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Abstract

The purpose of this study was to examine the predictors and consequences associated with Instagram selfie
posting. Thus, this study explored whether body image satisfaction predicts Instagram selfie posting and whether
Instagram selfie posting is then associated with Instagram-related conflict and negative romantic relationship
outcomes. A total of 420 Instagram users aged 18 to 62 years (M = 29.3, SD = 8.12) completed an online survey
questionnaire. Analysis of a serial multiple mediator model using bootstrapping methods indicated that body
image satisfaction was sequentially associated with increased Instagram selfie posting and Instagram-related
conflict, which related to increased negative romantic relationship outcomes. These findings suggest that when
Instagram users promote their body image satisfaction in the form of Instagram selfie posts, risk of Instagram-
related conflict and negative romantic relationship outcomes might ensue. Findings from the current study provide
a baseline understanding to potential and timely trends regarding Instagram selfie posting.

Introduction

Research investigating the predictors of Social Net-
working Site (hereafter SNS) use, specifically Facebook

and Twitter use, has gained increasing attention over recent
years.1–3 Moreover, several studies have also examined
the ‘‘dark side’’ effects associated with both Facebook and
Twitter use, specifically demonstrating associations between
SNS use and negative romantic relationship outcomes.4,5

However, there is a limited amount of research examining the
predictors and ‘‘dark side’’ effects associated with Instagram
use. Therefore, the current study explores whether body im-
age satisfaction predicts Instagram selfie posting and whether
Instagram selfie posting is then associated with ‘‘dark side’’
effects, including Instagram-related conflict and negative
romantic relationship outcomes.

History of Instagram

Launching October 6, 2010, as an iPhone app, Instagram
was originally designed with the purpose of allowing users to
share life moments through pictures as they happen in real
time.6 Since 2010, Instagram has become one of the most
popular web sites in the world ranking as the 17th most

popular site in the United States and 30th globally.7 In 2012,
roughly 57% of Instagram users visited the site at least once a
day while 58 photographs were being uploaded each sec-
ond.8 In 2015, Instagram surpassed 300 million active users
with more than 70 million average photos uploaded per day.8

Instagram provides smartphone users (iPhone and An-
droid) the ability to capture photos using their phone’s camera
through the Instagram app.6 Once a photo or video has been
captured, users can edit the image and apply filter(s) before
sharing with others. In addition, users can add a description of
the photo, tag people who are depicted in the photo, and can
also add the location where the picture was captured.6 Once
users are satisfied with the appearance of their photo, they can
directly send their photo to the Instagram newsfeed. Once the
image has been shared to the newsfeed, the users’ followers
have the option of liking the photo or commenting underneath
the image. Users can see which followers have liked or
commented on each picture by clicking the ‘‘news’’ tab, or
users can select the ‘‘following’’ tab to stay up to date on the
liking and commenting activity of their romantic partners,
friends, family, or followers for whom users have no offline
relationship.

Despite the popularity and user friendly interactivity of
Instagram, little is known about the psychological factors

1Retail Merchandising and Product Development, Florida State University, Tallahassee, Florida.
2School of Communication, Florida State University, Tallahassee, Florida.

CYBERPSYCHOLOGY, BEHAVIOR, AND SOCIAL NETWORKING

Volume 19, Number 1, 2016
ª Mary Ann Liebert, Inc.
DOI: 10.1089/cyber.2015.0433

2



that are associated with Instagram use, specifically In-
stagram selfie posting. Indeed, as Fox and Rooney9 recently
noted, at this moment in time there is a limited amount of
research that has examined how people manipulate their
self-presentation on SNSs and there is especially a limited
amount of research examining the relatively new phenom-
enon of ‘‘selfie posting.’’

