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CHAPTERTWO

LITERATUREREVIEW

2.0 Introduction

Recently,socialmediawiththeimmeasurableandsporadicinfluencesattributedto

female brand ambassadors,model,contentcreators and celebrities activities as

depictedonallovervarioussocialmediasitesandplatformssuchasInstagram,

snapchat,FacebookandTik-tokinthecourseofadvertising,promotingorcreating

awareness abouta brand has become a ubiquitous threshold and fastgaining

popularity which continually has been a reckoning factor densely contributing

immenselytotheidolizationofidealbodytypesandappearancecomparisonbypeers

ratherthanfulfillingthepurposeofbrandorcontentpublicityforwhichtheyarehired.

Thishegemonicactinnodoubthasgainastancetounequivocallypromptandinstigate

theexplorationofappearancesrelatedcomparisonsbetweenblackpeersandblack

female celebrities and as a resulthad thereby broughtaboutconflicting and

deterioratingnegativeeffectontheself-esteem,self-evaluation,self-worthinessand

self-actualizationofsuchpeersbyquestioningherbodyimage.Self-dissatisfaction,

depression,PTSD,inferioritycomplex,breakdowninemotionalorderandpsychological

well-beingarenotableconsequencesamongothersdisastrousconsequences’suffered

bypeersthatfallsintothiscategoryduetothisunethicalactaftermath.Appearance

comparisonsmadeonsocialmediaandtheinfluenceofidealizedimagesonbody

imagecanbetterbeunderstoodusingadiscretesocialcomparisontheorywhichwillgo

alongwaytohelpthisresearcharrivedatconclusionandestablishrelationorparadigm

ofhowbadlythesocialmediagenerallyhasmadeanhamperedeffectonthewomen

body perception warranting the exploration ofappearance related comparisons



betweenfemalecelebritiesandblackpeersinhighSchool(DeannaR.P.,2017).Social

comparisontheoryassertedthatintheabsenceofobjectivestandards,individuals

measureeveryaspectsoftheirlivesandlifestylebycomparingthemselvestoothers.

Socialcomparisonsreferstoabehaviorwerewecomparecertainaspectsofourselves

(e.g.,ourbehavior,opinions,statusandsuccess)tootherpeoplesothatwecanhavea

betterassessmentofourselves(Bunks&Gibbnos,2017).Downwardcomparisonsare

measurewithotherswhoaresensedtobeworseoff,whileupwardcomparisonsare

measurewithindividualsalsosensedtobebetterofforsuperiorthan(Bunks&Gibbnos,

2017).Theattitudeofcomparison ofone’sappearanceorlikenessto imagesof

beautifulstrangersonsocialmediaplatformsform ofupwardcomparison,hasbeen

foundtohavedirgenegativeeffectsonbodyimage(Tiggemann&Zaccardo,2015)as

welldevelopsubstantialfeelingsofenvy,jealousnessandanimosityinwomen(Chae,

2018).Ingeneral,comparisonsaremostfrequentlymadewhenthecomparisonentityis

sensedtobealikeandsharedsamepeculiarities(adistinguishingtrait)withoneself

(DeannaR.P.,2017).

2.1 SocialMedia

Adler(2014),assertedthatwomengenerallytendstospendalongeractiveperiodof

timeonsocialmediadailythananyothermajorInternetactivitywhichencompass

streaming,blogging, mining,teleconferencing,electronictransaction,andothertrans-

electronicactivitiessuchasbanking,mailing,marketingandcommerce(Adler,2014).It

wasevidentindatacollectedandresultformulatedby“StatisticBrain”in2014that

socialmediaclaimsarecordmillionsofactiveuserscomparedtootherwebbased



applications,andbillionsofminuteswereaccumulatedfrom thoseusers(StatisticBrain,

2014).Socialmediaisdefinedasaweb-basedserviceswhichfunctionsincludesthe

interconnectionofboundsthatallow individualstoconstructapublicorsemi-public

profilewithinaboundedsystem,inrelationtoaarticulatedlistofotheruserswith

whom theyshared connection,view andtraversetheirlistofconnectionsandthose

madebyotherswithinthesystem (Kalnes,2013).Apparently,formanypeople,social

mediafunctionhasbeengreatlyoverturnedandhasbecomemorethanjustaweb-

basedservice;butabasedsocial-orientallives,furtherperceivedasagatewaytoothers

lifestyle,orientationandact.

