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KEYWORDS ABSTRACT

Social Media This study validated the Italian version of the Social Media Appearance
SMAPS Preoccupation Scale (SMAPS) across two independent online samples. The study
Psychometric Italian validation also aimed to examine the SMAPS in a cultural context different from the one in
Appearance anxiety which the scale was originally developed, exploring whether patterns of social
Social comparison media appearance concerns observed in Italy may be informative for other

Mediterranean and non-Anglophone contexts. Study 1 (N = 213) conducted an
exploratory factor analysis (KMO = .88; Bartlett’s p < .001), identifying a three-
factor structure—Appearance Comparison, Online Self-Presentation, and
Appearance-Related Activity—that explained 64.4% of the variance. Internal
consistency was satisfactory across subscales (a range = .87-.88). Study 2 (N = 432)
confirmed this structure through confirmatory factor analysis, yielding acceptable
to excellent fit indices: ¥*(101) = 433.80, CFI = .96, RMSFA = .068 (90% CI [.0409,
e ? .076]). Reliability coefficients remained high (a range = .84-.91). All SMAPS
glulia.picciotto@hotmail.com subscales showed significant positive correlations with appearance anxiety (r range
= .62-.73, all ps < .001), fear of negative evaluation (r range = .43-.59, ps < .001),
and sociocultural attitudes toward appearance (r range = .43-.60, ps < .001),
supporting convergent validity. Negative correlations with psychological well-being
(r range = -.46 to -.52, ps < .001) supported divergent validity. Hierarchical
regressions indicated that SMAPS subscales significantly predicted appearance
anxiety (AR? range = .15-.36) and sociocultural attitudes toward appearance (AR?
range = .11-.40). Overall, these findings support the Italian SMAPS as a reliable and
culturally sensitive measure, highlighting its relevance for understanding social
media appearance concerns in Italy and suggesting its potential usefulness for
informing future research in Mediterranean and other non-Anglophone contexts.

CORRESPONDENCE

Giulia Picciotto

Department of Clinical and
Experimental Medicine
University of Messina, 98122

In the digital era, social media platforms have amplified appearance-related social comparison, making it a
major contributor to body image concerns and psychological distress across cultures (Merino et al., 2024;
Scully et al., 2023; Seekis et al., 2020; Tian, Li, & Zhang, 2024). Social comparison is a fundamental
psychological process with evolutionary and cross-cultural relevance (Baldwin & Mussweiler, 2018; Caliskan
et al., 2024). According to Festinger’s (1954) social comparison theory, individuals evaluate themselves by
comparing their attributes with those of others. These comparisons can be upward—directed toward perceived
superiors and potentially lowering self-esteem—or downward, enhancing self-worth through contrast with
perceived inferiors (Collins, 2000; Biernat & Billings, 2001; Guyer & Vaughan-Johnston, 2018). Recent studies
have expanded the theory by exploring how social comparison influences domains such as body image,
emotion regulation, and digital behaviors (Crusius et al., 2022; Mills et al., 2018). The rise of social networking
sites (SNSs) has transformed the landscape of appearance-related comparisons. Platforms such as Instagram
and TikTok expose users to idealized images, often enhanced through filters and editing, thereby promoting

unrealistic appearance standards (Harrison & Hefner, 2014; Verduyn et al., 2020). Such exposure fosters
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frequent upward comparisons, contributing to body dissatisfaction and negative psychological outcomes
(Castellanos & Steins, 2023; Holland & Tiggemann, 2016; Valkenburg, 2022). Posting selfies, seeking
validation through likes and comments, and curating one’s image are now common practices aimed at self-
affirmation (Al-Kandari & Abdelaziz, 2017; Fioravanti et al., 2022). While earlier studies focused primarily on
adolescents and platforms such as Facebook, recent work highlights the broader impact of visual-centric
platforms like Instagram, which are widely used across age groups due to increased smartphone accessibility
(Jeong et al., 2016; Fabio & Suriano, 2021). Additionally, the type of social media use—active (posting,
commenting) versus passive (browsing)—influences the likelihood of social comparison, with passive use
being more strongly linked to negative psychological outcomes (BodroZa et al., 2022; Verduyn et al., 2017).
Understanding and accurately measuring these processes is essential not only within specific countries but
also for informing future cross-cultural comparisons that may help clarify universal versus culture-specific
patterns of appearance preoccupation (Abdoli et al., 2024; Merino et al., 2024; Zhan et al., 2021).

Cultural perspectives on appearance comparison

While the mechanisms of social comparison are considered universal, their expressions and consequences
vary across cultural contexts (Baldwin & Mussweiler, 2018; Merino et al., 2024). Cultural values and gender
norms shape the meanings attributed to beauty, modesty, and self-presentation (Rai et al.,, 2024). In
collectivist societies, appearance concerns are often mediated by social harmony and family approval, whereas
in individualistic cultures, self-promotion and personal branding are emphasized (Crusius et al., 2022).
Research comparing Western and East Asian populations indicates that individualistic cultures tend to exhibit
greater engagement in online self-presentation, while collectivist contexts display body-related anxiety linked
to social conformity (Marciano et al., 2024). Therefore, instruments assessing appearance preoccupation must
be culturally sensitive, capturing how globalized beauty ideals interact with local sociocultural frameworks.