Instagram selfie posting

The term ‘‘Selfie,’’ which earned word of the year in 2013
by Oxford Dictionary,10 is defined as ‘‘a photograph that one
has taken of oneself, typically one taken with a smartphone
or webcam and uploaded to a social media web site.’’10 As an
emerging form of online body display, psychology and
communication scholars have examined how personality
traits influence selfie posting behaviors.9,11 In fact, research
has shown narcissism, psychopathy, and insularity to be as-
sociated with increased sharing of images of one’s self to
SNSs.9,11–13 Additional research posits, however, that SNSs
help to empower users by serving as a platform for self-
representation.14 Although scholars have examined a wide
range of personality variables in relation to selfie posting
behaviors, research investigating body image variables, such
as body image satisfaction, remains unexamined in the role
of social media use.

Body image satisfaction

Body image is considered to be the mental picture people
form of their physical selves,15 which is culturally and so-
cially constructed16 and used to monitor their appearances
through comparison to others’ physiques.16,17 Recently, as-
sessment of one’s body image through online body display
has become popular due to the emergence of SNSs.18 Online
body display refers to an individual exposing his or her body
in an online public space where it can be freely accessed.19

Existing research on online body display has shown that SNS
users are likely to share images of one’s self to attract mates
or to express dominance.11 Moreover, Bergman et al.11

found that SNS users are also likely to share images of one’s
self for self-promotion purposes, including projecting posi-
tive self-image. Following this line of research, we surmise
that when Instagram users are satisfied with their overall
body image (i.e., positive self-image), self-promotion of
their body satisfaction may take the form of online behav-
iors, specifically as Instagram selfie posts.

H1: Body image satisfaction and Instagram selfie posting
will be positively related.

SNSs’ effects on romantic relationships

Although research on the interpersonal consequences of
selfie posting remains limited, recent work by psychology
and communication scholars has clearly shown that exces-
sive SNS use, including Facebook and Twitter use, can have
damaging effects on health3 and romantic relationship out-
comes.4,5 Indeed, several studies have found that excessive
SNS use, including partner surveillance and monitoring,
posting ambiguous information, and compulsive Internet
use, can be detrimental to romantic relationships.20–24 For

instance, Clayton et al.4,5 found in multiple studies that
excessive Facebook and Twitter use was associated with
increased relationship conflict pertaining to either the par-
ticipant’s own SNS use or their current/former partner’s SNS
use, which the researchers termed Facebook-related conflict4

and Twitter-related conflict.5 Drawing on this line of work,
we suspect that Instagram use might have similar associa-
tions with SNS-related conflict. Therefore, we predict that
Instagram use, specifically Instagram selfie posting, will be
positively related with Instagram-related conflict. In addi-
tion, Clayton et al. also found that Facebook-related conflict4

and Twitter-related conflict5 were positively associated with
negative relationship outcomes (i.e., infidelity and breakup/
divorce). Therefore, we also hypothesize that Instagram-
related conflict will be positively associated with negative
romantic relationship outcomes.

H2: Instagram selfie posting and Instagram-related conflict
will be positively related.

H3: Instagram-related conflict and negative relationship
outcomes will be positively related.

Serial multiple mediator hypothesis

In each study, Clayton et al.4,5 tested the direct and indirect
effects between SNS use, SNS-related conflict, and negative
romantic relationship outcomes. Findings from each of these
studies found a nonsignificant direct effect of SNS use on
negative relationship outcomes. However, the researchers did
find a significant mediational effect for SNS-related conflict,
such that SNS use predicted negative relationship outcomes
(i.e., infidelity and breakup/divorce) through SNS-related
conflict (i.e., jealousy and conflict pertaining to users’ SNS
use). These findings suggest that when SNS use becomes
problematic in a user’s romantic relationship (i.e., increasing
SNS-related conflict), negative relationship outcomes might
follow. Based on the findings from each of these studies, we
predict a similar mediational model.

H4: Body image satisfaction will be sequentially associated
with Instagram selfie posting and Instagram-related con-
flict, which will be related to increases in negative romantic
relationship outcomes.

