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Scrolling into Self-Objectification: Social Media’s Influence on Young Women’s Body Consciousness in Punjab, India 
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ABSTRACT 

	The present research scrutinized the association of social media use with self-objectification and dimensions of body consciousness, namely, body surveillance, body shame, and appearance control beliefs, among young adult females in Punjab, India. A group of 180 college students aged between 18 and 25 participated by completing standardized self-report questionnaires. The analysis unveiled a positive relationship between social media use and the other two variables, i.e., self-objectification and body consciousness. Results are interpreted through the lens of objectification theory and contemporary media dynamics, underscoring the need for targeted educational and psychological interventions to mitigate the adverse effects of appearance-focused media exposure. 	Comment by john Ufuoma Douglas: Absence of a measuring instrument and statistics used.
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1. INTRODUCTION 

Objectification describes how individuals, particularly women, are treated as objects to be looked at, valued primarily for their physical appearance rather than their inherent worth (Nussbaum, 1995; Fredrickson & Roberts, 1997). The internalization of this external viewpoint, known as self-objectification, poses significant risks to women’s psychological well-being (Fredrickson & Roberts, 1997; Moradi, 2010). Socio-cultural frameworks have emphasized that women’s bodies are constructed and valued differently based on cultural discourses and practices (Bartky, 1988; Sandhu & Sandhu, 2021). The rapid expansion of social media over the past two decades has provided new avenues for perpetuating narrow appearance ideals, accelerating these psychological and cultural processes (Aubrey, 2006; Dean, 2021; Kuss et al., 2014).
Objectification theory (Fredrickson & Roberts, 1997) explains how women internalize an observer’s perspective of their bodies, fostering self-objectification that leads to body surveillance, body shame, disordered eating, and depressive symptoms. Empirical studies confirm direct links between self-objectification, restrictive eating, bulimia, and depression (Noll & Fredrickson, 1998).
With the rise of social media, exposure to sexualized and idealized images has intensified the risks of body dissatisfaction and self-objectification. Meta-analyses confirm a robust association between sexualizing media and self-objectification, with stronger effects for online platforms (Grabe, Ward, & Hyde, 2008). Platforms such as Instagram, Snapchat, Facebook, and TikTok create an omnipresent environment for appearance-based social comparison and validation, amplifying unattainable beauty ideals (Aubrey, 2006; Burnette et al., 2017). Research consistently links time spent on social media with heightened body surveillance, body shame, and self-objectification (Meier & Gray, 2014; Fox & Vendemia, 2016; Tiggemann & Miller, 2010; Vuong et al., 2021). Importantly, peer images often exert a stronger influence than celebrity images, owing to their relatability and relevance to everyday life (Perloff, 2014; Kleemans et al., 2018).
Mechanisms such as appearance-based social comparison and feedback loops play central roles. Research shows that selfie posting, editing, and browsing predict body dissatisfaction and disordered eating, often mediated by surveillance and comparisons (Cohen, Newton-John, & Slater, 2018; McLean, Paxton, & Wertheim, 2016). Experimental studies confirm that exposure to thin-ideal and digitally altered images lowers body esteem and mood, particularly among individuals prone to social comparison (Tiggemann & Slater, 2014).
The consequences extend beyond dissatisfaction to psychosocial outcomes such as sexual self-objectification, risk-taking, reduced condom self-efficacy, and alcohol use to appear sexual (Liss, Erchull, & Ramsey, 2011). Systematic reviews also associate social media use with anxiety, depression, and poor well-being, with body image and self-esteem as moderators (Marengo et al., 2018). Cross-cultural studies highlight how cultural ideals and national contexts shape these effects (Perloff, 2014).
Although body-positivity movements attempt to counter thin-ideal norms, they may still reinforce appearance focus and surveillance when images remain sexualized (Cohen et al., 2019). Contexts like revealing clothing further elevate body shame and negative affect, particularly among heavier women (Fredrickson et al., 1998). Intersectional research stresses that sexism, racism, and classism compound objectification’s psychological toll (Moradi, 2010).
In India, evidence is emerging. Media images have been found to negatively affect adolescents’ body image, with psycho educational interventions reducing internalization (Gupta & Sharma, 2008). A study in Punjab among adolescents (15-19 years) indicated strong links between self-objectification and body image concerns (Kaur & Kaur, 2019). However, most Indian studies focus on adolescents; young adults remain underexplored, and appearance-focused social media use mechanisms have not been systematically examined.
Given these gaps, the present study offers a quantitative analysis of social media usage, body consciousness, and self-objectification among female young adults in Punjab, addressing calls for culturally contextualized research beyond Western populations (Tiggemann, 2011).