Overmillionsofpeopleassociateondailybasisthroughtheaidofmediaplatformsand

forum;amongthesemillions,adolescentswithintheagebracketoragerangeof18to

24poisetheheaviestusers,withaspontaneousrateof98% usage(StatisticBrain,

2014).Subsequently,theanalysisreleasedby“StatisticBrain”,in2014reportedhalfof

theUSpopulationtoownatleastasocialnetworkingaccount(StatisticBrain,2014).In

lightofthis,itisnottobecontestedthatsocialmediaservesasthemainsourcefor

communicatingwithfamiliesandfriendsanditsform aindivisible,indissolubleand

inseparablecoreoftheirdailyliveswhichfunctionscannotbeover-emphasized.An

estimatednumberofpeopleoverthe213millionpeoplereachoutthroughsocialmedia

usingtheirelectronicgadgetswhichincludessmart-phones,tablets,andcomputers,

and52millionusershasbeencategorizedasuserscommunicatingwith/from their

mobiledevicesintheirsocialmedia(Nielsen,2012).In2012,areliablesurveyfrom a

reliablesourcedisclosedthetotalminutesspentonsocialmediaintheUnitedStates

whichaverage520.1billion,lettingsocialmediaclaim themosttimespentonanetwork



overanyotherInternetsite;andin2014,socialnetworkingsitesstillclaimedthatspot.

From thelistofthetoptensocialmediasiteswiththemostuniquePCvisitorsinthe

U.S.,Facebookreachedanoutrageouslandmarkofmediawiththemostusersthereby

grabbingthenumberonespotshoulderheadingotherfamoussocialmediawhilesites

likePinterestandTwitternotablymadeaclearpresence.Inreckoning,Pinteresthada

massiveincreaseof1,047percentinjustayear,from 2011to2012.Thissamestudy

alsopointedoutthefactthatthatfemalesareobsessedwithimagesandarethe

primaryusersofPinterest,andspendmostoftheirtimescrollingthroughthisimage

contentsitewiththeirmobilephones.Useofsocialmediathroughmobiledevicescould

indicatethatfemalesarenotonlyconstantlyonsocialmedia,butthattheyliterallytake

itwherevertheygo,withexposuretoimagecontent(andpossiblythin-idealimages)

manytimesduringanygivenday(Nielsen,2012).InThreespecificsocialmediasites,

Facebook,Pinterest,andInstagram,areheavilyfocusedonimagecontentandhaveall

experiencedlargeincreasesinusersovertime.Thesesitesfocusonimagesharingand

giveyoungusersaccesstocontentthathousesimagesofthethin-idealbodytype.

2.1.1 Facebook

FacebookisafamousAmericasocialmediasitewhichhasexistedforyearsandhas

cometobeliterallypartofpeopledailyaffairs,Facebookenableuserstoupload,post

anddistributepictureofanylikenessfrom theirmobiledevicesandalsosharing to

otheruseraswellasadvertisementcontentintegratedintoFacebookpagestoboost

commercialactivities.Facebook is in-abruptly filled with collective and specially

designatedimagecontentsfrom users,andrecreationofphotoalbum forstorageand



possessiononweb.FacebookstoodintheAmericaBIstatisticsasthetopleadingsite

insocialmediaowingtothelargestaudiencebasebyafarreachlandmark,andalso

acclaim themostminutesspentonasocialmediasite,themostuniquePCvisitors,and

themostmobileusagetime(Nielsen,2012).In2014,Facebookspanover1.4billion

usersandaccumulatedaridiculoustimespentthataverage700billionmonthlyminutes

ofusagetime(StatisticBrain,2014).Itseaseofusability,connectionandaccessto

millionsofpeoplehasgivenbirthtoremarkableamountsofimagestoitsusers.