Method

Participants

To obtain a generalizable sample, this study collected
samples from Amazon’s Mechanical Turk (M-Turk) over the
course of a 5-day period. M-Turk was regarded as an effective
platform for collecting representative samples of the U.S.
population.25 M-Turk has been shown to be slightly more
diverse than traditional Internet samples and far more diverse
than college samples.25 Participants were (N = 420) Instagram
users. All participants were 18 years of age or older and U.S
citizens. In addition, all participants’ former or current ro-
mantic partners had an Instagram account. The participants’
ages ranged from 18 to 62 years old (M = 29.3, SD = 8.12).
Most participants (45%) were Caucasian, 28% Asian, 10%
Hispanic, 11% African American, and 6% indicated Native
American. A majority of participants (64%) were male.
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Materials

A 30-question survey was designed using qualtrics.com.
The survey included demographic questions as well as
questions about participants’ perceived levels of body image
satisfaction and number of selfies posted to Instagram. In
addition, the survey asked participants whether they had
encountered relationship conflict with their current or former
partner as a result of their Instagram selfie posting behaviors.
The survey also asked participants whether Instagram selfie
posting had led to emotional and physical infidelity, breakup/
divorce with a current or former partner. See Table 1 for
means, standard deviations, correlations, and reliability es-
timates (Cronbach’s a) for variables.

Body image satisfaction. The Body Parts Satisfaction
Scale-Revised (BPSS-R)26 is an established two-factor 11-
item modification of the original BPSS developed by
Berscheid, Walster, and Borhnstedt27 and has shown to have
more than adequate internal consistency with a Cronbach’s
alpha of 0.89.26 Using a Likert scale anchored by 1 = Very
Unsatisfied to 6 = Very Satisfied, participants rated satisfac-
tion with weight, arms, stomach, buttocks, hips, upper thighs,
and general muscle tone. Items were summed and divided by
7 to create a mean index for Factor 1 (satisfaction with body;
Cronbach’s a = 0.93). Factor 2 (satisfaction with face;
Cronbach’s a = 0.78) of the BPSS-R consisted of participants
rating satisfaction with breasts, hair, complexion, and overall
face on the same Likert scale as described above. Items were
summed and divided by 4 to create a mean index for Factor 2.
All items were then averaged to compute an overall body
satisfaction composite score ranging from 1 (extremely dis-
satisfied) to 6 (very satisfied) (BPSS-R composite; Cron-
bach’s a = 0.94).

Instagram selfie posting. To measure how many selfies
participants posted of themselves to Instagram, the re-
searchers instructed participants to provide the total number
of pictures they had uploaded to Instagram that could be
considered as a ‘‘selfie.’’ The researchers provided the par-
ticipants the Oxford Dictionary definition of selfie.10 The
mean of the number of selfies uploaded to Instagram within
our sample is M = 45.14, SD = 31.58. In addition, participants
on average used the Instagram platform 31.10 minutes per
day (SD = 36.81), 6.89 days per week (SD = 18.0).

Instagram-related conflict. The current study altered the
six items in the Facebook-related conflict scale4 (Cronbach’s
a = 0.85) and Twitter-related scale5 (Cronbach’s a = 0.94) by
Clayton et al. to measure Instagram-related conflict. Such

items included ‘‘How often do you have/had an argument
with your current/former significant other as a result of your
own or your current/former partner’s Instagram selfie post-
ing?’’ and ‘‘How often do you have/had an argument with
your current/former significant other as a result of the
amount of feedback your selfie or your current/former part-
ner’s selfie has gained on Instagram?’’ The questions were
answered using a Likert scale ranging from 1 = Never to
6 = Always (Cronbach’s a = 0.96).

Negative relationship outcomes. The current study used
negative relationship outcome questions (KR-20 = 0.72) by
Clayton et al.4,5 to measure the criterion variable. The scale
contains three items, including ‘‘Has Instagram selfie posting
led to a breakup/divorce?’’ The researchers condensed the
answers into dichotomous yes/no answer choices. Once av-
eraged, the Kuder Richardson (KR-20) measure of reliability
was 0.76.

