Participants
The 50 participants for the study were School of Psychology students at the University of Wales Trinity St David (either those studying on BSc Psychology or BSc Psychology and Counselling programmes).  The participants ranged in age from 18 and insert age (M =?, SD =?) with ? female and ? males. Each participant was provided with a unique numeric code to remain anonymous, no personal data was recorded, only age and gender.
Design
The study was a regression design, utilised in order to assess if levels of self-esteem and social comparison were predictors for levels of envy whilst viewing positively contented Instagram posts. The independent variables were higher or lower levels of self-esteem (measured using the Rosenberg Self Esteem scale) and higher or lower levels of social comparison (using an adapted Likert social comparison scale focused on happiness).
 For the Rosenberg self-esteem scale, questions 2, 5, 6, 8 and 9 were reverse scored. Responses were on a scale of 1-4 (range 10-40). The sum of all the scores were then added together on a continuous scale. Higher scores indicated higher self-esteem. Questions used to measure social comparison focused primarily on happiness. The participants were asked to respond to two questions for each post, ‘how happy is the profile owner’ and ‘how happy is the profile owner compared to themselves?’ The first question utilised a 7-part Likert scale ranging from 0 ‘very unhappy’ to 6 ‘very happy’. The second question utilised an 8-part Likert scale with responses ranging from -4 ‘much unhappier’ to 4 ‘much happier. 
 The dependent variable were levels of envy, measured by using an adapted envy Likert scale which included sub-topics of envy, inferiority, bitterness, how much they want to change their lives, and how much they wish to be like the owner of the Instagram profile. The responses for this were on a scale of 1 strongly disagree to 5 strongly agree. Participants were then asked to complete the self-esteem questionnaire, and then respond to 6 different Instagram posts whilst rating social comparison and envy. 3 of the Instagram posts were positively contented, and the other 3 were neutral.

Materials
Participants were provided with a consent form which provided details of the study and the researchers. Participants were then provided with the Rosenberg self-esteem scale.
The questionnaire measured the levels of self-esteem using tailored statements directed towards self-esteem. Participants were provided with 10 statements and asked to respond in the way they felt best related to them. The responses were scored as followed; “Strongly Agree” = 4, “Agree” = 3, “Disagree” = 2, “Strongly Disagree” = 1. Questions 2, 5, 6, 8 and 9 were reverse scored. The possible scoring range was between 10 and 40, with higher scored relating to higher levels of self-esteem.
The study was created using the Super lab computer software available in the psychology laboratories. The fake Instagram posts provided in the study were created by the researcher themselves, using legitimate Instagram photos for the positive posts and photos taken from the researcher’s personal photos for the neutral posts. The captions for the Instagram posts were written by the researcher to represent the photos positively or neutrally. The participants were then asked to respond to the posts using specific keys which were identified on screen. Participants were then provided with a debrief form informing them of the purpose of the study and reminding them of their right to withdraw.
Procedure
Participants were firstly invited into a private laboratory room and asked to provide their unique identification code. Upon receiving this, the participants were provided with a consent form. Once consent was provided, the participants were then provided with the Rosenberg Self-esteem scale questionnaire to complete, which also required them to document their age and gender. After this, the researcher began the experiment. The researchers informed all participants to follow the instructions on screen, whilst reminding them of their presence outside of the lab should there be any questions. The participants will then view 6 different Instagram posts, 3 positive and 3 neutral in a random order. On each post, the participants were provided with the opportunity to respond rating their levels of envy and social comparison using the specified keys. After this is done, the participants were provided with a debrief form, informing them of their right to withdraw, contact details and information on the purpose of the study.



Literature Review 
There have been lots of studies into the effect that envy has on mental health. The emergence of social media in recent years is seen to have had a profound effect on public mental health. One of the key studies underpinning this was by Appel, Crusius and Gerlach (2015). They believed that envy and social comparison was a predictor of depression whilst looking at attractive Facebook profiles. Their studied involved participants completing the Rosenberg self-esteem scale and the Beck Depression Inventory (SES & BDI). They then viewed attractive and unattractive Facebook profiles and were asked to score themselves on seven ‘envy’ subcategories e.g. bitterness, inferiority etc. They also completed a social comparison task which recorded their responses based on the generalised topic of happiness. Their results supported their hypothesis and showed that higher levels of envy and social comparison are a predictor for depressive symptoms whilst viewing attractive Facebook profiles. 
[bookmark: _GoBack]	Instagram is one of the largest social media platforms in the world, however it is one of the least researched and studied. The purpose of the study is to strengthen 
          A similar study by Krasnova et al (2013) described Facebook as a “hidden threat to life satisfaction”. The results of their study showed that Facebook is a ‘stressful environment’ that decreases life satisfaction due to envious feelings. They defined the self-presentation and narcissist behaviour as the “self-promotion envy-spiral”. Krasnova however recognised the role that culture may have in one’s social media consumption. 

          However, envy on social media does not always procure negative emotions. Studies have also shown that benign envy on Instagram can mediate a positive effect on inspiration, proving that it not all social media interactions are negative (Meier et al, 2018). The researchers however admitted that different factors can ultimately have a negative effect on well-being on Instagram depending on the participants background e.g. an overweight person viewing ‘#fitspiration’ posts. They also noted that the number of strangers followed may also affect the study outcome.
       
        Linking with the study, a study by Lup et al (2015) in Indonesia found that the number of strangers followed on Instagram mediated a higher social comparison effect. They also found that the less strangers followed made it more likely for positive associations. They found that the more time spent on the app also had a significant effect on negative outcomes. However, another Indonesian study by Goal et al (2018) debated this and found that social comparison occurs despite the amount of time spent on the app, they however did agree that the more strangers followed led to a higher social comparison effect.
    The aforementioned studies have shown that there are common correlations between self-esteem, social comparison. and envy whilst using social media sites. Therefore, the purpose of this study is to explore the correlation between self-esteem and social comparison on envy levels whilst viewing positively contented Instagram posts rather than attractive or unattractive profiles.
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