Facebook,justlikeothersocialmediasites,isbeennavigatedbyusing“personalpages”

whichcouldbesetupbyindividualsfortheirownuniqueprofiles.Thereispresenceof

toggleiconsforIndividualstoadd“friends”buildrelationshipandconnectwithasmany

peopleastheylikewhilehavingfulljurisdictionandautonomyofprivacyandcontrol

overwhocanpoketheirpageandmakeacommentary.Otherinterestingfeatachieved

byFacebookwhichisfascinatingtousersisthepresentofthe“like”featurethat

denotesthesenseofconformitybychoicetolikenessoracceptancethatalsoallowed

auseruploadedpictureorimage,tobelikedbytheir“friends,”peersorcolleaguesor

thepeoplewhotheyareconnectedwithonFacebook,Thereisinclusionandavailability

ofthecommentsectionforusersthatwhichtostateexplicitlyorexpresstheirfeelings

ontheimageor“like”theimagedependingontheuserschoice.Likinganimagein

FacebookiswhenaFacebookfriendclicksontheword“like”onaPC(Figure2-1)oron

aniconofatinythumbsuppictureinmobiledeviceswhichindicatesthattheyfindthe

pictureappealinginsomeway,almostasiftheyaregivingtheirapprovalofthepicture.

Itispossiblethatthese“likes”canbeperceivedasaffirmationforthepersonwho

postedtheimageandisreceivingthelikes.Forinstance,asseeninarecentstudythat



examinedimagesseeninsocialmediaanditsimpactonadolescentgirls,“participants

mentionedfocusingonthenumberoflikestheirpictureshadreceivedcomparedto

friends’photos”(Kalnes,2013).Research work by Kalnes (2013)revealed that

individualswhofrequentlyisobsesswiththeirnumberoflikestootherssufferedlower

levelsofself-esteem,inferioritycomplexand poorself-evaluation.In lightofthis,

conclusionwasdrawnthatparticipantswhocomparedthemselvestootherssuffered

reportedincreasedfeelingsofjealousy,envy,feud,animosity,bodydissatisfaction,and

covetforaperfectbodyshape,orlongingfor“things”suchaswearablefashionbrand

wearse.g.,clothes,shoesandbags,thatothersmaypossess(Kalnes,2013).Inviewof

this,itisarguablethatthenumberoflikesassociatedwithapicturecouldimpactan

individual’s self-esteem and bodysatisfaction,particularlyifthe picture uploaded

happenstobeoftheindividual’sownself-image.

2.1.2 Instagram

Instagram withcouplesofsimilaritiestoFacebookholdandsharesthesamedistinct

featuresinmultiplesways,theuseoftoggleiconsforlikesandcommentsectionsfor

otheruserswhowhichtogiveacceptanceandmakearemarkaboutaparticularimage

isavailable,andalsoenhancessharingofimagestootherusers.Instagram uses

individualprofilescreatedsolelybyuserswhowhichtobeinvolveinvarioussocial

activities(JuliaWallis.,2015).However,Instagram isfocusedsolelyonphotosjustlike



othersocialmedia.Instagram allowsuserstotakeaphotofrom theirmobiledeviceand

edittotheirsuitabilitybyusingfilters,moderatingtoneintensity,sharpness,brightness,

contrast,blurringeffects,andcoloradjustments,etc.,inordertoenhanceorchangethe

image.Instagram isprimarilyaccessedthroughmobiledevicesalthoughisavailable

foruseonacomputer(howeverusersarelimitedto uploadphotosthroughthat

medium limitingitusagesmostlytophone.Instagram wascreatedinOctoberof2010

(Instagram,2014)and therefore has limited studies associated with it.However,

Instagram gainedtremendouspopularitysinceitfirstbeganandisnow morethan

hometoestimately300millionuserswithover70millionphotosuploadedondaily

basis(Instagram,2014).AsInstagram gainspopularitywithMillennials,theeffectsof

sharingandengaginginsocialcomparisonbehaviortoimagesonInstagram merits

furtherexploration.

