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Abstract  

Background: With the increased use of social media and its rising popularity among people of 

all ages, possible negative health consequences of social media are commonly addressed by the 

media and scientists. One particular social media platform, that is commonly used among young 

adults, is Instagram. As young adults are especially vulnerable to several mental disorders, 

investigating the association between the passive use of Instagram and mental health of young 

adults is inevitable. Additionally, Instagram is suggested to provide large comparison potential. 

Therefore, the tendency to compare oneself to similar others needs further attention to better 

understand the relation between Instagram and mental health.  

Method: An online survey was conducted, making use of a cross-sectional design. Therefore, 

two pre-established questionnaires were used, namely the Iowa-Netherlands Comparison 

Orientation Scale and the Satisfaction with Life Scale. To gather participants convenience and 

snowball sampling was performed. In the final sample N=76 participants were included. The 

data was analysed using SPSS and the PROCESS macro for moderation analysis.  

Results: No significant correlation between passive Instagram use and satisfaction with life 

was found (r(76) = .05, p = .69). Additionally, the estimated model of the interaction effect of 

passive Instagram use and comparison orientation on satisfaction with life was found to be 

insignificant (F(3, 72) = 0.85, p = .47, R² = .03). Also, the moderation effect of comparison 

orientation on the relationship between passive Instagram use and satisfaction with life was not 

confirmed by this analysis (b = -.12, p = .09). 

Conclusion: Overall, passive Instagram use is not associated with life satisfaction no matter 

how much people tend to compare themselves with others. The results of this study provided 

valuable insights into the ongoing debate on the effects of Instagram on mental health and 

provided ideas for future research.  

Keywords: social media, Instagram, social comparison, comparison orientation, life 

satisfaction, well-being, moderation analysis, young adults   
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The Moderating Role of Comparison Orientation on the Association between Instagram 

Use and Life Satisfaction 

With the increased use of the World Wide Web and the greater need to stay connected 

with people all over the globe, social media has become more popular over recent years than 

ever. Nowadays more than 4.2 billion people are using social networking sites all over the world 

(Statista, 2022). Whereas many are happy about the new possibilities that come with the 

application of social networking sites, such as Facebook or Instagram, more and more people 

are raising concern about the (mental) health effects that social media might have on individuals 

and society (Berryman et al., 2017).  

 Social networking sites are defined as online platforms, which facilitate the exchange 

and creation of content, and information within virtual online communities. It is an umbrella 

term for internet-based applications, where people can share personal information such as 

videos, photos, or thoughts (Dollarhide, 2021; Vincent, 2016). The most used social networking 

site is Facebook with over 2.9 billion users worldwide, although people between the age of 18 

and 29 use Instagram most often (Auxier & Anderson, 2021; Statista, 2022). The majority of 

social media users, access their social media platforms daily (Auxier & Anderson, 2021).   

There are different possibilities to interact with each social networking site but, 

generally, social networking behaviour can be divided into two categories. On the one hand, 

users can engage actively, by creating and sharing content or communicating with other people 

to facilitate social connections (Gerson et al., 2017). On the other hand, they can use social 

networking sites passively by only consuming the content of others while neither producing 

content themselves nor sharing content with other users (Gerson et al., 2017). Especially passive 

social media use is associated with negative mental health consequences, such as decreased 

subjective well-being, increased social anxiety, depression, fear of missing out, feelings of envy 

and upward social comparisons (Burnell et al., 2019; Koroleva et al., 2011; Selfhout et al., 

2009; Shaw et al., 2015; Verduyn et al., 2017). The hypothesis that passive social media use 

has negative effects on the well-being of social media users is also called the passive social 

media use hypothesis (Hall et al., 2019; Lachmann et al., 2018; Sheldon & Bryant, 2016). 

Active social media use, on the other hand, is correlated with increased social capital and fewer 

depressive symptoms (Koroleva et al., 2011).   

In recent years, also general implications of social media use on mental health were 

increasingly investigated. Symptoms of depression and anxiety, loneliness, decreased 

psychological and physical well-being and lower self-esteem, are only some of the negative 

health consequences that were associated with the use of social media (Selfhout et al., 2009; 
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Shaw et al., 2015; Yang, 2016). Contrastingly, other studies found that the use of social media 

is associated with increased self-esteem, increased social interactions, more social capital, 

enhanced overall psychological well-being and less loneliness (Koroleva et al., 2011; Lup et 

al., 2015). Thus, findings on social media and its relationship with mental health are rather 

inconclusive and lack convincing evidence (Yang, 2016). This is especially alarming, knowing 

that young adults are particularly vulnerable to mental disorders and suicidal tendencies (WHO, 

2021) and only little is known about the association of the most popular social media 

networking site among young adults, Instagram, and its effects on mental health. 

Instagram 

Often solely the umbrella term “social media” is investigated, which does not serve the 

complex demands of different social media platforms, because of substantial differences such 

as motivation for usage, entertainment, identification, emotions, stimulation, practical use or 

social interactions (Voorveld et al., 2018). With over 71% of young adults using Instagram, it 

is a social networking site that is rising in popularity (Auxier & Anderson, 2021, Statista, 2022). 

On Instagram, users can share photos and videos and support them by adding short texts, as 

well as locations and hashtags, which help to spread their content also to strangers. Other users 

can react to these photos and videos by liking or commenting underneath the posts or sending 

direct messages. Additionally, people can post stories or do live videos which makes it easy to 

engage with followers and other users (Kim et al., 2017). While doing so, the invention of 

(face)-filters is increasingly adopted within Instagram, idealising images to unrealistic and 

unnatural standards (Bakhsh et al., 2015; Rettberg, 2014).  

Instagram is a rather new social media platform and research about the health 

implications of Instagram is scarce. Whereas some studies report lower levels of well-being and 

higher scores for different psychological disorders such as eating disorders, social anxiety, or 

depression (Ceballos et al., 2018; Griffiths et al., 2018; Schmuck et al., 2019; Yurdagül et al., 

2019), other studies were not able to find those associations (Brailovskaia & Margraf, 2018; 

Vannucci et al., 2018). Verduyn et al. (2015) found, that well-being of Facebook users seems 

to decrease when using Facebook passively but increase when using Facebook actively. Such 

findings are not established for Instagram yet.  

Research is needed to further explore the relationship between specific social media 

platforms, social media usage, and their role in relation to mental health (Seabrook et al., 2016). 

Most often, social media research is focused on Facebook (Sharma et al., 2020), as it is the most 

often used social networking site among the general population, ignoring that Instagram is more 

popular among young adults. Therefore, especially for young adults, who are vulnerable to 
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mental health problems such as depression or even suicide (Blakemore, 2019; WHO, 2021), 

research on social networking sites such as Instagram instead of Facebook, is necessary.  

