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Introduction
In previous research researchers have been able to associate social media with 
negative qualities to one’s well-being. Some of the negative associations with social 
media use is poor sleep, anxiety, depression, and low self-esteem (Woods et al., 
2016). However, most research can be considered not as up to date because there 
has been an increase in other social media platforms such as Twitter, Instagram, and 
TikTok. Older studies used the platform such as Facebook to acquire their data. (Jiang, 
et al., 2020). Therefore, a more up to date study is required to affirm these 
associations previously researched. Furthermore, among these associations with 
social media use, not many studies have looked at the gender difference among 
these negative qualities. The few studies that have investigated a gender difference 
have not investigated how it affects one’s self-motivation and those in the U.S.

The purpose of our study was to investigate if there was any correlation between 
social media use, self-esteem, and self-determined motivation and if there was any 
difference between gender as well. Past research on this topic has not been done 
with a U.S. population and population that is at a young adult age and has not been 
focused on self-motivation as well. The information with this project can have the 
potential to change the stigma social media has today.

Participants 
Approximately 104 participants have participated in this study. There were 
33 male participants and 71 female participants. The mean age was 21 (M = 
21). The ethnic or backgrounds were unknown.

Measures 
Three questionnaires were used in this study. We used the Global Motivation Scale 
(GMS-28; Guay et al, 2003) for self-motivation. The questionnaire consists of 28 
questions on a 7-point Likert Scale. The scale involves 7 constructs of motivation. The 
second questionnaire is Rosenberg Self-Esteem Scale (Rosenberg, 1965). The 
questionnaire consists of 10 questions that range from strongly agree to strongly 
disagree ranging. “Strongly Agree” is 4 points and “Strongly Disagree” is 1 point. The 
third questionnaire is the Social Networking Usage Questionnaire (Gupta & Bashir, 
2018). The questionnaire consists of 24 questions that range from never to always. 
“Never” is 1 point and “Always” is 5 points.

Procedure 
Participants were recruited from various online platforms like Instagram, and Twitter. 
They took the survey online using Google Forms. The participants took the survey 
alone. An Informed consent document will be added to the first page of the Google 
Forms survey. They will be asked several questions such as their gender, ethnic 
background, estimated social media use, and questions from the Global Motivation 
Scale, the Rosenberg Self-Esteem Scale, and the Social Networking Usage 
Questionnaire.

Results
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Hypotheses
We hypothesized that an increased social media use will correlate with lower 
reported self-esteem and self-determined motivation and there will be a 
difference among genders in self-reported self-esteem and motivation scores 
based on social media usage. 

Discussion

The main hypothesis of this study was that increased social media use will be significantly 
related to lower reports of self-esteem and motivation. We further hypothesized that the 
low self-reports will significantly differ amongst gender. Our results showed no correlation 
across both genders for social media usages and their effect on motivation and self-esteem. 
Furthermore, there was a very low correlation between self-esteem scores, motivation, and 
social media usage. Our study found that there was no relationship between self-esteem 
and social media use like the correlations reported in Ormsby et al., (2018). Across both 
studies the population characteristics were very similar as well. In contrast to our work, a 
previous set of studies indicated a positive relationship between our variables (Booker et 
al., 2018; Ho et al., 2016; and Peris et al, 2020). However, a possible key difference in our 
results is the age group of the participants.

Limitations
The possible limitations in this study could be the sample size, unequal difference, and the 
age group. The population size of 104 participants could have been larger to provide for 
more accurate results and representation. The total participants also consisted of more 
females than males. Both a larger sample size and more equal gender distribution could 
have not limited our results and accuracy because gender difference was a key factor in our 
hypothesis. A variable that may have limited our study is age. Previous research indicates 
correlation between social media and self-esteem. The participants of those studies were 
most likely younger than 18. The average age of our study was 21. Therefore, due to more 
external factors of adolescents, the correlation of our variables may be more prevalent in 
younger participants. If this study were to be conducted again, the population size should 
be bigger and more equal by gender, and a broader age range.

Implications
Our results are useful to daily life because it’s a common belief that social media can 
damage one's self-esteem and our results show that in our population there is a small 
correlation between social media use and reported self-esteem so with data and further 
research in the future, we can disprove the belief. Furthermore, our results that social 
media use will not affect one’s self-motivation can be applied to debunk the belief that 
social media is more likely to distract someone and make them less motivated. 
Recommendations for further research is to investigate the relationship between gender 
and self-esteem, motivation in all age groups, and to investigate users from certain social 
media sites.

Note. SMUQ is Social Media Questionnaire, SEQ is Self-esteem Questionnaire, GMSQ is 
General Motivation Questionnaire. N = Population Size
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