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ABSTRACT

The development of social media allowed people from all over the world to communicate and
exchange information. As social media use is growing, a lot of attention has been brought to
the effect it is having on consumer wellbeing. This research looks at how social media brand
engagement (SMBE) influences psychological wellbeing, a topic that is currently limited. A
novel conceptual model was developed to explore the topic with four mediating variables: body
dissatisfaction, envy, inspiration, and a sense of community. To test the model, a scale was
developed from existing literature, and data was collected via a self-administered survey which
gathered 171 responses. Linear regression analysis was conducted to evaluate the hypotheses
of the conceptual model, with envy divided into two separate factors as a result of an
Exploratory Factor Analysis (EFA). The findings indicate that SMBE significantly and
positively influences benign envy, inspiration, and a sense of community. Furthermore, body
dissatisfaction and malicious envy showed a significant negative influence on psychological
wellbeing. The outcomes of this study can be useful for brands and marketers developing social
media strategies by focusing on the positive sides, like increasing body image awareness, and
addressing negative sides, like malicious envy, to enhance the psychological wellbeing of
consumers. Further research is recommended to expand on these findings and explore
additional factors that may influence psychological wellbeing in the context of SMBE.
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1. INTRODUCTION

In today’s world, the use of technology is growing rapidly and
the internet is becoming a part of everyday life for more and more
people (McCain, 2023). McCain (2023) states that over 60% of
the world’s population has a mobile phone, of which 80% are
smartphones with access to the internet. In 2022 the average time
spent online per person was almost 7 hours per day (Kemp,
2022). The use of technology and specifically the internet
significantly increased during the COVID-19 pandemic due to
the governmental regulations to stay at home (Jahan et al., 2021).
O’Brien (2022b) states that the pandemic expanded the role of
digital marketing, and social media trends keep growing. For
example, TikTok which was previously seen as a purely
entertaining platform for children and adolescents is now used by
many older influencers, like Gordon Ramsay, who manage to
reach a wide range of audiences on the platform (O’Brien,
2022b). Seeing how many of their customers as well as potential
buyers use social media daily, brands are attracted by the
possibility to interact with them directly (Gutierrez et al., 2023).

The increased use of social media as a marketing space raises the
question of how it affects consumers’ psychological wellbeing.
Current research mostly focuses on such effects of social media
brand engagement (SMBE) as purchasing intentions, brand
loyalty, and brand trustworthiness (Alboqami, H. 2023, Osei-
Frimpong et al, 2022, Ramaswamy & Ozcan, 2016).
Additionally, a lot of research has been done on the effects of
social media on the psychological wellbeing of consumers (Bano
et al., 2019, Kalpidou et al., 2011, Keutler & McHugh, 2021,
Young et al., 2020). However, still not a lot of research has been
done to examine the effects of SMBE on the wellbeing of users.
Some research shows negative aspects of social media consumer-
brand interaction. For example, Feng et al. (2023) state that using
influencers for advertising products can lead to loss of trust in the
brand and promote the feeling of malicious envy in consumers.
Whether that is the case and the extent of this effect depends on
how the influencer behaves on his/her account and whether
consumers view him/her as similar to themselves. Furthermore,
traditional advertising on mass media channels includes choosing
skinny and “perfect-looking” models to advertise a product
(Grabe et al., 2008). Spending a lot of time on social media and
constantly seeing these “perfect” pictures can lead to upward
comparison and reduced body satisfaction (Dutt, 2023, Grabe et
al., 2008). On the other hand, some social media campaigns of
companies can have a positive impact on consumers. Fletcher-
Brown et al. (2021) discuss the beneficial effects of a particular
social media campaign on the wellbeing of women with cancer
who suffer hair loss due to chemotherapy. The study examines
how engaging with brands via social media allows users to feel
connected to a network that makes them feel supported and
promotes de-stigmatisation of problems they are facing.
Moreover, the literature states that SMBE can lead to consumers
feeling inspired which leads to customer-brand co-creation and
improving brand equity (Cao et al., 2022).

Lack of research on consumer psychological wellbeing in the
context of SMBE presents a research gap that will be covered in
this study. The four constructs described above will be used to
create a conceptual model for this research. Those constructs are
body dissatisfaction, envy, inspiration, and a sense of
community. The following research question was formulated to
complete this study:

What are the effects, positive vs. negative, of social media brand
engagement on psychological wellbeing of consumers?

The remainder of this paper is organised in seven sections. First,
a literature review is completed on the topics of SMBE and

psychological wellbeing. Next, a conceptual model is presented
and hypotheses are formulated based on the available literature.
After that, an explanation of the research methodology is
provided. The outcomes of applying the conceptual model are
then stated followed by a discussion of those findings. Lastly, the
conclusion,  suggestions for  future research, and
acknowledgments are discussed.

2. LITERATURE REVIEW

The framework of this research is based on the review of
literature on wellbeing, social media platforms, and brand
engagement via social media. Next, this section identifies the
possible negative and positive effects that the brand engagement
via social media has on consumer wellbeing. The conceptual
model is then presented together with the discussion of the
hypotheses of this research.

2.1 Social Media Brand Engagement

In 2004 Web 2.0 was introduced and it changed the way
developers and users use the internet. Instead of individuals
creating and publishing applications and content, the World
Wide Web is now a platform where everyone can collaborate and
continuously update information published online (Kaplan &
Haenlein, 2010). They state that the development of Web 2.0
allowed for the creation of social networking sites, or as they are
also called, social media platforms by allowing end-user to
generate their content and post it online. This term was called
User Generated Content. Social media platforms have been
growing rapidly over the last decade, in 2008 Facebook
announced that it has 67 million active users and by 2009 this
number rose to 175 million users (Park et al., 2009, Kaplan &
Haenlein, 2010). Today more than 4.5 billion people use social
media and it is expected that the number of users will rise to
almost six billion by 2027 (Statista, 2023b). To put this into
perspective, around eight billion people are living on Earth
(Gaigbe-Togbe et al., 2022), which means that more than half of
the population actively uses social networking sites. There are
five different types of social media platforms. They include
Blogs, for example, Boing Boing, Buzzsprout, Social Networks
such as Facebook, and LinkedIn, Content Communities like
YouTube, and Wikipedia, Forums like Epinions, Ebay, and
Content aggregators such as Google Maps (Constantinides,
2009). In this research, the focus will be on Social Networking
platforms and Content Communities (YouTube) since these
types of social media allow immediate two-way communication
between parties.