Social Comparison Orientation 

Given that Instagram is an image-based social networking site, making use of many 

features such as likes, followers, filters, stories, live videos or reels, it is likely that Instagram 

serves as a great platform to compare oneself to others. People can not only follow the daily 

life of their friends but also that of strangers, providing users with many opportunities to 

compare their own daily life, behaviour or opinions to that of other people. An experimental 

study by Engeln et al. (2020), supports this by showing that social comparison effects are 

stronger for Instagram users than for Facebook users, due to the focus of Instagram on photos 

and videos which provoke more social comparison behaviours.  

Social Comparison theory was first proposed by Festinger in 1954, who theorised that 

humans have a natural drive to evaluate their opinions and abilities and that this evaluation in 

turn affects a person's behaviour. According to Festinger (1954), people evaluate their opinions 

and abilities by comparing these to the abilities and opinions of others, if objective, non-social 

means are not accessible for comparison. In addition, people only compare their opinions and 

abilities to others who lie within a self-imposed range of similarity to themselves, also called 

the similarity hypothesis. The more similar the person for comparison is to oneself, the more 

likely it is that one compares her-/himself with that person (Suls & Wheeler, 2000). 

Social comparison orientation refers to the extent to which people compare their 

accomplishments, situations and experiences to those of others (Buunk & Gibbons, 2006). It 

differentiates itself from sole social comparison behaviours in being a distinctive trait that 

people possess, and can score high or low in. Therefore, people having a high social comparison 

orientation engage in social comparison behaviours universally more frequently than people 

who have a low social comparison orientation.  

People can either engage in upward or downward comparison. If someone makes use of 

upward social comparison, they compare themselves with others who are perceived as better 

than them on the factor to be compared (Hakmiller, 1966). People engaging in downward 

comparison on the other hand compare themselves with a person below their level (Hakmiller, 

1966). It was found that people generally tend to engage in upward comparison more often than 

in downward comparison (Festinger, 1954; Hakmiller, 1966; Thornton & Arrowood, 1966). 

This is due to the desire to evaluate oneself compared to the ideal aspired (Rogers et al., 2017). 

Though, if the self-regard of people is threatened, they tend to engage in downward comparison 
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to heighten their well-being by comparing themselves to the less fortunate (Hakmiller, 1966; 

Wills, 1981).  

Buunk and Gibbons (2007) found that people who have a high tendency to socially 

compare are more likely to feel uncertain about themselves and make use of social information 

for self-evaluation. Therefore, it is likely that people with a high comparison tendency also 

make use of Instagram and social media to compare themselves with others. Next to the several 

negative health consequences of passive social media use already mentioned, it was found that 

passive social media use increases the feeling that other people are doing better than oneself 

and is related to negative social comparisons (Chen et al., 2016; Suls & Wheeler, 2000). This 

is in line with the fact that people who engage in passive social media use also engage more 

frequently in upward social comparisons (Burnell et al., 2019; Rousseau et al., 2017), which is 

related to increased negative affect and higher levels of admiration and envy within social media 

users (Chen et al., 2016; Suls & Wheeler, 2000). Engeln et al. (2020) suggest that effects found 

for social media, in general, are similar or even stronger for Instagram, due to its image and 

video-based nature. Still, the literature about Instagram and social comparison is scarce. 

A high social comparison orientation may have tremendous effects on individuals. With 

increasing social comparison orientation, self-esteem, positive affect and optimism are likely 

to decrease while negative affect, envy, guilt, regret and depressive- and anxiety symptoms are 

likely to increase (Gibbons & Buunk, 1999; White et al., 2006).  Additionally, a study by Vogel 

et al. (2015) found that a high social comparison orientation leads to heavier Facebook use. 

They further found that after engaging in brief social comparisons, people with a high 

comparison orientation experience lower self-perception and increased negative affect 

compared to those with a low comparison orientation. Conclusively, several studies suggest a 

negative association between social comparison orientation and life satisfaction (Buunk et al., 

2007; Civitci & Civitci, 2015; Edillo et al., 2012). Multiple studies have found that comparison 

processes play a crucial role in individual life satisfaction (Clark & Oswald, 1996; D´Ambrosio 

& Frick, 2007; Hagerty, 2000; McBride, 2001). Recent findings show conclusive evidence, 

suggesting that individuals who engage in social comparisons more often, consistently have 

lower self-reported satisfaction with their lives (Buunk et al., 2007; Clark & Senik, 2010).  

Satisfaction with life  

With the increasing attention of social media and its relation to mental health, the 

association between social media and well-being, and in this respect also life satisfaction, were 

taken a closer look at. Satisfaction with life is, among negative and positive affect, one of the 

three components of subjective well-being (Andrews & Withey, 1976). Whereas positive and 
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negative affect touch on the affective and emotional components, satisfaction with life refers to 

the cognitive and judgemental aspects of subjective well-being (Neto, 1995). Therefore, life 

satisfaction is defined as the cognitive and global evaluation of the quality of one's life based 

on individual sets of criteria (Pavot & Diener, 1993; Shin & Johnson, 1978). The perceived life 

circumstances are compared to a self-imposed standard to make a judgement on how well these 

circumstances match this standard. If it is a good match, the satisfaction with life will be higher. 

The standard to which individuals compare their own life circumstances is different for every 

individual. Therefore, different people can have different standards for success and unique 

criteria for a “good life” (Diener et al., 1985).  

Studies show that social media use decreases satisfaction with life and well-being 

(Errasti et al., 2020; Hawi & Samaha, 2017).  Many studies have established a negative 

correlation between social media use and life satisfaction (Asbury & Hall, 2013; Errasti et al., 

2020; Hawi & Samaha, 2017). Contrastingly, Houghton et al. (2020) found that individuals 

report using social media to heighten their satisfaction with life, implying that social media may 

increase the perceived satisfaction with the life of its users. The relationship between social 

media use and life satisfaction seems to be influenced by the way people are using their social 

media. In this regard, passive social media use is once again identified as decreasing life 

satisfaction in social media users, whereas active use can promote life satisfaction (Asbury & 

Hall, 2013).  

The relation between Instagram use and life satisfaction is vastly understudied. One 

recent finding suggests a weak negative correlation between increased Instagram use and life 

satisfaction (Yesilyurt & Solpuk Turhan, 2020). It is also suggested that there are existing 

gender differences, with women having a larger increase in life satisfaction after a break from 

Instagram than men (Fiovaranti et al., 2020). To this date, no convincing conclusions can be 

drawn about the use of Instagram and its effect on individuals’ life satisfaction.  