2. Objectives

I. To study the relationship between social media use and self-objectification in young adult females.
II. To study the relationship between the use of social media and the three components of Objectified body consciousness, namely, Body Surveillance, Body Shame and Appearance Control Beliefs in young adult females. 
3. Hypothesis	Comment by john Ufuoma Douglas: It should be Hypotheses 

I. Female young adults with a high score on social media use would have higher scores on self-objectification.
II. Female young adults with a high score on the social media use would have higher scores on the Body Surveillance component of OBCS.
III. Female young adults with a high score on the social media use would have higher scores on the Body Shame component of OBCS.
IV. Female young adults with a high score on the use of social media would have higher scores on the Appearance Control Beliefs component of OBCS.


4. methodology

A quantitative and descriptive survey design was employed to study the relationship between social media use, self-objectification, and body consciousness.

· Sample: A non-probability convenience technique was utilized for data collection in this study. A sample of 180 young adult females was recruited, i.e., pursuing graduation and post-graduation from either the government or private colleges/universities campuses of Bathinda district of Punjab. The sample comprised females aged between 18 and 25 years. The mean age of the sample was 20.63 years. The participants were all unmarried and currently studying. The majority of the sampled participants were studying in the Humanities stream.

· Tools: Three standardized tools, namely The Bergen Social Networking Addiction Scale (BSNAS), the Self-Objectification Scale by Noll and Fredrickson (1998), and the Objectified Body Consciousness Scale (OBCS) by McKinley and Hyde (1996), were used.

· Procedure: Participants were administered the three scales after informed consent. Incomplete responses were excluded.

· Statistics Employed: Descriptive statistics (Mean and Standard Deviation) and Pearson’s product-moment correlation were conducted using SPSS. Ethical guidelines regarding confidentiality and informed participation were followed.	Comment by john Ufuoma Douglas: What is the function of this statistic in the work when it will not be used to explain the stated hypothess?


5. results
5.1 DESCRIPTIVE STATISTICS 
All the variables studied were continuous variables. They were tested to see if they satisfied the assumption of normality. The eyeball test is useful for medium to large samples, i.e., n > 50. As the sample size was 180, a large sample, the eyeball technique, which uses visual inspection of the distribution, was applied. Hence, Skewness's and Kurtosis's values were scrutinized rather than using the test of significance (Fields, 2009). For large sample sizes, the absolute value of skewness & kurtosis values above 2 and 7, respectively, is considered not normal distributions (West et al., 1995; Kim, 2013).

Table 1. Descriptive Statistics for all variables* 
	Variables
	Mean
	SD
		Skewness
	



	Kurtosis

	Age
	20.63
	1.914
	0.521
	-0.56

	Social Media Use 
		19.02

	



	6.919
		-0.352



		-1.10




	Self -Objectification 
		16.09

	

	



		6.933



	-1.789
	3.84

	Body Surveillance
		25.73



		7.449



		-0.146



	-0.867

	Body Shame 
	24.66
	7.378
	-0.099
	-0.673

	Appearance Control Beliefs 
	25.36
	7.308
	-0.055
	-0.873


*Calculated by the investigator using primary data. n = 180; SD denotes Standard Deviation.

Table 1 clearly shows that none of the skewness and kurtosis values of the variables under study exceeded the mentioned values. So, the distribution of data is quite normal. Correlation coefficients using Pearson’s product–moment method were calculated to evaluate the study’s hypotheses (Table 2). Social media use and self-objectification showed a strong, positive correlation (r = .765, p < .01). This indicates that participants who reported more recurrent or addictive use of social media also placed greater importance on appearance-related attributes, confirming Hypothesis 1.