Initially, social media was developed to connect people from all
over the globe in a virtual environment, but over time it
developed further and became a major source of information that
allows consumers to exchange knowledge and opinions about
products and services and influence the process of decision-
making (Maghrebi et al., 2016, Palacios-Marqués et al., 2015).
Many social media users who post the events of their everyday
lives in a relatable and trustworthy way have become influencers
within the chosen platforms (McCorquodale, 2020). According
to Chee et al. (2023), social media influencers (SMIs) are those
individuals who share almost real-time content that allows
instant communication with the audience and a strong presence
in their daily life which leads to a sense of intimacy between an
influencer and his/her followers. This allows SMIs to create an
impact on the emotions, thoughts, and behaviours of his/her
followers. Due to their large influence on the audience, SMIs can
initiate trends and persuade others to buy products they endorse.
Hence, many brands partner with them as part of SMBE
strategies (Cartwright et al., 2022, Geyser, 2023b).

There are also other ways in which companies interact with their
customers via social media. For example, they have their own



social media accounts on several platforms (e.g., YouTube,
Instagram, TikTok) where they post selling but also engaging
content. An example of engagement content can be developing a
new product together with the customers. In 2012 Lay’s, the
famous brand of potato chips, started a campaign on Facebook
that was called “Do Us a Flavor” where people could submit
flavour ideas to Lay’s Facebook page and the winning flavour
would be produced and sold at the stores (Brittany, 2018). In
addition, sponsored advertisement is gaining popularity among
brands. Sponsored posts on social media are integrated into the
feeds of the target audience where engagement is the greatest.
This increases sharing of the content which in turn increases
purchasing intentions (Plume & Slade, 2018). The aim of such
posts is to be seen as less intrusive than regular, standalone
advertisements which have flooded the social media space and
caused consumers to question their credibility (Cunningham &
Bright, 2012).

2.2 Psychological Wellbeing

Multiple definitions of wellbeing can be found in the literature.
In the Cambridge dictionary, the term wellbeing is defined as
“the state of feeling healthy and happy” (well-being, 2023).
There are two ways in which positive psychology defines
wellbeing. The wellbeing theory was developed by Seligman
(2011) who conceptualises dimensions that define and measure
wellbeing. The theory states that not one single dimension such
as happiness or life satisfaction describes wellbeing but rather
several elements contribute to it. Seligman (2011) defined the
PERMA framework that has five elements. These elements are
Positive emotions, Engagement, Relationships, Meaning, and
Accomplishments.

Another perspective suggests two dimensions of wellbeing that
are different from each other but are closely related. Hedonic or
subjective wellbeing (SWB) refers to an individual assessment of
positive and negative effects as well as satisfaction with life,
while eudaimonic or psychological wellbeing (PWB) focuses on
how an individual perceives and tries to overcome challenges to
function positively (Sorgente et al., 2016, Hepper & Dennis,
2022b). In other words, SBS looks at the bigger picture of one’s
life and PBS considers more specific elements that contribute to
an individual’s wellbeing. Interestingly, according to Rayn and
Deci (2001), not all desired results will necessarily lead to
happiness. Certain outcomes are harmful to people and their
wellbeing, despite being highly enjoyable. Therefore, from a
eudaimonic viewpoint, subjective happiness does not equal
wellbeing (Rayn and Deci, 2001). Ryff (1989) identifies six
dimensions of psychological wellbeing that include Personal
growth, Environmental mastery, Autonomy, Positive relations
with others, Self-acceptance, and Life purpose. In addition to the
traditional model which states that wellbeing consists of physical
and social experiences (Hepper and Dennis, 2022b), Cohn et al.
(2009b) state that internal emotions also play a role.

3. RESEARCH MODEL DEVELOPMENT
AND HYPOTHESES FORMULATION

The present research will investigate both the positive and
negative effects of brand engagement on the psychological
wellbeing of consumers. The conceptual model for this research
is presented in Figure 1. It proposes that social media consumer-
brand engagement is positively related to body dissatisfaction,
envy, inspiration, and a sense of community. Additionally, the
model suggests that body dissatisfaction and envy have a
negative influence on psychological wellbeing, while inspiration
and a sense of community have a positive impact on the
psychological wellbeing of consumers. The following section
will discuss the proposed relationships and hypotheses in detail.

H1 (+)

Body Dissatisfaction

Envy

Social media brand
engagement

psychological
wellbeing

Inspiration

H4 (+) Sense of Community

Figure 1. Conceptual model

3.1 SMBE and Body Dissatisfaction

Several previous studies identified that social media use triggers
self-comparison among users (Vogel et al., 2014, Dutt, 2023).
Although this relates to any kind of content on social media, for
example, personal pages of one’s friends and extended family
members, brands have a large influence on shaping the trends in
terms of appearances. Generally, advertisers choose thin and
beautiful models to represent their products on different
platforms, such as television and social media (Grabe et al.,
2008). Research has shown that exposure to looks-focused
content leads to an increase in body dissatisfaction
(Vandenbosch, Fardouly & Tiggemann, 2021, Saiphoo &
Vahedi, 2019). Two main looks-based trends are thinspiration
and fitspiration. Thinspiration idealises overly body thinness and
demonising body fat. It promotes weight loss, excessive exercise,
and even eating disorders (Dignard & Jarry, 2021). In advent to
thinspiration, a fitspiration trend started several years ago.
Fitspiration focuses on overly fit bodies that are skinny and have
visible muscles. Although the initial idea of fitspiration was to
promote health and body positivity, the research shows that it
decreases body satisfaction and, similarly to thinspiration,
triggers eating disorder symptoms (Griffiths & Stefanovski,
2019). Additionally, by sending the same messages of inducing
guilt over one’s body, whether it is being too fat or not muscular
enough, fitspiration represents a more socially acceptable way to
pursue thinness by covering it with being healthy (Dignard &
Jarry, 2021).

On the other hand, body positivity is a recent trend in social
media space. Such hashtags as “#bodypositivity” and
“#plussizefashion” have been increasingly popular among
consumers and SMIs with less thin bodies intending to normalise
different body sizes and other non-standard attributes of
appearance (Cohen et al., 2019). The research of Hendrickse et
al. (2021) suggests that seeing plus-sized models in the
advertisement posts of brands leads to consumers feeling more
content with their bodies. The effect of body satisfaction also
depends on the participant’s idea of a perfect body. Furthermore,
the fast growth of the body positivity trend resulted in
commercialising and SMIs monetising their accounts based on
this topic. This results in deviating from the original body-
positive ideas changing their accounts to fit better with the
dominant appearance-focused space (Cohen et al., 2019).
Currently there is not enough research done to state that exposure
to body-positive content leads to positive effects and what are the
practical implications. Therefore, based on the literature above,
the first hypothesis is formulated:

H1: Social media brand engagement is positively associated with
body dissatisfaction.