2.1.3 TikTok

TikTok,knowninChinaas Douyin  (Dǒuyīn),isa short-form video hostingservice owned

byChinesecompany ByteDance. Ithostsavarietyofshort-form uservideos,from

genreslikepranks,stunts,tricks,jokes,dance,andentertainment withdurationsfrom

15secondstotenminutes. TikTokisaninternationalversionofDouyin,whichwas

originallyreleasedintheChinesemarketinSeptember2016.TikTokwaslaterlaunched

in2017for iOS and Android inmostmarketsoutsideof mainlandChina;however,it

became available worldwide only after merging with another Chinese social

media service, Musical.ly,on2August2018.(Wikipedia2022).Itswiftlybecamethe

mostdownloadedapponAppleIOSin2018,withhalfofTiktok's500millionusers



beingbetweentheagesof13and18(Bresnick,2022).Onlyafewpeoplepossiblyare

notawareofthiscontroversialapplication,whichhasbeenutilizednotonlyasasource

ofentertainmentandamusement.(Amoda1etal.,2022).

Previewingitsrecentlevelofgrowthanddevelopmentrateoverthelastcouplesof

yearssinceitcametoexistence,itsworthwhilesayingthatTikTokhasfastgainlotof

popularityandmouthwateringattentionearlierthanexpectedamongotherelitesocial

medialsitesintheworld,Italsoretainvividlyaveryhighinterestsamongadolescents

andadultsespeciallywomenwhichischaracterizedorduetoitsunusualsurplus

collectionofanimatedeffectsandavatarwhichissuitableforcreationandrecreation

ofanyidealbodyimageandvideocontentsasfantasizedbywomenthroughemulation

withadditionofseveralgroomedeffectsplusseriesofmodificationandediting.Italso

enablesthemergingofvideoclips,allowinga60-secondvideoclipwhereinquickcuts,

musicsamples,filters,stickers,andotheradd-onscouldbeincorporated.(Amoda1et

al.,2022).Userscanlistentoavarietyofmainstream songsandwatchvideosonother

platforms,suchas"lipsyncvideos."Thiscanbelike,add to favorite,shared and

commentedonbytheirfollowers(Amoda1etal.,2022).Theexponentialriseinthe

numberofTikTokuserssupposethesuccessofthesaidsocialmediasiteandits

widelyacceptanceandsatisfactionbythevastmajorityofpeople(users)butitdoesnot

puttolightthedirgeandunderlyingneedtocheckandquestiontheusage,raisealarm

andshowconcernontheoverlying-awaiteddangerandthreatpoistonthearbitraryand

persistentusagewhichisadisasteronthebrinkyetonforetoldand capableof

inhibiting psychologicalwell-being,and emotionalorderofsuch users butrather

offeringemotionaldamage,traumatization,depression,bodydissatisfaction,low self-



esteem andinferioritycomplextosuchuser.Despiteitsinexorablepopularity,Tiktokis

themediahadwithmostcontroversialissueswhichhasbeendraggedlegallyseveral

timesforlegalchargesduetoobscene,immoral,vulgar,andencouraging pornography

amongothers(Korbani&LaBrie2021).Concernshavebeenvoicedregardingcontent

relatingto,andthepromotionandspreadingof,hatefulwordsandfar-rightextremism,

suchasanti-semitism,racism,andxenophobiabydifferentauthors. (Weimann&Masri,

2020).Thismassiveuserbasedrewmoreattentionandscrutinyfrom severalgroupsas

wellasplethoraofnegativeoutcome(Korbani&LaBrie2021).Withover41%ofusers

aged 16 to 24 yearsold,theapp hascreated anumberofbody-related content

problems. (Bresnick, 2022) As a result of these concerns, a new set of

recommendationshasbeenpublishedtoaddressmisleadingandinflatedclaimsindiet

andweight-lossproducts.(Levinson&Rodebaugh,2012)Apartfrom these,theprimary

problemsbroughtbyTikTokarethosewhichinvolveprivacyandsettings,mentalhealth

inclusiveofcyberbullyinganddepression,andinappropriatecontent(Rofagha,A.,2019).