Table 2. Coefficient of correlation between social media use and the other four variables	Comment by john Ufuoma Douglas: What is the function of this table when it will not be used to interpret the result

	Variables	Comment by john Ufuoma Douglas: While not present the full table of correction to give the full details of the study variables
	R
	Significance

	Social Media Use & Self-Objectification
	0.765
	0.01

	Social Media Use & Body Surveillance
	0.860
	0.01

	Social Media Use & Body Shame
	0.701
	0.01

	Social Media Use & Appearance Control Beliefs
	0.793
	0.01



Further, it was found that Social media use and body surveillance were very strongly correlated (r = .860, p < .01). This is the strongest relationship found in the study, suggesting that time spent on platforms such as Instagram or Facebook significantly increases the tendency to monitor one’s body from an external perspective, consistent with Hypothesis 2.	Comment by john Ufuoma Douglas: These claims were not stated in your hypotheses, while not recast the hypotheses to suit the results obtained
Social media use and body shame were found to be significantly correlated (r = .701, p < .01). This implies that high social media use is closely allied with amplified feelings of inadequacy when failing to meet culturally imposed beauty standards, supporting Hypothesis 3.
Study also established a strong correlation (r = .793, p < .01) between Social media use and appearance control beliefs. This correlation implies that frequent social media users were more likely to believe that their appearance can and should be controlled to meet societal standards, supporting Hypothesis 4.
In summary, the findings indicated that all correlations were strong, positive, and statistically significant (p < .01), confirming the hypotheses that use of social media is linked to increased self-objectification and all aspects of body consciousness.

6. discussion
This study aimed to comprehend the correlation of the use of social media with objectification and body consciousness among young Indian women. The theoretical framework presented by the objectification theory by Fredrickson and Roberts (1997) aids in explaining the behavioral and emotional impact of internalizing the standard Western beauty ideals on women. Objectification makes women focus on their physical appearance beyond the physical aspects. Women are made to believe that there is only one body ideal, and anthropologists have questioned some of the assumptions of female beauty standards (Wolf, 2002). In the contemporary world, social media is invading the lives of every age bracket in all societies very fast; women in India are also not untouched by it. So, this study concentrated on understanding social media use's relationship with self-objectification and body consciousness components. The first hypothesis (H1) observed the relationship between social media use and self-objectification. It was found that self-objectification is positively and significantly related to social media use. This result is in accordance with the study by Rai & Sachdeva (2017), which stated that the media has an enormous effect on idealizing beauty standards and self-objectification of women of the age group 19-23.
The subsequent three hypotheses (H2, H3, and H4) examined the relationship between social media use and the three elements of OBCS (body surveillance, body shame, and appearance control beliefs). It was found that all three components are positively and significantly related to social media use. The result signifies that the constant and high use of social media induces body consciousness in young females in a way that they objectify themselves. The strong positive correlations found echo studies demonstrating that high social media engagement increases appearance-based comparison, internalization of appearance ideals, and related psychological distress (Grabe et al., 2008; Burnette et al., 2017; Fox & Vendemia, 2016; Vuong et al., 2021). The results are also in concordance with the study of Sandhu & Sandhu (2021), where findings strongly advocated that media images have an unfavorable effect on the female psyche and all three components of objectified body consciousness. The result is also in line with Butkowski et al.'s (2019) study that related selfie feedback among female youth with indicators of body image disturbance, comprising thinness drive, body dissatisfaction and bulimia action affinities using objectification theory. It was established that females who strongly focus on feedback from selfies tend to experience amplified dissatisfaction with their physical appearance and a greater thinness drive, mainly due to the mediating effect of body surveillance, which heightens their awareness and concern about their physique. Further, it was validated that a relationship exists between Facebook picture shapes and women's body image and appearance (Fardouly et al., 2015). Moreover, viewing and commenting on peers' profiles on social media has a significant association with a drive for thinness in young females (Kim & Chock, 2015).	Comment by john Ufuoma Douglas: This is not part of your hypotheses
In conclusion, the data reflect that the psychological mechanisms theorized, i.e., body surveillance, body shame, and belief in appearance control, are particularly salient in the Indian context, as social media permeates youth culture with a rapidity that has arguably outpaced critical media literacy efforts (Kemp, 2018; Sandhu & Sandhu, 2021).