3.2 SMBE and Envy

Since SMIs have a close connection with their followers and a
strong influence on their opinions and behaviours, brands
nowadays often partner with SMIs to increase awareness and
promote their products (Chee et al., 2023, Cartwright et al.,



2022). Consumers like following SMIs' lives and form para-
social interactions with their followers (Jin & Ryu, 2020). The
term para-social interaction is defined by Horton and Wohl
(1956) as an “illusion of a face-to-face relationship with a media
personality” (p. 215). Regarding social media, this means that
consumers follow closely the life of SMIs and form a close
connection with them, But the relationship is one-sided, where
followers know everything about the SMI, but SMI doesn’t know
their followers. Following SMIs who strategically advertise on
social media sites may lead to the feeling of envy in consumers
which can in turn lead to an increase in purchasing intention (Jin
& Ryu, 2020).

The research of Feng et al. (2023) also shows that the behaviour
of SMIs advertising luxury brands may lead to envy from the
followers. The level of envy depends on the extent to which
consumers view an influencer to be similar to them. Compared
to straightforward bragging, humblebragging, showcasing the
luxuriousness of the brand through indirect complaining, evokes
a stronger sense of malicious envy (Feng et al., 2023). Moreover,
according to the research of Lee et al. (2021), there are several
reasons why consumers follow SMIs. Those include authenticity,
consumerism, creative inspiration, and envy. Thus, the following
hypothesis was formulated:

H2: Social media brand engagement is positively associated with
envy.

3.3 SMBE and Inspiration

Thrash and Eliot (2003) developed the initial model of
inspiration that consists of three factors: transcendence,
evocation, and approach motivation. Transcendence refers to
developing an understanding of greater opportunities. Evocation
describes the fact that inspiration is being evoked. In other words,
inspiration is a construct that comes to the person without one’s
direct responsibility. Inspiration also involves approach
motivation, meaning that one wants to put their new vision into
action. Continuing their research Thrash and Eliot (2004) divided
these three characteristics into two groups. First is inspired by
that includes transcendence and evocation and refers to a feeling
of admiration or appreciation towards the perceived intrinsic
value of an object. Second, inspired fo include approach
motivation and describes the drive to actualise or imitate
characteristics of the evocative object.

Previously, studies revealed that consumer inspiration can be
boosted by brand experience, interactions with other consumers,
and hedonic content on social media (Cao et al., 2022, Liu et al.,
2017). Inspiration in turn influences consumer behaviour and
increases brand equity (Cao et al., 2021). Since inspiration has to
be evoked (Thresh & Eliot, 2003), brands try to provide space in
their online brand communities with a friendly environment that
allows communicating, sharing their experiences, and co-
creating brand value (Cao et al., 2022). Based on the discussion
above, the next hypothesis was formulated:

H3: Social media brand engagement is positively associated with
inspiration.

3.4 SMBE and Sense of Community

Brand engagement refers to a process of facilitating a dialogue
with existing and prospective customers to try to build a deep
connection between them and the brand itself. It also promotes
participants to share information and opinions about the brand
(Coelho et al., 2018a). Such interactive engagement results in
active socialisation, participation, and a brand community
forming (Calder et al., 2009). The extent to which consumers
engage with the online brand community depends on their
motivation. For instance, one of the reasons can be feeling the
need for social interaction, i.e., customers wishing to have a

conversation and share with others. Another reason can be the
desire to relax, enjoy and have their personal values reinforced.
The latter is common among customers who are already aware
of the brand (Paramita et al., 2021). Online brand communities
create value for consumers by allowing them to socialise and
receive inputs from other people in the community as well as
form recognition and friendships (Coelho et al., 2018, Paramita
et al., 2021). Additionally, according to social identity theory,
people tend to describe their social identity based on being a
member of various social groups including being a part of a
group using the same brands. Therefore, brands often offer
purposeful social identities which in turn help consumers to fulfil
their personal needs (Coelho et al., 2018b). Based on the
discussed literature, the following hypothesis is proposed:

H4: Social media brand engagement is positively associated with
a sense of community.

3.5 Body Dissatisfaction and Psychological

Wellbeing

The term body image is defined by Tiwari & Kumar (2015) as
“the extent to which individuals perceive the facts pertaining to
their body” (p.1). The beauty of the human body has always been
important to society. Standards and expectations that are placed
at a time might not be aligned with one’s perception of their own
body. This discrepancy derives perceived satisfaction or
dissatisfaction with one’s body image and affects one’s
psychological wellbeing (Tiwari & Kumar, 2015). Some
consequences of body dissatisfaction are low self-esteem and
depression (Tiwari, 2014). It has been found that negative body
image affects self-esteem and life satisfaction in both males and
females with the relationship being stronger for females
(Delfabbro et al., 2011). Thus, the next hypothesis was
formulated:

HS: Body dissatisfaction is negatively associated with
psychological wellbeing.

3.6 Envy and Psychological Wellbeing

In today’s world, society consistently develops systems,
including social media platforms, that promote inadequate
comparison and envy among people (Mujcic & Oswald, 2018).
There are two types of envy: malicious and benign (Feng et al.,
2023). It is believed that malicious envy has a negative impact
on one’s behaviour. For example, feeling envy in a workplace
can lead to reduced performance and increased employee
turnover. Malicious envy also increases avoidance behaviour
(Wu & Srite, 2021). In contrast, benign envy might encourage a
person to act upon that feeling and, for instance, buy the same
product or improve oneself (Lee & Eastin, 2021, Wu & Srite,
2020). However, according to the research of Mujcic and Oswald
(2018), there is no evidence that envy, in general, acts as a
motivator. Higher levels of envy show lower psychological
health and wellbeing. The study also predicts lower growth of
wellbeing in the future due to strong envy feeling at present.
Furthermore, two studies were conducted to examine the feeling
of envy on Facebook and its effect on wellbeing. Research by
Lemay et al. (2019) found that happiness is negatively influenced
by envy experienced on Facebook. The second study showed that
although Facebook use by itself does not lead to depression, and
sometimes it can even lessen its symptoms, the feeling of envy
that arises from using Facebook extensively is related to
developing depression symptoms (Tandoc et al., 2015). Since
envy is related to (inadequate) self-comparison and can lead to
willingness and desire to grow (Mujcic & Oswald, 2018, Lee &
Eastin, 2021), it can be associated with self-acceptance and
growth dimensions of Ryff’s (1989) model on psychological



wellbeing. Based on the discussion above, the following
hypothesis was developed:

H6: Envy is negatively associated with psychological wellbeing.

3.7 Inspiration and Psychological Wellbeing
Currently, not a lot of research has been done to examine the role
of inspiration on psychological wellbeing. However, similar
constructs to inspiration have been linked to mental health and
wellbeing (Thrash et al., 2010). For example, Peterson and
Seligman (2004) link that self-transcendent emotions, like awe
and elevation, can boost one’s personal growth and wellbeing.