Though, two studies were conducted on the effect of social media and well-being when 

being moderated by comparison orientation. De Vries et al. (2017) investigated the moderating 

role of social comparison orientation on positive affect in relation to watching posts of strangers 

on Instagram. They found that differences in positive affect seem to be moderated by the 

tendency to engage in social comparison. Therefore, individuals who scored high on social 

comparison orientation were more likely to be negatively affected by looking at positive 

Instagram posts from strangers, while people who score low on social comparison orientation, 

are positively affected by viewing positive posts from strangers on Instagram. This effect was 

also established in other studies investigating social media in general (Vogel et al., 2015; Wang 
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et al., 2017). Still, conclusive, recent research on the moderating role of comparison orientation 

especially with regards to Instagram and life satisfaction is still missing.  

The present study  

 The compilation of previous research points to gaps when looking at the relationship 

between Instagram use and life satisfaction, as well as the moderating role of comparison 

orientation. Thus, further research is especially necessary, as Instagram is the most popular 

social networking site among the 18- to 29-year-old population in western countries (Statista, 

2022). Due to the vulnerability of young adults to several mental health disorders (WHO, 2021), 

it is important to further explore the relationship between Instagram use and life satisfaction, 

including a possible moderating role of comparison orientation. Most previous research focused 

on social media in general instead of focusing on a specific platform, and findings cannot be 

generalised for all platforms because of substantial differences in domains such as motivation 

for usage, entertainment, identification, emotions, stimulation, practical use or social 

interactions (Voorveld et al., 2018). Therefore, the umbrella term of social media is not suitable 

for making conclusive predictions about the mental health of young adults. In addition, 

Instagram is a photo- and video-based platform, which provides additional and heightened room 

for social comparisons in contrast to other social networking sites such as Facebook (Engeln et 

al., 2020). Therefore, this thesis will focus exclusively on the use of Instagram and its 

association with the mental health of young adults. More specifically, the aim of this thesis is 

to gain a better understanding of the association between Instagram use and young adults´ life 

satisfaction while investigating a possible interacting role of social comparison orientation and 

passive Instagram use on this relationship. The investigated effect is visualised in Figure 1. The 

research question of this paper is:  

RQ: Does comparison orientation moderate the relationship between passive Instagram 

use and satisfaction with life? 
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Figure 1.  

Moderation effect of social comparison orientation on the relationship between passive 

Instagram use and satisfaction with life.  

 

 

To answer the research question, the general correlation between Instagram use and 

satisfaction with life should be investigated. To this date, no conclusive evidence was 

established covering the interplay of passive Instagram use and Satisfaction with Life. Still, 

studies focusing on social media instead of Instagram suggested that passive social media use 

is associated with several negative health consequences (Burnell et al., 2019; Koroleva et al., 

2011; Selfhout et al., 2009; Shaw et al., 2015; Verduyn et al., 2017). Additionally, Verduyn et 

al. (2015) found passive Facebook use to be negatively correlated with well-being. These 

effects are also assumed for the relation between passive Instagram use and life satisfaction. 

Thus, the first hypothesis is:  

H1: There is a negative correlation between passive Instagram use and satisfaction with 

life.  

To investigate the moderating role of social comparison orientation on the relationship 

between Instagram use and satisfaction with life, the moderation effect of social comparison 

orientation on this relationship should be explored. The moderating effect of social comparison 

orientation on the relation between social media use and well-being was found in several studies 

(de Vries et al., 2017; Vogel et al., 2015; Wang et al., 2017). As different social media platforms 

differ profoundly in the effect they have on their users, it is important to find out whether this 

interaction effect can also be established for Instagram. Therefore, the second hypothesis is: 

H2: Comparison orientation moderates the relationship between passive Instagram use 

and satisfaction with life. 



12 

 

Methods 

Design 

As the variables passive Instagram use, satisfaction with life and social comparison 

orientation are already well established, a quantitative cross-sectional design is adopted for 

measuring the moderating effect of social comparison orientation on the relationship between 

passive Instagram use and satisfaction with life. 

Procedure  

The study was submitted and ethically approved by the BMS ethics committee of the 

University of Twente (request number 220244). After the ethical approval, the survey link was 

distributed to the participants via Instagram or WhatsApp. After clicking on the survey link, the 

participants were directed to the survey via Qualtrics.com. A short introduction of the topic of 

the survey was provided and the participants were asked for informed consent to participate in 

the study. The participants were educated about the purpose of the study, voluntary 

participation, their withdrawal rights, anonymity, and data handling. After giving consent to 

participate in the study, participants were directed to the next section in which they were asked 

several questions about their demographics, such as age, nationality, and gender. Consequently, 

the survey items were shown, and the participants had the opportunity to answer several 

questions and scales relating to mental health and questions regarding their social media use. 

At the beginning of the survey, the contact information of the research team was 

provided in case any questions or problems arise during the data collection. When the 

participants finished the survey, they were thanked for their participation and were allowed to 

close the online survey. The whole survey took two about 40 for the participants to complete.  

Participants  

Convenience and snowball sampling were used to collect data. The participants were 

recruited via social media, such as Instagram or WhatsApp. Additionally, the study was 

uploaded into Sona Systems from the University of Twente. Therefore, the survey was 

accessible to all Psychology students from the University of Twente. Participants who filled in 

the survey via Sona Systems received 0.25 credits for their participation, of which they need 15 

in total for their studies. All other participants did not receive any rewards. The survey was also 

distributed to the social environment of the researchers, who were asked to forward the survey 

further.  

The survey was available from the 12th of April to the third of May of 2022. To ensure 

the quality and usability of the data some exclusion criteria were pre-established. Therefore, 

participants under 18 or above 29 years were excluded from the analysis, as the study concerned 
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young adults only. Additionally, participants who did not indicate to use Instagram were 

excluded from the analysis. Of the participants, n = 6 were excluded because they failed to 

provide consent and n = 121 of the participants needed to be excluded because they did not 

complete the survey. Another n = 2 were excluded as they did not use Instagram and n = 4 

people were cleared from the sample as they were above 29 years. Additionally, n = 24 

participants had to be excluded as they did not pass the attention check. Therefore, a 

convenience sample was gathered with N = 235 participants, from which N = 76 participants 

were included in the analysis. This was in line with the suggested sample size by G*Power of 

N = 73, which was calculated for a two tailed moderation analysis, using a significance criterion 

of α = .05, and a power = .90, while expecting an f² = 0.15. The majority of participants were 

female and from Germany (71.1%). For more details about the demographics of the sample, 

see Table 1.  

 

Table 1 

Demographic Characteristics of Participants  

Characteristic  
Sample 

N (%) M (SD) 

Age  76 (100) 22.45 (1.45) 

Gender Female 48 (63.2)  

 Male 27 (35.5)  

 Prefer not to say 1 (1.3)  

Nationality German 54 (71.1)  

 Dutch 6 (7.9)  

 Other  16 (21.1)  

Note. N = sample size; M = Mean; SD = Standard Deviation. 