7. implications of the study

The findings highlight an urgent need to address the hushed psychological epidemic of self-objectification and body consciousness among young females. Social media plays a central role in reinforcing appearance-ideal standards, directly contributing to body surveillance, shame, and unhealthy beauty obsessions.
Interventions should adopt feminist and social constructionist perspectives to understand these negative body experiences better and develop effective prevention strategies. Emphasis must be placed on nurturing values such as intelligence, compassion, and diligence, alongside promoting self-love and body acceptance.
Psycho-educational programs should challenge unrealistic beauty norms, foster appreciation of diversity, and equip youth to engage with appearance-focused media critically. Educational institutions, teachers, and counsellors have a crucial role in raising awareness, teaching media literacy, and guiding students toward healthier self-concepts.
For practitioners, scholars, and therapists, the study underscores the importance of designing interventions that mitigate harmful social media influences while encouraging reflection, resilience, and holistic well-being in young women.
· Curriculum-based interventions in universities and schools should address media literacy and body image resilience.
· Clinicians and counsellors should be cognizant of the mental health burden posed by pervasive self-objectification linked to social media.
· Social media platforms could actively promote body diversity and provide transparency regarding image alterations.
· Teachers and institutions should incorporate media literacy to help students critically evaluate appearance-focused content.
· Counsellors should address body image concerns arising from social media and foster healthier self-concepts.
· Future studies should include longitudinal designs, cross-cultural comparisons, and interventions aimed at reducing self-objectification.
8. limitation of the study

· Sample limited to young, unmarried, female students in Bathinda, Punjab; results may not generalize more broadly.
· A cross-sectional design prohibits causal inference.
· Scales were primarily validated in Western samples; Indian-adapted versions were unavailable.
· Lack of a control group for non-social media users.

9. conclusion

Females being unhappy about their physiques have become a gender cliche that societies have nowadays started embracing universally. Most women spend their lives distressing endlessly about being attractive enough in other's eyes. This stems from their constant efforts to fulfill society's needs and demands and be 'eye candy' to others. Internalizing beauty ideals is a strong predecessor of self-objectification and, consequently, body surveillance and shame. Over the years, several studies have documented women's reporting experiences of pressures to be thin, which are a specific manifestation of sexual objectification experiences. But with the latest upsurge of social media platforms, this process has accelerated. Thinness drive, sexual and appearance-related preferences, body surveillance, appearance control beliefs and body shame have been catalyzed by social media in young girls and women. The findings of this study depict that females high on using social media are high on monitoring their physical bodies in response to the outside gaze and new social media-driven societal expectations. The social media imposed pressure leads to self-consciousness characterized by continuous monitoring of the body's outer appearance leading to chronic body monitoring (called self-surveillance or body study support consideration of the sociocultural environment as a framework for understanding objectified body consciousness in the new social media environment.


10. suggestions for the future research

· Future researchers can replicate and extend this study to a wider sampling pool such as adolescent females entering puberty and pre-adolescents. 
· Longitudinal studies could aid in determining the precise role of social media use in developing objectification experiences over time.
· Further, qualitative research via case studies and ethnography focusing on the sustained experience of objectification from females of different age groups may deliver a broader perspective about the relationship of social media with self-objectification and body consciousness. 
· This research explored merely three variables of the multifarious constructs of OBC and the maladaptive Social Media use. Thus, forthcoming research could contemplate other variables like body-related psychological distress, eating disorders, personality traits, etc.
· Develop and validate culturally sensitive measurement tools for body consciousness and objectification.
·  So far, research has explored only understanding the antecedents of self-objectification. An important future research direction is exploring elaborative and innovative techniques to reduce self-objectification.
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