Thrash et al. (2010) conducted several studies to examine how
being exposed to inspiring stimuli would affect life satisfaction,
wellbeing, and self-actualisation. In all four studies an
association between inspiration and wellbeing was found.
Inspiration has been shown to have a positive effect on both
hedonic (e.g., life satisfaction) and eudaimonic (e.g., self-
actualisation) wellbeing dimensions. The outcomes study,
however, proposes that inspiration is not relevant to mitigating
stress. Moreover, self-actualisation is described as the highest
level of one’s growth in Maslow’s (1962) research and it refers
to fulfilling one’s full potential through personal and creative
self-growth. Ryff (1989) also defines growth as one of the six
attributes of psychological wellbeing. Therefore, the next
hypothesis was developed:

H7: Inspiration is positively associated with psychological
wellbeing.

3.8 Sense of Community and Psychological
Wellbeing

A sense of community can be defined as a feeling of belonging
for the members of the group. It includes the belief that members
matter to each other and can meet their needs through their
internal commitment to each other (McMillan & Chavis, 1986).
The theory of McMillan & Chavis (1986) divides the sense of
community into four categories: membership, influence,
integration, fulfilment of needs, and shared emotional
connection. Studies have shown that higher involvement with the
community is related to higher levels of life satisfaction (Branch-
Allen & Jayachandran, 2016) which can explain why people are
drawn to join communities around them and, in the modern
world, online.

In previous studies it has been found that a strong sense of
community in neighbourhoods results in higher wellbeing of its
members (Guo et al., 2021), Additionally, the social support that
can be achieved through communication with people going
through a similar process, for example, immigrating to a different
country, is beneficial for life satisfaction. The important
characteristics include the extent of relationships, friendships,
family presence, and the support their network can provide
(Novara et al., 2023). Ryff’s (1989) model of psychological
wellbeing includes a positive relationship with others dimension
that is associated with a sense of community. Social support and
a sense of community can also be achieved through participation
in online communities (Stehr, 2022). The advantages of online
communities can include connecting people with very specific
niche interests and giving and receiving anonymous support on
stigmatised problems (Wright & Muhtaseb, 2011). The literature
states that providing support to others through different online
communication modes is beneficial not only for the person being
supported but also for the supporter. It helped people to cope
better with their problems (Stehr, 2022). Based on the discussed
literature, the following hypothesis was formulated:

H8: A sense of community is positively associated with
psychological wellbeing.

4. METHODOLOGY
4.1 Sampling

A self-administered online survey was created to collect data for
this research. The main audience for the survey was young
people between 20 and 29 years old as they are the biggest age
group of social media users (Lin, 2023). However, data
collection was not limited and participants of all ages were
invited to fill out the survey. The survey consisted of 44 items
and took about eight minutes to complete. The sampling
strategies that were used for data collection are random,
convenience, and snowball sampling. Convenience and snowball
sampling are non-probability sampling techniques so might not
be able to produce a good representation of the population.
However, they are easy ways to gather initial input for the
research. To gather more representative data, a random sampling
technique will also be used which implies that every individual
within the population had an equal chance of being selected
(McCombes, 2023).

4.2 Survey Instruments and Measures

All items in the survey were drawn from exciting research. The
survey was divided into eight sections, one per construct,
introduction, and demographics. In the very beginning,
participants were provided with information regarding the
survey’s confidentiality and anonymity as well as they were
informed of their right to withdraw from the survey at any point.
This section also filtered out those participants who do not use
social media as those responses were not relevant for this
research. The second section contained five questions about
social media brand engagement. The items were taken from the
research of Gutierrez et al. (2023) and were measured on a Likert
scale of 1 (never) to 5 (always). To measure the construct of body
dissatisfaction, items were adapted from the body image state
scale (BISS) by Cash et al., (2002). Four items were scaled on a
Likert scale of 1 (extremely dissatisfied) to 5 (extremely
satisfied). Additionally, two more items, numbers four and six,
were scaled on a Likert scale of 1 to 5 but with different inputs
(see Appendix). The variable envy was measured by adapting
items from Lange and Crusius’s (2015) Benign and Malicious
Envy Scale (BeMaS). The six items were measured on a Likert
scale of 1 (strongly disagree) to 5 (strongly agree). Next, variable
inspiration consisted of items drawn from the scale developed by
Thrash & Elliot (2003). This section consisted of three items each
followed by two questions measured on a Likert scale of 1
(strongly disagree) to 5 (strongly agree). Sense of community
construct was measured with Blanchard’s (2007) scale. Nine
items were taken and were scaled from 1 (strongly disagree) to 5
(strongly agree) on a Likert scale. The last construct,
psychological wellbeing, was measured with six items on a
Likert scale of 1 (strongly disagree) to 5 (strongly agree). The
items were drawn from Research Resource Sharing Hub (RADC)
database. Lastly, there were four questions regarding
participants’ demographic information. The full set of questions
for the survey can be found in the Appendix.

4.3 Data Collection and Analysis

Two main approaches were used for collecting data. First, the
link to the survey was distributed to group chats in WhatsApp
and other messengers by me but also by other participants of the
survey. Additionally, some students were invited to fill out the
survey via a test subject pool of the BMS faculty of the
university. After approximately one week of gathering data, 171
responses were suitable for the data analysis. It was completed
with the use of the SPSS statistical software. First, to assess
which constructs are measured by which items an Exploratory
Factor Analysis (EFA) was conducted which is used to identify



a scale’s factor structure and examine its internal consistency
(Arteaga, 2023). Next, reliability and validity tests were
performed using Cronbach's alpha and Average Variance
Extracted (AVE) respectively (see Table 2). Then, the proposed
model and the hypotheses were tested with the use of correlation
analysis (see Table 3) and linear regression (see Table 4).
Regression analysis is commonly used to investigate the strength
of the relationship between variables and to check which
variables are significant predictors of the dependent variable
(Shin, 2022). Furthermore, the descriptive statistics of the
constructs can be found in Table 3.

5. RESULTS

5.1 Demographic Profiles

Out of 171 respondents, 90 were female (52.6%), 73 were male
(42.7%), 5 chose non-binary (2.9%), 1 chose “other” (.07%) and
2 preferred not to say (1.1%). The full information regarding the
demographic profiles of the respondents can be found in Table 1.