 

Materials  

For this research, an online survey was established. The survey was a joint work of 

different researchers who investigated the topic of mental health and social media. For this 

thesis, a self-invented question measuring Instagram use and two validated scales measuring 

the comparison orientation and satisfaction with life of the participants were used. The survey 

can be found in Appendix A. For the data collection, the software Qualtrics was used. To 
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participate in the survey a working internet connection and a device, preferably a laptop or 

computer were needed. Participants were able to participate in the survey from wherever they 

wanted. One item for checking the attention of the participants was incorporated in the survey 

saying, “If you are paying attention, please select “Strongly disagree””. The participants had to 

select “Strongly disagree” on a five-point Likert scale, to pass the attention check. Overall, the 

survey was composed of an information page, consent form, demographic questions, and the 

above-mentioned scales.  

Demographics 

For this study, the participants were asked about their age, gender, and nationality. The 

age was assessed in an open question. Next, they could select their gender from a variety of 

seven options. Participants were also provided with the option of “prefer not to say”. Lastly, 

they were asked which nationality they have. For this, participants were able to choose between 

“German”, “Dutch” and “Other”. For those who picked “Other” a text field was provided to 

state their nationality.  

Instagram Use 

For measuring the participants` Instagram use, one item was included in the survey. To 

this date, no psychometrically evaluated questionnaire for the use of Instagram is established, 

wherefore a new item measuring the Instagram use of the participants was created. While 

formulating this item, attention was paid to neutral and easy phrasing. For this analysis, 

participants were asked to indicate the extent to which they make use of Instagram passively 

by asking the participants to “Please indicate how much you use Instagram passively. Passive 

use is defined as browsing content, viewing others' posts, reading comments.”. Participants had 

to indicate the extent to which they use Instagram passively by selecting their answer on a 7-

point Likert scale, where one was “not passively at all” and seven was “only passively”.  

Iowa-Netherlands-Comparison-Orientation Scale  

The Iowa-Netherlands-Comparison-Orientation Scale is an 11-item scale asking about 

the extent to which people generally compare themselves to others (Gibbons & Buunk, 1999). 

The scale is the only valid and reliable scale measuring social comparison orientation. When 

filling in the Iowa-Netherlands-Comparison Scale, participants had to indicate, to what extent 

they agree or disagree with the predefined statements, such as “I often try to find out what others 

think who face similar problems as I face” on a five-point Likert scale, with one being “I 

disagree strongly” and five being “I agree strongly”. Two items were scored in reverse to ensure 

the validity of the scale. Its validity and reliability were tested and confirmed for populations 

of the United States, The Netherlands and Germany (Gibbons & Buunk, 1999; Schneider & 
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Schupp, 2011). The internal reliability of the Iowa-Netherlands-Comparison Scale ranges from 

α = .78 to .85 and shows strong temporal stability (.60 to .71) (Buunk & Gibbons, 1999). Buunk 

and Gibbons (1999) also established the validity of the scale as being good. For the sample used 

in this thesis, the internal reliability was good with a Cronbach's Alpha of α = .78.  

Satisfaction with Life Scale  

 The Satisfaction with Life Scale is a measure of global life satisfaction with good 

reliability (α = .61 to .81) and validity (Diener et al., 1985; Pavot et al., 1991). This was 

supported by the findings of this analysis. In the used sample a Cronbach's alpha of α = .85 

was found suggesting very good internal consistency. The scale contains five questions, and 

the participants had to indicate to what extent they agree or disagree with given statements, 

such as “I am satisfied with my life”. Therefore, participants had to make choices on a seven-

point Likert scale ranging from “strongly agree”, to “disagree strongly”.  

Data Analysis 

For this analysis, passive Instagram use served as the independent variable, comparison 

orientation as the moderator variable and satisfaction with life as the dependent variable. The 

data analysis was performed using IBM SPSS statistics Version 28.0.1. First, the data was 

cleaned, by assigning values to specific answers where necessary, re-coding the data of reversed 

items and erasing invalid responses, to facilitate the analysis.  

Next, several assumptions were tested to check whether the data is suitable for 

performing linear regressions. In that regard, the data was tested for normality. This test was 

performed using the Shapiro-Wilk test and by looking at the respective Q-Q plots, as well as 

the skewness of the variable data. Only the data on comparison orientation was normally 

distributed, which is why the data measuring satisfaction with life and comparison orientation 

was transformed using the square root transformation. After transforming the data to fit a 

normal distribution, uncorrelatedness of the residuals was tested, by performing the Durbin-

Watson test. Next, multicollinearity was assessed by looking at the variance inflation factor 

(VIF) of the independent variable and the moderator. To check the assumption of 

homoscedasticity, the Breusch-Pagan test was used to test the hypothesis, that the error 

variances are equal across the sample. To make sure that not only the data but also the residuals 

in the estimated model were normally distributed, the Shapiro-Wilk test and the Q-Q Plot of 

the residuals were checked. Lastly, it was made sure that there were no outliers within the 

dataset, by investigating the interquartile range of the variables.  

Subsequently, descriptive statistics of the gathered data were calculated. To test the pre-

established hypotheses, a correlational analysis between the independent variable passive 
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Instagram use and the dependent variable satisfaction with life was performed using Pearson’s 

correlation coefficient. A correlation of r < .30 indicated a weak correlation, r < .50 a moderate 

and r > .50 a strong correlation.  After that, the moderation effect of comparison orientation on 

the relationship between passive Instagram use and satisfaction with life was investigated using 

the SPSS extension PROCESS 4.0 by Andrew Hayes (n.d.). Therefore, a multiple linear 

regression was performed using a two tailed test with an  = .05 as a cut-off value for statistical 

significance. By this, it was investigated whether the supposed interaction effect of passive 

Instagram use, and comparison orientation was able to significantly predict life satisfaction.  

Results 

Descriptive Statistics 

A sample size of N=76 was used for analysis, which fit the suggested sample size by the 

G*Power analysis of N=73. At first descriptive statistics were calculated for each variable. 

Overall, the participants were dissatisfied with their life (M=14.04), as scores on the 

Satisfaction with Life Scale between 10 and 14 indicate dissatisfaction with life. Additionally, 

the participants made use of Instagram more passively than actively, as can be seen in the large 

left skew of the data. When looking at the Iowa-Netherlands Comparison Orientation scores, 

the light left skew of the data shows that the participants tend to engage in social comparisons 

regarding their abilities, behaviours, and opinions. Table 2 shows all descriptive statistics for 

all three variables. The survey took the participants about 40 minutes to complete.  