Results

We tested the hypotheses using the multiple-mediator
model and bootstrapping method as advocated by Andrew
Hayes.29 Hayes considers bootstrapping as the most appro-
priate method of assessment of indirect effects, as it requires
no assumption regarding the shape of the sampling distri-
bution of the indirect effect.29 Hayes also argues that un-
standardized coefficients are the preferred metric when
reporting results of casual modeling.29 Therefore, model 6
(Fig. 1) of Hayes’s PROCESS for SPSS using 5,000 boot-
strap simuliations29 was estimated to derive the total, direct,
and indirect effects. The unstandardized path coefficients
were used to test hypotheses 1–3, and the point estimate of
the specific indirect effect through both mediators was de-
rived as a test of hypothesis 4. Ethnicity and gender were
dummy coded and entered with age and length of romantic
relationship as covariates in the model.

As can be seen in Figure 1, body image satisfaction was
positively associated with Instagram selfie posting (B = 8.82,
SE = 1.45, p < 0.001), supporting H1. Next, Instagram selfie
posting was positively associated with Instagram-related
conflict (B = 0.027, SE = 0.002, p < 0.001), supporting H2. In
addition, Instagram-related conflict was positively associated
with negative relationship outcomes (B = 0.131, SE = 0.011,
p < 0.001), supporting H3. Most pertinent to H4 was the es-
timate of the indirect effect through both mediators. A bias-
corrected bootstrap confidence interval for the product of this
path that does not include zero provides evidence of a sig-
nificant serial multiple mediator effect.29 Indeed, the path

Table 1. Means, Standard Deviations, Correlations, and Alpha Reliabilities
a

for Variables

M SD 1 2 3 4

1. Body image satisfaction 5.05 1.12 (0.94)
2. Instagram selfie posting 45.14 31.58 0.38***
3. Instagram-related conflict 3.80 1.54 0.36*** 0.66*** (0.96)
4. Negative relationship outcomes 1.19 0.32 0.24*** 0.41*** 0.60*** (0.76)

Note: None of the correlations in the current study exceeded the limit of j0.85j set by Klein (2005)28 to indicate collinearity.
aOn diagonal in parentheses.
***p < 0.001
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from body image satisfaction to negative relationship out-
comes through both mediators was significant with a point
estimate for the effect of 0.032 and a 95% confidence interval
between 0.020 and 0.050, supporting H4. This suggests that
indeed a serial multiple mediation has taken place.

In summary, hypotheses 1–3 were supported. Moreover,
when taking account of all variables (including covariates) in
the model, the total effect of body image satisfaction on
negative relationship outcomes was significant (B = 0.056,
t = 3.53, p < 0.001), whereas the total direct effect (i.e., effect
not mediated by the mediators in the model) was not sig-
nificant (B = 0.010, t = 0.795, p = 0.427). However, the total
indirect effect was significant with a point estimate of 0.045
and a 95% confidence interval between 0.025 and 0.070, see

Figure 1 and Table 2. Thus, the path through both mediators
was significant, whereas the direct effect of body image
satisfaction on negative relationship outcomes or through
either Instagram selfie posting alone or Instagram-related
conflict alone was not significant.

Discussion

Several studies have examined the various predictors as-
sociated with Facebook and Twitter use, as well as the neg-
ative effects associated with such use. However, Instagram
use, specifically Instagram selfie posting, has not received the
same amount of scholarly attention. Therefore, in this study,
we specifically examined whether body image satisfaction

FIG. 1. Unstandardized path coefficients for serial multiple mediation. Note: Dotted line denotes the direct effect.
***p < 0.001.

Table 2. Total, Direct, and Indirect Effects

Negative relationship outcomes as criterion

Effect SE t LLCI ULCI

Total effect of X on Y 0.056 0.016 3.539*** 0.025 0.087

Total direct effect of X on Y 0.010 0.013 0.795 -0.015 0.037

Indirect effect(s) of X on Y Effect Boot SE BootLLCI BootULCI

Total indirect effect of X on Y 0.045*** 0.011 0.025 0.070

Indirect effect 1: X / M1 / Y -0.001 0.005 — -0.012 0.008

Indirect effect 2: X / M1 / M2 / Y 0.032*** 0.007 — 0.020 0.050

Indirect effect 3: X / M2 / Y 0.014 0.009 — -0.002 0.035

Note: X = Body Image Satisfaction, M1 = Instagram Selfie Posting, M2 = Instagram-Related Conflict, Y = Negative Relationship
Outcomes. Covariates including age, gender, ethnicity, and length of romantic relationship status were entered simultaneously with all other
variables, but are not reported here. Number of bootstrap samples for bias corrected bootstrap confidence intervals: 5,000. Level of
confidence for all confidence intervals: 95.

