger group of people. The age
range for this study was chosen to find results specifically for
teenage girls, whose self-perception will be affected by social
media the most?*2l. However, including older participants
may help to discover more information about how age and de-
velopment relate to social media exposure and self-esteem.

Diversity is an important factor in many studies“%23.

Our demographic was more than 50% Caucasian, meaning
we didn’t get the ideal amount of diverse results. The abun-
dance of Caucasian participants could be related to the ma-
jority of “favorites” also being Caucasian. If there was a more
diverse group of participants, results may have produced a dif-
ferent pattern. This possibility decreases the credibility of the
results, as there is a large margin for error or inaccuracy. Di-
versity is a very necessary factor in studies involving corre-
lation to a cultural expectation, making our lack of diversity
a major issue with this study. Diversity could have been es-
pecially helpful to support the claim that cultural beauty ex-
pectations affect our key hypothesis that one’s perception of
beauty, since race plays a large factor in cultural beauty ex-
pectations—especially considering the wide variety of cultural
beauty expectations that exist in the world?4"2_ In future stud-
ies, it is encouraged to include a much larger variety of races,
ethnicities, religions, ages or locations to ensure the most in-
clusive and all-encompassing results.

Now, although there were some disappointing aspects of
our results mostly due to sample size, there were also asso-
ciations that leave room for much more discussion. If associ-
ations were found between social media, pressure to look per-
fect and self-rated attractiveness even in the small size of this
study, it is possible that these results will be further supported
by a larger study. The correlations discussed in this study be-
tween social media and self-esteem create new research ques-
tions that should be answered in the future. For instance, how
can we prevent these issues from occurring? Is social media
itself a problem for the youth? What other areas of life does
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social media influence? In what areas is emotional connec-
tion to social media impactful? These new research questions
create many opportunities for future studies on a similar topic,
and more impactful results could be found.

Overall, the implications of our findings, although mini-
mized by the study’s limitations, do not lack impact. The
association between high social media exposure, pressure to
look perfect and lower self-rated attractiveness implies that
social media negatively impacts self-perception. These find-
ings suggest that a possible solution to the issue is lowering
social media exposure in teens=Z.

Additionally, through our finding that those who felt more
pressure to look perfect often had stronger emotional reactions
to low social media engagement, we can logically assume that
a possible solution includes limiting the pressure to look per-
fect. Since this relates to the earlier result of high social media
exposure, a factor for this solution would also be lowering so-
cial media exposure. These implications beg the final research
question, will limiting social media exposure counteract so-
cial media’s negative impact on teen girls? We hope these
new questions can be answered in future studies.
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