 

Table 2 

Descriptive Statistics for the variables passive Instagram use, comparison orientation and 

satisfaction with life 

    Confidence Interval 

 M SD Variance Lower Upper 

Passive Instagram Use 5.51 0.84 0.71 5.33 5.7 

Comparison Orientation 3.26 0.35 0.12 3.18 3.34 

Satisfaction with Life 14.04 5.53 30.63 12.82 15.34 

Note. N=76; M=Mean; SD = Standard Deviation; Confidence Interval = 95%. 
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Assumption check 

Normality  

To whether the assumptions for conducting a multiple linear regression were met, all 

three variables were tested for normality. The Shapiro Wilk test showed a significant deviation 

from normality for the variables of satisfaction with life (W(76) = .97, p = .04) and passive 

Instagram use (W(76) = .84, p < .001), and therefore suggested a non-normal distribution for 

the data of those variables.. This finding was also supported by the Q-Q plot (see Appendix B 

and C). Thus, both, the variable satisfaction with life and the variable passive Instagram use 

were transformed using the square root transformation leading to a normal distribution within 

the data of satisfaction with life (W(76) = .97, p = .06) but not within the data of passive 

Instagram use (W(76) = .85, p < .001) (see also Q-Q Plot, Appendix D and E). Therefore, also 

the skewness of the data of passive Instagram use and the Q-Q plot were looked at again, which 

both indicated that the data is approximately normally distributed (skewness of 0.19, SE = .28). 

For comparison orientation the Shapiro-Wilk test established non-significant values of W(76) 

= .98, p = .20) suggesting a normal distribution of the variable data, which was also supported 

by the Q-Q plot (Appendix F) and the skewness (-0.18). Therefore, it is assumed that the 

variable comparison orientation is following a normal distribution and is suitable for further 

regression analysis.  

Uncorrelatedness of Residuals 

To ensure that the observations are independent and provide no information about the 

occurrence of another observation, the residuals must not be serially correlated. Therefore, the 

Durbin-Watson test was performed, which supported the assumption that the observations were 

indeed independent (Durbin-Watson = 1.93).  

Multicollinearity  

To estimate a linear regression the independent variables must not be strongly 

correlated. Therefore, the variables were tested for multicollinearity. For this, the variance 

inflation factor (VIF) was looked at. Both independent variables, passive Instagram use and 

comparison orientation showed high VIF-values indicating strong multicollinearity, namely 

VIF = 77.92 and VIF = 32.58, respectively. Therefore, the variables were mean centered to 

correct the collinear nature of the data leading to VIF values of VIF = 1.04 for passive Instagram 

use and VIF = 1.01 for comparison orientation. With the mean-centered values, the interaction 

effect was calculated, which also showed no sign of multicollinearity with either of the 

independent variables (VIF = 1.04).  
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Homoscedasticity  

To test the assumption of homoscedasticity, hypothesising that the variance stays equal 

across the sample, the Breusch-Pagan test was performed. No indication of heteroscedasticity 

was found, with p = .76. This finding was also supported visually by a scatter plot (Appendix 

G), wherefore it was concluded that the assumption of homoscedasticity was met.  

Normality of Residuals 

Next to the raw data, also the residuals were tested to meet the assumption of normality. 

The Q-Q Plot of the residuals (Appendix H) indicated a light skew to the right of 0.21, even 

though the Shapiro Wilk test indicated a normally distribution (W(76) = .97, p = .05).  

Outliers 

No outliers were detected in the dataset.  

Passive Instagram Use on Satisfaction with Life 

The first hypothesis, there is a negative correlation between passive Instagram use and 

satisfaction with life, was tested using Pearson's correlation coefficient. This revealed a weak, 

statistically non-significant positive relationship between the two variables (r(76) = .05, p = 

.69). Therefore, the first hypothesis is to be rejected.  

Moderation effect of Comparison Orientation on the relationship between passive 

Instagram use and Satisfaction with Life  

The second hypothesis, comparison orientation moderates the relationship between 

passive Instagram use and satisfaction with life, was tested using the PROCESS macro by 

Hayes (n.d.) for moderation analysis. Overall, the model was not significant (F(3, 72) = 0.85, 

p = .47, R² = .03). Therefore, it must be concluded that the model of passive Instagram use and 

comparison orientation predicting life satisfaction was not was not able to predict the effect of 

passive Instagram use and comparison orientation on satisfaction with life.  

Additionally, the effect of passive Instagram use on life satisfaction was found to be 

non-significant (b = .09, p = .80), meaning that passive Instagram use can not predict 

satisfaction with life. Next, the effect of comparison orientation on satisfaction with life was 

examined. The results showed that comparison orientation was not significantly connected to 

satisfaction with life (b = .39, p = .13). Additionally, the interaction effect was found to be non-

significant (b = -.12, p = .09), suggesting no moderating effect of comparison orientation on the 

relationship between passive Instagram use and satisfaction with life (Table 3). Therefore, it 

can be concluded that there is no moderating effect of comparison orientation, resulting in the 

rejection of the second hypothesis.  
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Table 3 

Unstandardised values for the interaction effect of comparison orientation on the relationship 

between passive Instagram use and satisfaction with life 

 b SE t p 

Constant 3.67 .09 42.14 <.01 

Passive Instagram Use .09 .34 .26 .80 

Comparison Orientation .39 .25 -1.54 .13 

Passive Instagram Use * 

Comparison Orientation 

-.12 .91 -.13 .90 

Note. N = 76; SE = Standard Error; Confidence interval = 95%. 

 

Discussion 

The aim of this thesis was to deepen the understanding of the relationship between 

passive Instagram use and satisfaction with life. Moreover, a possible moderation effect of 

comparison orientation was examined, to answer the research question: Does comparison 

orientation moderate the relationship between passive Instagram use and satisfaction with 

life?. For this purpose, two hypotheses were established, namely There is a negative correlation 

between passive Instagram use and satisfaction with life and Comparison orientation 

moderates the relationship between passive Instagram use and satisfaction with life, which 

were both rejected based on the results of this analysis.  

The suggested negative correlation between passive Instagram use and satisfaction with 

life, was not found to be significant in this analysis, suggesting that there is no association 

between passive Instagram use and life satisfaction. This stands in contrast with many studies 

supporting the passive social media use hypothesis on well-being (Hall et al., 2019; Lachmann 

et al., 2018; Sheldon & Bryant, 2016). One explanation for the contradicting findings could be 

that passive social media use decreases subjective well-being by loading only on the affective 

component of well-being. This would be in line with the findings of Verduyn et al. (2015), who 

found that passive Facebook usage is associated with negative affect by increasing the feeling 

of envy and thereby decreasing well-being. Therefore, one possible explanation for the different 
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findings is that passive Instagram use might influence the affective component of well-being 

but not the cognitive component and thus is not associated with life satisfaction.  