*** p < 0.001
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predicts Instagram selfie posting and whether Instagram selfie
posting is then associated with Instagram-related conflict
(i.e., jealousy and arguments pertaining to either the partici-
pants Instagram selfie posting behaviors or the participant’s
current/former partner’s Instagram selfie posting behaviors)
and negative romantic relationship outcomes (i.e., infidelity
and breakup/divorce). Testing a serial multiple mediator
model using bootstrapping methods, the results of this study
indicated that body image satisfaction is sequentially asso-
ciated with increased Instagram selfie posting and Instagram-
related conflict, which is related to increased negative ro-
mantic relationship outcomes.

The findings from this study have serious implications not
only theoretically but also from an applied perspective.
Theoretically, when users are satisfied with their body image,
self-promotion of their body satisfaction may take the form
of online behaviors, specifically as Instagram selfie posts.
Perhaps this occurs when an Instagram user meets a fitness
goal, finished a day at the salon, or any other potential sit-
uation when users feel satisfied with their overall body im-
age. Undoubtedly, Instagram affords users a platform for
self-promotion of their satisfied physiques during such times.
However, when selfie posting becomes too frequent, our
findings support a great deal of research that suggests that
SNS use can serve as a catalyst for SNS-related conflict. We
speculate that Instagram-related conflict might arise when
users begin to monitor their partner’s Instagram selfie post-
ing behaviors. To this end, excessive online monitoring may
then result in verbal disputes between romantic partners.
Moreover, romantic partners may experience jealousy given
the amount of feedback (i.e., likes and comments) a selfie has
accumulated on Instagram. It is also possible that Instagram
selfie posts may capture other users’ attention resulting in the
development of online relationships with other Instagram
users. Unsurprisingly, excessive monitoring, verbal disputes,
jealousy, or connecting with other users might then increase
the users’ chances of experiencing relationship infidelity
and dissolution. Thus, from an applied perspective, our
findings suggest that practitioners (i.e., marriage counselors)
should inquire about online behaviors, including selfie post-
ing when couples have experienced or are nearing infidelity
and separation.

Limitations and implications for further research

The current study included several limitations. First, given
the correlational nature of this study, causal relationships
cannot be inferred. Second, the sample included participants
who were told before starting the survey that they would be
answering questions regarding body image satisfaction, In-
stagram use, and relationship outcomes, and this may have
skewed the data. Third, some items were left to participants’
interpretation, such as the word ‘‘excessive,’’ when an-
swering questions about Instagram-related conflict. Finally,
social desirability is an unavoidable issue when it comes to
self-reported data, particularly when the issues under in-
vestigation are sensitive as in the current study.

Although the current study used an atheoretical exploratory
approach, the results provide a baseline understanding to
potential and timely trends regarding Instagram use, specifi-
cally Instagram selfie posting. Thus, future research should
aim to investigate the theoretical underpinnings associated

with the relationships among the variables examined in this
study. For instance, while it was outside the scope of the
current study to test the idealized virtual identity hypothesis,30

future research should examine whether Instagram users
promote their real personality in the form of selfie posts or as
their idealized versions of themselves.

Conclusion

Despite the need for future research, the results from
our study indicated that body image satisfaction is sequen-
tially associated with increased Instagram selfie posting and
Instagram-related conflict, which is related to increased neg-
ative romantic relationship outcomes. These findings suggest
that when Instagram users’ promote their body image satis-
faction in the form of Instagram selfie posts, risk of Instagram-
related conflict and negative romantic relationship outcomes
might ensue.
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