Table 1. Demographic Distribution of the Participants

Variable Value Count %
Gender Male 73 42.7
Female 90 52.6
Non-binary / third gender 5 2.9
Prefer not to say 2 1.1
Other 1 0.7
Occupation Student 128 74.8
Working full-time 37 21.6
Working part-time 2 1.2
Unemployed 1 0.6
Retired 1 0.6
Unable to work 0 0
Other 2 1.2
Prefer not to say 0 0
Continent Europe 150 87.7
Asia 11 6.4
North America 4 23
South America 3 1.8
Africa 2 1.2
Australia and Oceania 0 0
Other 1 0.6
Age <20 30 17.5
20-25 98 57.3
26 -30 17 9.9
31-35 7 4.1
36 -40 6 3.5
> 40 13 7.7
How often do you Once every few weeks 1 0.6
use social media Few days a week 20 11.7
on average? 1-3 hours per day 104 60.8
More than 3 hours per day 46 26.9

5.2 Exploratory Factor Analysis (EFA)

Before conducting an Exploratory Factor Analysis, the data was
tested with Kaiser-Meyer-Olkin (KMO) and Bartlett tests to see
whether it is suitable for the EFA. The KMO results range from
0.618 to 0.867 which are considered mediocre to meritorious
and, therefore, are acceptable (Kaiser, 1974). Bartlett’s sphericity
test shows significant results with the alpha level being smaller
than 0.05, stating that data is suitable for the EFA (Sabra, 2023).
According to Awang (2012), the items that have factor loadings
lower than 0.6 should be removed from the measure. Therefore,
several items had to be removed from the scale used in this
research. Two items, numbers 1 and 2, had to be deleted from the
measure of Social Media Brand Engagement as their factor
loadings were 0.244 and 0.542 respectively. Additionally, items
2,3, and 5 of Psychological Wellbeing had to also be suppressed
due to their low factor loadings. Item 2 scored 0.021, item 3
scored -0.083 and item 5 had a factor loading of 0.463.
Furthermore, the analysis showed that items for the construct of
Envy load strongly on two separate factors. Items 1,2 and 5 loads
in one factor with factor loadings from 0.811 to 0.881, while
items 3,4, and 6 combine with factor loadings from 0.783 to
0.841. Hence, it was decided to split Envy into two factors. This
can be explained by the fact that there are two types of envy:

benign and malicious (Feng et al., 2023). Items 1,2,5 correspond
to benign envy and items 3,4,6 to malicious envy (Lange &
Crusius, 2015). Following the EFA’s procedure, the reliability
was explored by calculating Cronbach’s alpha. According to
Raharjanti et al. (2022), alpha values higher than 0.6 are
considered reliable. The results for the tested variables range
from 0.628 to 0.905 and thus are reliable. Validity was also tested
with the use of Average Variance Extracted (AVE). All scores
lie between 0.579 and 0.702 which is considered acceptable as
they are higher than 0.5 (Hair et al, 2009). Therefore, no more
items had to be removed and further analysis could be conducted.
The results of the EFA can be found in Table 2.

5.3 Correlation Analysis

The correlation analysis (see Table 3) shows a significant
negative correlation between Social Media Brand Engagement
and Psychological Wellbeing (1=-0.205). Inspiration (=0.276)
and Sense of Community (r=0.238) show a significant positive
correlation to Social Media Brand Engagement. Moreover, Body
Dissatisfaction and Psychological Wellbeing are significantly
negatively correlated (r=-0.536). Lastly, Malicious Envy shows a
significant negative correlation to Psychological Wellbeing (r=-
0.408). The results indicate that there is a correlation between
some constructs, but the values are relatively low. Additionally,
the correlation analysis indicates that not all constructs are
correlated as expected.

5.4 Hypotheses Testing

Linear Regression Analysis was conducted to assess the
hypotheses of the conceptual model (see Table 4). Since Envy
was divided into two separate factors, regression analysis was
done separately for these two constructs. For that, hypotheses 2
and 6 had to be divided into H2(a) and H2(b), and H6(a) and
H6(b). The analysis found that only five hypotheses were
supported, while five other ones were not. Social Media Brand
Engagement has a significant positive influence on Benign Envy
(B=0.407, p=0.0208), Inspiration (3=0.488, p=<0.001), and
Sense of Community (3=0.289, p=0.001). The Adjusted R Square
equals 0.016, 0.071, and 0.051 respectively. This means that
Social Media Brand Engagement explains 1.6% of the variance
in Benign Envy, 7.1% of the variance in Inspiration, and 5.1%
variance in Sense of Community. These results support H2(a),
H3, and H4 respectively. The analysis also showed that Body
Dissatisfaction has a significant negative influence on
Psychological Wellbeing (3=0.623, p=<0.001). The Adjusted R
Square equals 0.283 indicates that 28.3% of the variance in
Psychological Wellbeing is explained by Body Dissatisfaction.
This supports H5. Furthermore, Malicious Envy has a significant
negative influence on Psychological Wellbeing (=-0.393,
p=<0.001). The Adjusted R Square equals 0.161 indicating that
16.1% of the variance in Psychological Wellbeing is explained
by Malicious Envy. Therefore, H6(b) is supported. Regression
analysis revealed that H1, H2(b), H6(a), H7, and H8 have to be
rejected as p-values for each of them are higher than 0.05.
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Figure 2. A conceptual model with regression results



Table 2. Factor Loadings, Cronbach’s alpha, and AVE

Construct Items Factor Loading o AVE
Social Media Brand Engagement SMBE.3 0.748 0.629 0.579
SMBE .4 0.792
SMBE.5 0.741
Body Dissatisfaction BI.1 0.820 0.876 0.623
BIL.2 0.853
BL3 0.858
BL4 0.814
BL5 0.698
BL6 0.672
Envy (benign) EV.1 0.811 0.790 0.702
EV.2 0.881
EV.5 0.820
Envy (malicious) EV3 0.841 0.738 0.656
EV4 0.783
EV.6 0.804
Inspiration IN.I.1 0.815 0.905 0.682
IN.1.2 0.776
IN.2.1 0.860
IN.2.2 0.855
IN.3.1 0.823
IN.3.2 0.824
Sense of Community SoC.1 0.774 0.875 0.508
SoC.2 0.655
SoC.3 0.732
SoC.4 0.709
SoC.5 0.655
SoC.6 0.781
SoC.7 0.639
SoC.8 0.714
SoC.9 0.739
Psychological wellbeing PWB.1 0.717 0.628 0.620
PWB.4 0.820
PWB.6 0.731
Table 3. Descriptive Statistics and Pearson Correlation (n=171)
M SD 1 2 3 4 5 6 7
1. Social Media Brand Engagement 1.23 0.38 1.000
2. Body Dissatisfaction 2.94 0.74 0.002 1.000
3. Envy (benign) 2.73 1.05 0.146 -0.004 1.000
4. Envy (malicious) 2.03 0.89 0.100 0.353%* -0.030 1.000
5. Inspiration 2.12 0.66 0.276%* 0.059 0.430%* -0.045 1.000
6. Sense of Community 3.19 0.77 0.238%* 0.035 0.236%* -0.002 0.241%* 1.000
7. Psychological wellbeing 3.68 0.86 -0.205%*  -0.536**  -0.066 -0.408**  -0.084 -0.059 1.000
**_ Correlation is significant at the 0.01 level (2-tailed)
Table 4. Linear Regression Analysis Results
Coefficient  t p Result
H1 Social Media Brand Engagement - Body Dissatisfaction 0.005 0.030 0.488 Not Supported
H2(a)  Social Media Brand Engagement > Envy (benign) 0.407* 1.921 0.028 Supported
H2(b) Social Media Brand Engagement > Envy (malicious) 0.238 1.307 0.097 Not Supported
H3 Social Media Brand Engagement - Inspiration 0.488%** 3.729 <0.001 Supported
H4 Social Media Brand Engagement = Sense of Community 0.489** 3.189 0.001 Supported
H5 Body Dissatisfaction = Psychological Wellbeing -0.623*** -8.243 <0.001 Supported
H6(a)  Envy (benign) > Psychological Wellbeing -0.054 -0.856 0.197 Not Supported
H6(b)  Envy (malicious) = Psychological Wellbeing -0.393*** -5.805 <0.001 Supported
H7 Inspiration = Psychological Wellbeing -0.109 -1.101 0.137 Not Supported
H8 Sense of Community > Psychological Wellbeing -0.065 -0.763 0.223 Not Supported