Another explanation for not finding a relationship between passive Instagram use and 

satisfaction with life might be associated with the understanding of the concept of life 

satisfaction as such. Stubbe et al. (2005) conducted a twin-study in which they found that about 

38% of one's life satisfaction can be attributed to genetic influences. Therefore, individual life 

satisfaction may be partly inherited, which means that next to environmental factors, genetics 

are a major influence on individual life satisfaction. This would provide room to suggest that 

life satisfaction might be more stable and less variable than thought, making it less susceptible 

to short-term influences, such as browsing on social media. In line with that Headey and 

Wearing (1992) found that people seem to have a baseline life satisfaction to which they balance 

back after negative or positive life events. Thus, life satisfaction can decrease during negative 

life events but most of the time people are able to adapt to these situations and get back to their 

baseline life satisfaction (Headey & Wearing, 1992). Therefore, it may be that life satisfaction 

is a rather stable factor across the life span. This would mean that life satisfaction could be 

influenced by Instagram on a short-term basis but will most likely bounce back to one’s normal 

level of life satisfaction after a short time, making it rather unlikely for life satisfaction to be 

persistently influenced by the use of Instagram. Thus, it might be that the effects of Instagram 

usage on life satisfaction are detectable immediately after using Instagram but due to the 

resilience of life satisfaction, it is hard to grasp these effects at a later point in time.  

Additionally, Schimmack and Oishi (2005) found that domain-specific satisfaction is 

one of the most proximal predictors of overall life satisfaction. Domain-specific satisfaction 

relates to the happiness or satisfaction in specific areas of one’s life. Thus, overall life 

satisfaction is influenced by the sum of all domain-specific satisfactions, which are influenced 

by the individual life events. Therefore, another possible explanation for the missing effect of 

passive Instagram use on satisfaction with life is that the passive Instagram use may only affect 

specific domains. If only one of the domains relating to life satisfaction is influenced by 

Instagram use, the effect of this one domain compared to all other domains may be too small to 

be detected by measuring overall life satisfaction. This could also explain why no moderation 

effect of comparison orientation was found and the second hypothesis was rejected in this 

analysis as well. If for example, someone is following a lot of travel influencers, the person 

might compare their luxurious vacations to his/her own vacations. Therefore, the satisfaction 

in the domain of vacation gets lower. Still, the overall satisfaction of that person’s life only 

decreases very marginally, as there are a lot of other domains which were not affected by 
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looking at the travel influencers. Therefore, this decrease in one domain is compensated for in 

other domains and it does not lead to a measurable overall decline in life satisfaction. Thus, 

there might be a moderation of comparison orientation but rather on the relationship between 

passive Instagram use and domain-specific satisfaction and not overall life satisfaction.  

The second hypothesis, that comparison orientation does moderate the relationship 

between passive Instagram use and life satisfaction, was rejected by this analysis. Generally, 

the missing moderation effect of comparison orientation on passive Instagram use and life 

satisfaction may contrast existing literature. De Vries et al. (2017) and Wang et al. (2017) 

investigated the moderating effect of comparison orientation on the correlation between passive 

social media use and well-being. Contrastingly to this analysis, they found that comparison 

orientation does moderate the relationship between passive social media use and well-being. 

Social comparisons elicit the feeling of envy and that others are better off (Chen et al., 2016; 

Suls & Wheeler, 2000), which are both emotions and therefore closely related to the affective 

component of well-being (Taj et al., 2020) and not life satisfaction. As already pointed out 

above, satisfaction with life is only one of the components of well-being and therefore 

comparison orientation might only moderate the relation between passive Instagram use and 

affective states but not overall life satisfaction, explaining the different results of de Vries et al. 

(2017) and Wang et al. (2017) compared to this analysis. 

Additionally, according to this analysis, the concepts of comparison orientation and 

satisfaction with life were largely unrelated. This finding contrasts the literature, which suggests 

that comparison orientation is not only associated with satisfaction with life but plays a crucial 

role in individual life satisfaction (Buunk et al., 2007; Civitci & Civitci, 2015; Clark & Oswald, 

1996; D´Ambrosio & Frick, 2007; Edillo et al., 2012; Hagerty, 2000; McBride, 2001). The 

contradicting results could have resulted from the fact that many studies investigating the 

relationship between comparison orientation and life satisfaction focus on major life influences 

such as income, job satisfaction, unemployment or family circumstances (Buunk et al., 2007; 

Clark & Oswald, 1996). Thus, being a widow or being unemployed substantially influences life 

satisfaction even for longer periods of time and after being employed again, when comparing 

your own life situation with that of others. In this analysis, comparison behaviours were not 

reduced to single constructs such as income or employment. Hence, general comparison 

orientation, which also incorporates comparisons that affect one’s life circumstances to a lesser 

extent, such as hobbies or vacation destinations, may have a smaller influence on general life 

satisfaction. This leads to the assumption that comparison orientation may have a substantial 

contribution to life satisfaction when talking about major life influences, such as 
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unemployment, but not so much in relation to minor life circumstances, such as vacation 

destinations.  

Even though no significant effects were found within this study, the study has brought 

some insights into how passive Instagram use affects life satisfaction and the role of comparison 

orientation on that effect. The study was the first to investigate the moderation effect of 

comparison orientation on the relationship between passive Instagram use and life satisfaction. 

It showed that the passive social media use hypothesis may not hold in relation to satisfaction 

with life and Instagram. Additionally, it provided grounds to assume that this relationship may 

only pertain to the affective component of well-being. Therefore, passive Instagram use may 

not be as harmful for satisfaction with life as it seems to be for subjective well-being. The results 

of this study also imply that comparison processes may have less influence on satisfaction with 

life than many studies suggest. Still, further research is needed to support these assumptions 

and draw valid conclusions.  

In conclusion, no association between passive Instagram use and satisfaction with life 

was found. Also, the moderation effect of comparison orientation was not confirmed by this 

analysis. This contrasts most existing literature and provides grounds to assume that satisfaction 

with life may not play a role when investigating Instagram usage. Additionally, the findings of 

this study suggest that the relationship between passive Instagram use and life satisfaction may 

be more complex than expected and that other factors such as genetics or domain-specific 

satisfaction should be considered. This underlines the complexity of the topic and provides 

grounds for future research.  