Andthiscouldaffecttheself-esteem oftheusers(Bresnick,2022)



2.2 Women’sBodyPerception,BodyImageandIdealimage

2.3 EffectsofMediaonBodyImageandSelfPerception

Socialmedia has broughtabouta dimensionalperspective in the exploration of

Appearancerelatedcomparisonsbetweenfemalecelebritiesandtheirblackpeersas

seenandobservedfrom researchworksofdifferentauthorsandscholarin((JulianeK.

Bauer.,2020);(JuliaWallis,2013):(DeannaR.,Puglia.2017);(Bunks&Gibbnos,2017);

(Tiggemann,M.,2006) &(Kalnes,K.2013)).Thecelebritiesidealimageofthethin

femalebody-typehasevolvelikewidespreadfireconsideringthestaggeringvolumeof

attentionitcaptivatedandenjoyedundermediaoutreach/outrageandassuchbeena

uniquekeenpointofinterestandadmirationbypeersonsocialmediawhoarehighly

obsesswithstereotypes.Stereotypedefinedasastandardizedmentalpicturethatis

heldincommonbymembersofagroupandthatrepresentsanoversimplifiedopinion,

prejudicedattitudeoruncriticaljudgement.(Merriam Webster,2022).In(AlanaP,etal.,

2022),BMCwomenHealthJournalreportedpeerswhohavearelativelylowself-esteem

andbodydissatisfactioncausedbybodycomparisonofselfwithcelebritiessexualized

imagesonline.Thestudyfurtherrevealedhow sexualizedimagestypicallyfoundon

socialmedia influenced adolescentgirls’mentalhealth,in negativeways.Further

revelationwasmadethatcomparisonsalso influencedadolescentgirls’effortsto



changetheirappearanceandseekvalidationonsocialmedia.

JenniferHarriger,apsychologyprofessorandcoordinatorofPepperdine’sBodyproject

(anorganizationdesignedtopromotepositivebodyimageamongfemalestudents)

supportedthenotionof(Vizardetal.,2020&WorldHealthOrganization,2020)that

peers are hellbentand going extremelyto own a perfectbodyshapes like the

contemporarycelebritiesorhaveastrikingresemblanceandwouldgiveittheirallwhich

couldjeopardizetheirhealthstatusandstateofwell-being.

(VandenboschL.,&EggermontS.,2012)inhisresearchinoculatedthediscussionabout

theinfluenceofthesocialmediaonthefemalepsychologicalreasoning and the

generallyaccepted female gendervalues.The studyinvestigation thatcelebrities

practicedsexualobjectification,i.e.asetofpracticesorbelievesthatdistinguishedand

focusmoreattentionortreatmentonthesexualityfunctionandpartofthebodyasan

objectinothertobelookedat,adore,venerated,touchedorcovetedwhichrealityisin

separation from herwhole and complex being.(Frederickson & Robberts,1997).

Appraisaloffalsebodyimageandidealizedimagebyfrequentuploadingofeither

effectedanddoctoredphotosasdepictedonmediasiteshasbeengreatlyapplauded,

glorifiedandraisetobarbycelebritieswhichhasthroughthisactioneitherconsciously

orunconsciouslydeviatedtheacceptableconceptofnormalizebodyimagebysociety

andpeerscouldn’tbuthelptocomeinagreementtothepreachedbodyimageonsites

asinfluencesofcelebritiesisatthepeakastheyserveasrolemodeltomostpeers,As

aresultpeersaremorethaneverfocusedontheirsizes,(i.e.weightandheight)body

typese.g.(Ectomorph,mesomorph&endomorph)andbodyshapes,(straight,athletic,

muscular,ample,straight)andwilldoeverythingpossibletomatchmakeitwiththatof



thecelebrities.

2.4 Socialcomparisontheory

2.5 AppearancesRelatedAttitudes
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