* p<0.05, ** p<0.01, *** p<0.001



6. DISCUSSION

The study formulated a particular research question “What are
the effects, positive vs. negative, of social media brand
engagement on psychological wellbeing of consumers?” The
results revealed support for five hypotheses of the model and
showed that five others, counter to what was expected, had to be
rejected.

6.1 Impact of Social Media Brand

Engagement

The first five hypotheses proposed that SMBE has a significant
effect on body dissatisfaction, inspiration, both benign and
malicious envy, and a sense of community. The analysis revealed
a non-significant positive impact on body dissatisfaction. This
means that, in contrast with the assumptions, SMBE does not
increase body dissatisfaction. This can be due to the fact that new
trends on social media such as body positivity are gaining
popularity. These trends, although not perfect, try to normalise
bodies of different sizes and other characteristics (Cohen et al.,
2019). The research on body image concerning social media, and
therefore, brand activities on social media as they follow the most
popular trends, show conflicting results regarding the effect it has
on body dissatisfaction. Exposure to look-focused content like
thinspiration and fitspiration leads to a decrease in one’s
willingness to accept their body (Vandenbosch, Fardouly &
Tiggemann, 2021), however, this willingness might be increased
when seeing content with plus-sized models and content
(Hendrickse et al., 2021).

Since it was decided to divide the construct of envy into benign
envy and malicious envy following the conducted EFA, the
hypotheses were tested separately during linear regression. The
research of Feng et al. (2023) states that influencer bragging
while advertising luxurious products leads to the feeling of
malicious envy in consumers. Additionally, it has been found
previously that envy is one of the reasons why people tend to
follow different influencers (Lee et al., 2021). Thus, the
hypotheses in this research suggested a positive effect on both
benign and malicious envy. However, only one of those
hypotheses has been supported, hence it cannot be said that
SMBE affects envy. Linear regression has shown that there is a
significant positive effect of SMBE on benign envy, so
hypothesis H2(a) was supported. Nevertheless, H2(b) was
rejected as the result was not significant. This hypothesis was
based on the research of Feng et al. (2023) which conducted was
conducted in China. However, participants in this study were
predominantly European. Studies have shown that collectivistic
cultures, like Chinese, tend to feel more envious of superior
targets who are not part of their social group than individualistic
cultures, like European (Tan et al., 2016). This cultural difference
might explain the outcome of the regression analysis of this
research.

Prior research established that SMBE is positively related to
inspiration (Cao et al., 2022, Liu et al., 2017). In accordance with
these expectations, SMBE was found to have a significant
positive influence on inspiration. This means that the more
consumers interact with brands via social media, the more likely
they are to feel inspired.

Lastly, consistent with expectations, this research found that
SMBE is significantly positively associated with a sense of
community in social media users. This is in line with existing
literature which states that SMBE promotes interaction and
engagement between consumers. This, in turn, allows consumers
to socialise, share their experiences, and form communities and
friendships (Calder et al., 2009, Paramita et al., 2021). This
research supports this conclusion showing that consumers who

interact with brands and/ or influencers via social media tend to
become a part of a community.

6.2 Impact on Psychological Wellbeing

The last five hypotheses proposed that the constructs of body
dissatisfaction, inspirations, benign and malicious envy, and a
sense of community have a significant effect on psychological
wellbeing. HS stated that body dissatisfaction has a significant
negative effect on psychological wellbeing. Consistent with prior
literature, this hypothesis was supported. Tiwari and Kumar
(2015) stated in their research that body image affects one’s
psychological wellbeing. Moreover, a negative self-image leads
to lower self-esteem and life satisfaction (Delfabbro et al., 2011).

Prior research concluded that, in general, envy leads to decreased
wellbeing and psychological health (Mujcic & Oswald, 2018).
Hence, this research expected a negative influence of envy on
psychological wellbeing. This research concluded that malicious
envy indeed has a significant negative impact on psychological
wellbeing, thus supporting H6(b). Benign envy shows a negative
effect on wellbeing but the result, however, was not significant.
Similarly to this study, some authors also divide benign and
malicious envy in their research. For example, Wu and Srite
(2021) concluded that malicious envy reduces performance and
increases avoidance behaviour. On the contrary, benign envy can
act as a motivator to do or change something that the person
envies (Lee & Eastin, 2021). Therefore, it can be said that the
outcomes of this research and in line with the existing literature.

The research on the effect of inspiration on psychological
wellbeing is currently very limited. The four studies of Thrash et
al. (2010) found that being inspired positively affects both
hedonic and eudaimonic wellbeing dimensions. Nevertheless,
this study did not find support for the findings of Thrash et al.
(2010). It was found that inspiration has a non-significant
negative effect on psychological wellbeing. More research needs
to be conducted to better understand the influence of inspiration
on wellbeing as currently results are conflicting with each other.

The last hypothesis, H8, was not supported as the outcome of the
linear regression analysis was not significant. Such a result can
be explained by the fact that a lot of prior research focused on a
sense of community within physical environments like
neighbourhoods. Guo et al. (2021) found that wellbeing is higher
for people who have a strong sense of community in their
neighbourhood. Online communities were studied by Wright and
Muhtaseb (2011), and they found that anonymity and the ability
to connect very specific niche interests are beneficial sides of
online groups. This study, on the other hand, focused on online
brand communities on social media, which are usually not
anonymous and, hence, less personal. This may explain
discrepancies in findings.