Strengths and Limitations  

The conducted study has many strengths but also some limitations. First of all, the 

conducted sample size (N = 76) was large enough to satisfy the minimum sample size of N = 

73. This ensured the usability of the data to draw valid and reliable conclusions from it. 

Additionally, two out of the three scales that were used fulfilled the criteria of being validated, 

reliable and intensely used within research. Solely the passive Instagram use item was self-

invented. The reliability of the two scales was also established for the sample used in this study, 

showing that both the Iowa-Netherlands Comparison Orientation Measure and the Satisfaction 

with Life Scale were appropriate for measuring the intended constructs. Additionally, a more 

differentiated picture was drawn by this analysis, as this thesis focused on a specific social 

media platform (Instagram) and the Instagram usage was divided into active and passive. This 

provided additional, more detailed information about user behaviour on Instagram.  
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 A limitation of this study pertains to the number of participants that were lost during the 

data collection. Of the initially N = 235 people who started to fill in the survey more than half 

(n=121) were lost because they did not complete the survey. This may be due to the survey 

length. Revilla and Ochoa (2017) established that the ideal survey length is 10 minutes, and a 

maximum of 20 minutes should not be exceeded. Additionally, Galesic and Bosnjak (2009) 

found that with increasing survey length, the quality of answers decreases. Therefore, the rather 

long completion time and the large number of items may have led to less qualitative answers 

from the participants and higher dropout rates. 

 Additionally, another study design could have brought more elaborative insights into 

the relationship between the three variables. Self-reported measures always have a risk of biases 

and may lead to distorted results (Brener et al., 2003). This could have been the case, especially 

for the item measuring the passive Instagram use of the participants. This item was self-invented 

and therefore provided no validity or reliability measures. Also, it may be hard for participants 

to estimate the time they spend actively or passively on Instagram, as this can vary from day to 

day. A validated scale measuring the active, passive or general user behaviour on Instagram 

would therefore be preferable. This cross-sectional survey only provided insight at a specific 

moment, leaving less room for investigating the immediate effects of Instagram use on life 

satisfaction. Also, as Life satisfaction is found to be a rather stable construct, the short-lived 

increases or decreases in life satisfaction are hard to detect using a survey.  

Recommendations  

This study brought up several recommendations for future research. Firstly, future 

research should focus less on active or passive Instagram usage and more on the specific user 

behaviour. Instagram has many unique features that are actively targeting comparison 

tendencies within individuals, such as Influencers or filters. With its passive nature, most 

Instagram users spend more time browsing through the app than creating their own content. 

Therefore, investigating the difference between active and passive use is not goal-directed and 

lacks application, which was confirmed in this analysis. Therefore, it might be more effective 

to refrain from the distinction of active and passive use in the future and focus on more specific 

usage patterns such as following behaviour or specific interventions to counteract the negative 

effects of social media use in general.  

 Secondly, experiments or experience sampling studies can help to get more insights into 

the dynamics of the moderation of comparison orientation on passive Instagram use and life 

satisfaction or well-being. By manipulating the variables in a controlled way, it is easier to draw 

conclusions from the data. This could be especially valuable when investigating the relationship 
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between passive Instagram use and mental health. In that regard, more elaborate insights could 

be gained by making use of experience sampling methods, which provide more detailed 

information about the persons` behaviour on the social networking site and the resulting 

thoughts or emotions. With the use of experience sampling, the feelings, thoughts and 

behaviours of people can be documented and analysed more extensively (Larson & 

Csikszentmihalyi, 2014). Therefore, longitudinal designs providing the experience from 

participants across time would be beneficial for understanding the relationship between the 

concepts. This could also help in understanding the distinct effects of active and passive use 

and how they affect individual well-being. Experience sampling could also be a good method 

to overcome the stability argument made earlier in relation to life satisfaction. Investigating 

immediate effects of Instagram use with the help of experience sampling could give valuable 

insights into whether the use of Instagram has short-term effects on life satisfaction. 

Additionally, it could help to understand how Instagram influences life satisfaction and whether 

it targets specific domains of one's life satisfaction, as suggested.  

 Lastly, making comparisons between the effect of passive Instagram use on the affective 

component of well-being and the effect of passive Instagram use on the cognitive component 

of life satisfaction might deepen the understanding of their relationship. Many studies found 

correlations between well-being and passive Instagram use. Those relationships were not yet 

established for the sub-component of well-being, satisfaction with life, which this study also 

failed to establish. Therefore, it might be that passive Instagram use is connected to the affective 

component of well-being but not life satisfaction. By this, new insights could be gained to 

establish the extent to which the affective component and the cognitive component of well-

being are affected by passive Instagram use.  

Conclusion 

While the problematic use of social media and Instagram especially among young adults 

is commonly discussed within society, previous findings indicating a negative relationship 

between passive Instagram use and life satisfaction were not confirmed by this analysis. 

Additionally, this study did not find an interaction effect between passive Instagram use and 

comparison orientation to predict life satisfaction.  Therefore, it can be assumed that a higher 

potential to compare oneself to others may not lead to reduced life satisfaction when engaging 

in passive Instagram use. Still, these findings need further support and confirmation.  

 

  

https://link.springer.com/chapter/10.1007/978-94-017-9088-8_2#auth-Mihaly-Csikszentmihalyi
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Appendix A 

Survey measuring Instagram use, Satisfaction with Life, and Comparison Orientation 

 

Bsc Thesis 
 

 

Start of Block: Information sheet 

 

Q39 Dear participant,  

   

Thank you for taking part in this study. Please read the following information carefully. 

     

Purpose of this study    

The purpose of this study is to examine the relationship between social media platforms and 

user’s mental health and/or well-being. This survey will take approximately 15-25 minutes to 

complete. To take part in this study, you have to be above the age of 18. 

  

 Study content 

 This study is part of the bachelor’s theses of a group of psychology students from the 

University of Twente. As the focus of each thesis differs slightly, the questions will be divided 

into several sections. First, you will be asked to answer some demographic questions. This 

will be followed by questions that concern your daily social media consumption, including 

topics such as your average screen time and your intention of social media use. Lastly, you 

will be asked to answer some sets of questions concerning your personality and other 

psychological factors. Please note, that there are no right or wrong answers as this survey 

intends to measure your own experiences. Please read the questions carefully and answer 

them honestly. 

  

 Data acquisition 

 Your participation in this study is voluntary. You have the right to withdraw at any time 

without giving any reason. Your response will be anonymous and cannot be traced back to 

you. Your data will be treated as confidential and only used for academic purposes. There 

are no known risks expected from the participation in this study. 

  

 Contact 

 If you have any questions or concerns, please contact one of the following: 

 Louisa Albermann, l.albermann@student.utwente.nl (researcher) 

 Cara Strieckmann, c.strieckmann@student.utwente.nl (researcher) 

 Cathlyn Lee Ivy, cathlynleeivy@student.utwente.nl (researcher) 

 Vince Lammerink, v.lammerink@student.utwente.nl (researcher) 

 Ronja Sauter, r.j.sauter@student.utwente.nl (researcher) 

 Maria Scapim, m.l.scapim@student.utwente.nl (researcher) 

 Johanna Bücker, j.bucker@student.utwente.nl (researcher) 

 Antonia Schaffert, a.schaffert@student.utwente.nl (researcher) 

 Roman Hartlieb r.hartlieb@student.utwente.nl (researcher) 
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 Karla Duarte, k.d.duarte@utwente.nl (supervisor) 

  

 For questions about the ethical approval and your rights as a participant, you can reach any 

of the researchers or the ethicscommittee-bms@utwente.nl. This study is approved by the 

ethical committee of the Behavioural, Management and Social Sciences (BMS) of the 

University of Twente.  