6.3 Theoretical Contribution

Prior research on SMBE mostly focused on its effects on
purchase intention and/ or brand attitude. This research, on the
other hand, contributes to the literature by investigating how
psychological wellbeing of social media consumers is affected
by brand activities on the platforms. The study combined
different aspects of prior literature and proposed a new
conceptual model to explore this topic. The mediating factors
including body dissatisfaction, envy, inspiration, and a sense of
community provide a theoretical framework to understand how
SMBE affects psychological wellbeing. While the findings
challenge the model by revealing unexpected results and
rejecting certain hypotheses, they can be used as a foundation for
future research on the topic of consumer wellbeing. For example,
this study did not find support for the hypotheses that SMBE
leads to body dissatisfaction and malicious envy while providing



evidence that it increases the feeling of benign envy, inspiration,
and a sense of community. These results provide a great starting
opportunity for developing the model further and deepening the
understanding of how psychological wellbeing is influenced by
SMBE.

6.4 Practical Implications

This research confirms that many people use social media daily
which makes it a very attractive space for brands to raise
awareness and promote their products and services. It has been
shown that SMBE affects consumer emotions such as inspiration,
benign envy, and a sense of community. It was also found that
malicious envy has a significant negative effect on psychological
wellbeing as well as higher body dissatisfaction leads to lower
wellbeing in consumers. Therefore, to build a close and healthy
relationship with existing and potential customers, brands can
use the outcomes of this study to develop social media strategies
that will focus on increasing positive impacts and fostering
consumer wellbeing. For instance, brands can foster their
customers’ wellbeing by promoting positive body image,
stimulating socialisation and community bonding, and inspiring
their customers to grow and improve themselves. Moreover,
brands can find ways to mitigate the effect of negative emotions
on consumer wellbeing or try preventing them completely. Since
the research identified a negative effect of malicious envy,
brands can stay aware of such an effect on consumers and address
it within their social media strategies and campaigns.

7. LIMITATIONS AND FUTURE
RESEARCH

7.1 Limitation

Although this study adds insights into psychological wellbeing,
several limitations should be acknowledged. The data collection
was mostly done using convenience and snowball methods
which means that the sample may not be a well-diversified
representation of the population. For example, 128 out of 171
participants are university students which is not a great
representation of the biggest audience of social media, much less
all social media users. Additionally, most respondents of the
survey are from Europe, therefore, even though SMBE is a
popular tool all over the world, the results of this research cannot
be used to draw conclusions about other continents. In literature
benign envy is closely related to inspiration to do something, thus
the model may be improved by changing or combining those
constructs. This leads to another limitation. The reliability of the
proposed conceptual model might not be optimal as only half of
the hypotheses were supported. It can be beneficial to remove
some constructs or add new ones to get a better understanding of
how social media brand engagement affects the psychological
wellbeing of consumers.

7.2 Recommendations for Future Research

This study brings attention to several interesting possibilities for
future research. The study investigated the influence of social
media brand engagement on psychological wellbeing through
several mediating variables. However, this research did not
examine whether variables such as age, gender, and/or level of
education are moderating the effect SMBE has on psychological
wellbeing. Future research could consider doing a number of
comparative studies to understand the differences in terms of
psychological wellbeing effects. The studies could compare male
and female consumers, different nationalities, and so on. This
study did not confirm that inspiration has an effect on wellbeing
which contradicts prior research. Since not a lot of research has
been done on the effect of inspiration on wellbeing, it could be
beneficial to explore this topic more in the future. Additionally,

as mentioned in the limitations, the proposed conceptual model
might not be optimal as half of the hypotheses were rejected.
Future research could investigate the model more in a
longitudinal study to explore whether there are other mediating
and moderating variables playing a role in affecting
psychological wellbeing in terms of SMBE. For example, the
model might be improved by adding an Entertainment variable
as was done by Bazi et al. (2023) as well as Plume and Slade
(2018).

8. CONCLUSION

This study aimed to examine the positive and negative effects of
SMBE on the psychological wellbeing of consumers. The
mediating effect of body dissatisfaction, envy, inspiration, and a
sense of community constructs were explored. To complete this
research, the following research question was formulated:

What are the effects, positive vs. negative, of social media brand
engagement on psychological wellbeing of consumers?

To answer this research question, eight hypotheses were
proposed. They were tested by conducting several quantitative
analyses such as exploratory factor, correlation, and linear
regression analyses. Although the model has not been confirmed,
some interesting conclusions can be drawn. According to the
EFA, the construct for envy had to be split up into two separate
variables. This is in line with the literature available regarding
envy which divides this emotion into benign, encourages self-
improvement, and malicious which reduces performance (Wu &
Srite, 2020). Thus, the rest of the data analysis was done
following that. Linear regression analysis has shown that, in
accordance with the expectations, SMBE has a significant
positive impact on benign envy, inspiration, and sense of
community. That means that the more time consumers spend
interacting with brands via social media, the more likely they are
to bond with other consumers as well as feel inspired and
motivated to become better. The research has also identified that
there is a significant negative effect of malicious envy and body
dissatisfaction on psychological wellbeing. Unfortunately, linear
regression analysis suggests other hypotheses had to be rejected,
therefore, it is not possible to conclude whether social media
brand engagement has a significant effect on psychological
wellbeing through the proposed mediating variables. Correlation
analysis showed similar results to those of regression analysis but
it also showed a significant negative correlation between SMBE
and psychological wellbeing. This might indicate that SMBE
negatively affects psychological wellbeing, although it appears
that variables body dissatisfaction, envy, inspiration, and sense
of community may not be the most suitable factors to explain this
relationship. Therefore, it is recommended to look into more
potential mediating variables such as entertainment to improve
the model and understand the topic of SMBE and psychological
wellbeing deeper.
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11. APPENDICES
11.1 Survey

Dear participant,

You're invited to participate in a research study about the effects of social media brand engagement on
psychological wellbeing of consumers. The research is conducted by Alina Katiliute from the Faculty of
Behavioural, Management, and Societal Sciences at the University of Twente.

The core of this research is to examine what are the positive and negative effects of social media brand
engagement on wellbeing. This questionnaire consists of seven different components and should take
approximately 5 minutes of your time.

Taking part in this research is entirely voluntary and you can withdraw at any moment. Withdrawing will not have
negative consequences for you. Your data will be anonymised and cannot be traced back to you. Your data will not
be shared with third parties. You can navigate this survey by clicking the arrows at the bottom of the page. To
proceed, please state whether you consent to participate in this research by clicking on the arrow on the bottom
right.

Thank you for participating in this research!
If you have any remarks or questions, please don’t hesitate to contact me:

Alina Katiliute: a.katiliute@student.utwente.nl

Do you use social media platforms (e.g., Instagram, TikTok, YouTube, Facebook etc)?

- Yes (1)
- No (2

How often do you use social media on average?

- Once every few weeks (2)

- Few days a week (3)

- 1-3hours per day (4)

- More than 3 hours per day (5)

SMBE Section 1: Social media brand engagement

Social media brand engagement comes in different forms. For example, sponsored advertisements, partnering with
influencers, and/ or creating brands' accounts to post engaging content. Please choose an option that best describes
your opinion.
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SMBE.1 I encounter brand engagement activities on social media (e.g., sponsored ads, influencer 1 2 3
advertising, following brands accounts).

SMBE-2 | follow influencer(s) and/or brand page(s) on social media. 1 2 3

SMBE.3 [ write reviews on social media. 1 2 3

SMBEA4 | post videos/ posts that show my brand consumption on social media. 1 2 3

SMBE.5 | comment on posts/ videos/ photos on brand social media accounts (e.g., Zara, Dior). 1 2 3

BI Section 2: Body image

Body image refers to the extent to which individuals perceive the facts pertaining to their bodies. Those facts can
often not be aligned with societal standards. This results in a person feeling satisfied or dissatisfied with their own
body. Please choose an option that best describes your opinion.

» Most of the time

S~ A b

o Always

“wn W W W



BIL1
BI.2
BL3

BILS

BI.4

BL6

I feel ... with my physical appearance when seeing brand activities on social media.

I feel ... with my body size and shape when seeing brand activities on social media.

I feel ... with my weight when seeing brand activities on social media.

Right now I feel ... about my looks compared to how I usually feel.

I feel ... when seeing brand activities on social media.

I feel that I look ... than an average person looks.

EV Section 3: Envy

. Extremely dissatisfied

—

. Extremely physically unattractive

. Much worse

o o o o Somewhat dissatisfied

v Somewhat physically unattractive

Somewhat worse

[\S)

w w w w Neither satisfied nor dissatisfied

Neither physically unattractive nor

w attractive

w About the same

Upward social comparison can give rise to the emotion of envy. Envy can act as a motivator to improve oneself
and achieve what the person envies. However, it can also increase avoidance behaviour and feel inferior. Please
choose an option that best describes your opinion.

EV.l

EV.2

EV3

EV.4
EV.S

EV.6

Envying others (e.g., influencers, brand ambassadors) motivates me to accomplish my
goals.

If someone (e.g., influencer, brand ambassador) has superior qualities, achievements, or
possessions, I try to attain them for myself.

Seeing other people's (e.g., influencers, brand ambassadors) achievements makes me
dislike them.
I wish superior people (e.g., influencers, brand ambassadors) lose their advantage.

When I envy others (e.g., influencers, brand ambassadors), I focus on how I can become
equally successful in the future.

I feel ill towards influencers/ brand ambassadors I envy.

. Strongly disagree

—

w Somewhat disagree

w Neither agree nor disagree

& & » o Somewhat satisfied

» Somewhat physically attractive

Somewhat better

B

» Somewhat agree

w o w  w Extremely satisfied

u Extremely physically attractive

o Much better

w Strongly agree



IN Section 4: Inspiration

Inspiration is the process of being mentally stimulated to do or feel something, especially to do something
creative. Please choose an option that best describes your opinion.

IN.1 Something I encounter or experience when seeing brand activities on social
media inspires me.
IN.2 When seeing brand activities on social media I am inspired to do something.
IN.3 ‘When seeing brand activities on social media I feel inspired.
£
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IN.I.L  How often does that happen? 1 2 3 4
IN2.1  How often does that happen? 1 2 3 4
IN3.1 How often does that happen? 1 2 3 4
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IN12  How deeply or strongly (in general)? 1 2 3 4
IN22  gow deeply or strongly (in general)? 1 2 3 4
IN32  How deeply or strongly (in general)? 1 2 3 4

SoC Section 5: Sense of Community

A sense of community can be defined as a feeling of belonging for the members of the group. For the next set of
questions please think of a group or a page (of a brand or an influencer) you follow which you feel most involved
in/ attached to. Please choose an option that best describes your opinion.
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SoC.1 1 think this group is a good place for me to be a member. 1 2 3 4
SoC2  Other members and I want the same thing from this group. 1 2 3 4
SoC.3 [ feel at home in this group. 1 2 3 4
SoC.4 1 care about what other group members think of my actions. 1 2 3 4
SoC.5 s very important to me to be a member of this group. 1 2 3 4
SoC.6 I expect to stay in this group for a long time. 1 2 3 4
SoC.7  I've had questions that have been answered by this group. 1 2 3 4
SoC.8  Some members of this group have friendships with each other. 1 2 3 4
SoC.9  wantto help others in this group. 1 2 3 4

PWB Section 6: Wellbeing

Overall, wellbeing is defined as the state of feeling healthy and happy. Psychological wellbeing focuses on how a
person perceived and tries to overcome challenges to function positively. Please choose an option that best
describes your opinion.

n » , Always

o w» w A great deal

L L e w w Strongly agree



PWB.1 When I encounter social media brand/ influencer activities, I like most parts of my own
appearance and personality.

PWB.2 Social media brand/ influencer activities helped my life to become a continuous process
of learning, changing, and growing.

PWB.3 People in social media brand/ influencer communities would describe me as a giving
person, willing to share my time with others.

PWB.4 When I see brands/ influencers on social media, I feel disappointed about my own
achievements in life in many way.

PWB.5 [Ihave not experienced many warm and trusting relationships with others in social media
brand/ influencer communities.

PWB.6 As a consequence of seeing social media brand/ influencer activities, I gave up trying to
make big improvements or changes in my life a long time ago.

DM Section 7: Demographics

This is the final section of this questionnaire.

DM.1 What is your gender?

- Male (1)

- Female (2)

- Non-binary / third gender (3)
- Prefer not to say (4)

- Other (5)

DM.2 What is your occupation?

- Student (1)

- Working full-time (2)
- Working part-time (3)
- Unemployed (4)

- Retired (5)

- Unable to work (6)

- Other (7)

- Prefer not to say (8)

DM.3 Which continent are you from?

- Europe (1)

- Asia (2)

- North America (3)

- South America (4)

- Africa (5)

- Australia and Oceania (6)
- Other (7)

DM.4 How old are you?

- <20 (1)
- 20-25 (2)
- 26-30 (3)
- 31-35(4)
- 36-40 (5)
- >40 (6)

. Strongly disagree

—

 Somewhat disagree

N

> Neither agree nor disagree

w

» Somewhat agree

B

o Strongly agree

W