 

End of Block: Information sheet 
 

Start of Block: Informed consent 

 

Q32 I have read and understood the study information. 

o Yes  (1)  

o No  (2)  

 

 

 

Q33 I consent voluntarily to be a participant in this study and understand that I can refuse to 

answer questions and withdraw from the study at any time, without having to give a reason. 

o Yes  (1)  

o No  (2)  

 

 

 

Q34 I understand that participating in this study involves filling out an online questionnaire 

and involves questions about my demographics, social media usage, mental health and 

other psychological factors. 

o Yes  (1)  

o No  (2)  

 

 

 

Q35 I understand that my responses will be used for academic purposes and are part of the 

bachelor theses at the University of Twente. 

o Yes  (1)  

o No  (2)  

 



35 

 

 

 

Q36 I understand that the collected information cannot be traced back to my identity and is 

not shared with people outside the study team. 

o Yes  (1)  

o No  (2)  

 

 

 

Q37 I give permission for the anonymized answers to be archived in the University of Twente 

Research repository so it can be used for future research and learning. 

o Yes  (1)  

o No  (2)  

 

 

 

Q64 I understand that there are no known risks expected from participating in this study and 

that the survey was approved by the ethics committee of the University of Twente. 

o Yes  (1)  

o No  (2)  

 

 

 

Q38 I hereby declare that I am at least 18 years old and voluntarily participate in this study. 

o Yes  (1)  

o No  (2)  

 

End of Block: Informed consent 
 

Start of Block: Demographics 
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  What is your nationality? 

o German  (1)  

o Dutch  (2)  

o Other  (3) ________________________________________________ 

 

 

 

How old are you? How old are you? (Please enter only the number) 

________________________________________________________________ 
 

 

 

  With which gender do you identify most? 

o Female  (1)  

o Male  (2)  

o Diverse  (3)  

o Intersex  (4)  

o Transgender  (5)  

o Non-binary  (6)  

o Other  (7) ________________________________________________ 

o Prefer not to say  (8)  

 

End of Block: Demographics 
 

 

Start of Block: Instagram Use 

 

Q71 Please be aware that the following questions solely concern your Instagram use. 
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Q111 Before, you were asked to indicate how much you use all social media actively and 

passively. Now, we ask you to consider only Instagram. Please indicate how much you use 

Instagram passively. Passive use is defined as browsing content, viewing others' posts, 

reading comments. 

o not passively at all  (1)  

o very little passively  (2)  

o little passively  (3)  

o a moderate amount passively  (4)  

o very passively  (5)  

o extremely passively  (6)  

o only passively  (7)  

 

 

Q107 If you are paying attention, please select "strongly disagree" 

o Strongly agree  (1)  

o Agree  (2)  

o Neither agree nor disagree  (3)  

o Disagree  (4)  

o Strongly disagree  (5)  

 

End of Block: Instagram Use 
 
 

Start of Block: Satisfaction with Life 
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  Below are five statements that you may agree or disagree with. Indicate your agreement 

with each item by tapping the appropriate box, from strongly agree, to strongly disagree. 

Please be open and honest in your responding. 

 
Strongly 
agree (1) 

Agree (2) 
Slightly 

agree (3) 

Neither 
agree nor 
disagree 

(4) 

Slightly 
disagree 

(5) 

disagree 
(6) 

Strongly 
disagree 

(7) 

In most 
ways my 

life is 
close to 
my ideal. 

(1)  

o  o  o  o  o  o  o  

The 
conditions 
of my life 

are 
excellent. 

(2)  

o  o  o  o  o  o  o  

I am 
satisfied 
with my 
life. (3)  

o  o  o  o  o  o  o  
So far I 
have 

gotten the 
important 
things I 
want in 
life. (4)  

o  o  o  o  o  o  o  

If I could 
live my life 

over, I 
would 

change 
almost 

nothing. 
(5)  

o  o  o  o  o  o  o  

 

 

End of Block: Satisfaction with Life 
 
 

Start of Block: INCOM 

 

INCOM Most people compare themselves from time to time with others. For example, they 

may compare the way they feel, their opinions, their abilities, and/or their situation with those 

of other people. There is nothing particularly ‘good’ or ‘bad’ about this type of comparison, 

and some people do it more than others. We would like to find out how often you compare 
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yourself with other people. To do that we would like to ask you to indicate how much you 

agree with each statement below. 
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I disagree 

strongly (1) 
I disagree (2) 

I neither 
agree nor 

disagree (3) 
I agree (4) 

I agree 
strongly (5) 

I often 
compare 

myself with 
others with 
respect to 

what I have 
accomplished 

in life (1)  

o  o  o  o  o  

If I want to 
learn more 

about 
something, I 
try to find out 
what others 
think about it 

(2)  

o  o  o  o  o  

I always pay a 
lot of attention 

to how I do 
things 

compared with 
how others do 

things (3)  

o  o  o  o  o  

I often 
compare how 
my loved ones 

(boy or 
girlfriend, 

family 
members, etc.) 
are doing with 
how others are 

doing (4)  

o  o  o  o  o  

I always like to 
know what 
others in a 

similar 
situation would 

do (5)  

o  o  o  o  o  

I am not the 
type of person 
who compares 

often with 
others (6)  

o  o  o  o  o  
If I want to find 
out how well I 

have done 
something, I 

compare what 
I have done 

with how 
others have 

done (7)  

o  o  o  o  o  
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I often try to 
find out what 
others think 

who face 
similar 

problems as I 
face (8)  

o  o  o  o  o  

I often like to 
talk with others 
about mutual 
opinions and 
experiences 

(9)  

o  o  o  o  o  

I never 
consider my 

situation in life 
relative to that 
of other people 

(10)  

o  o  o  o  o  

I often 
compare how I 

am doing 
socially (e.g., 
social skills, 
popularity) 
with other 

people (11)  

o  o  o  o  o  

 

 

End of Block: INCOM 
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Appendix B 

Q-Q plot of the variable Satisfaction with Life  
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Appendix C 

Q-Q plot of the variable Instagram Use  
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Appendix D 

Q-Q plot of the variable satisfaction with life after transformation 
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Appendix E 

Q-Q plot of the variable Instagram use after transformation  
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Appendix F 

Q-Q plot of the variable comparison orientation 
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Appendix G 

Scatterplot of the residuals  
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Appendix H 

Q-Q plot of the residuals  
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