Italy provides a particularly illustrative context for examining the interaction between Mediterranean cultural
norms and globalized appearance ideals (Abdoli et al., 2024; Fabio & Tripodi, 2024; Ramos-Ortiz et al., 2020;
Schaefer et al., 2019). Mediterranean societies, including Italy, share cultural features such as high value
placed on physical appearance, strong relational and family networks, social monitoring of reputation, and
collective norms of self-presentation (Litwin, 2010; Ramos-Ortiz et al., 2020; Ruggiero, 2003). These features
shape social media behaviors, including selfie culture, curated online identities, and concerns with peer
evaluation (Di Gesto et al., 2022; Fioravanti et al., 2024; lannattone et al., 2025). By studying Italian samples,
we can therefore gain insight into patterns of appearance preoccupation that may be relevant for
understanding Mediterranean cultural contexts, while also examining aspects that may be unique to Italy
(Calefato, 2021). Although the present study does not involve a direct cross-cultural comparison, examining
the SMAPS within the Italian context allows for theoretically informed inferences about how appearance
preoccupation may manifest in Mediterranean cultures characterized by strong aesthetic and relational
norms. Recent national data show that Italian young adults are among the most active users of image-based
platforms such as Instagram, with high engagement in photo editing and curated self-presentation (Fioravanti
et al., 2024; Fabio & Tripodi, 2024). Qualitative studies further indicate that appearance-related self-
presentation serves social and identity functions within Italian culture, reinforcing social comparison and
aesthetic self-monitoring (Abdoli et al., 2025). These characteristics make Italy a strategically relevant context
to test whether the SMAPS captures culturally embedded yet globally recognizable expressions of appearance

preoccupation (Ramos-Ortiz et al., 2020; Tavangari et al., 2022; Zimmer-Gembeck et al., 2021a).
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The Social Media Appearance Preoccupation Scale (SMAPS)

The Social Media Appearance Preoccupation Scale (SMAPS; Zimmer-Gembeck et al., 2021a) is an 18-item self-
report measure developed in Australia to assess the degree to which individuals are preoccupied with their
appearance on social media. The scale is grounded not only in social comparison theory (Festinger, 1954) but
also in self-presentation frameworks (Goffman, 1959) and objectification theory (Fredrickson & Roberts,
1997), reflecting the multidimensional nature of online appearance concerns. Self-presentation in online
environments involves the strategic management of one’s digital image to obtain social approval (Hogan,
2010; Hollenbaugh, 2021). Objectification theory adds a complementary perspective by explaining how the
internalization of societal appearance ideals fosters habitual self-monitoring and body surveillance,
particularly in women, which can exacerbate anxiety and appearance preoccupation (Fredrickson & Roberts,
1997; Moradi & Huang, 2008; Saunders et al., 2024). Together, these theories extend the explanatory power
of social comparison alone, illustrating how cognitive evaluations, strategic self-presentation, and internalized
objectification interact to shape appearance-related behaviors and psychological outcomes on social media.
The SMAPS assesses three interrelated dimensions: Appearance Comparison (the tendency to compare one’s
looks with others online), Online Self-Presentation (the effort to manage or enhance one’s digital image), and
Appearance-Related Activity (behaviors such as posting, liking, or commenting on appearance-focused
content). Psychometric testing in Australian adolescent and young adult samples confirmed a three-factor
structure, high internal consistency, gender invariance, and incremental validity (Zimmer-Gembeck et al.,
2021b). Longitudinal studies further support the scale’s temporal stability and predictive validity, showing
consistent associations with social media use, social anxiety, and depressive symptoms (Zimmer-Gembeck,
Seekis, & Duffy, 2025). Previous validations of the SMAPS have been conducted primarily among Australian
adolescents and young adults (Zimmer-Gembeck et al., 2021a, 2021b), showing a stable three-factor structure
and strong associations with body image concerns and internalizing symptoms. However, cross-national
evidence is still limited, particularly in adult, non-Anglophone samples. Moreover, comparative studies
indicate that the impact of social media use on body-related outcomes can vary across cultures according to
social norms and aesthetic values (Merino et al., 2024; Marciano et al., 2024).

The present study

The present study aimed to translate, culturally adapt, and psychometrically validate the SMAPS for Italian
speakers by examining its factorial structure, reliability, and measurement invariance, as well as its
associations with appearance anxiety and sociocultural attitudes toward appearance. While no direct cross-
cultural comparisons are performed, the study adopts a culturally informed perspective to discuss the
potential relevance of the SMAPS beyond its original development context. In line with these aims, we
proposed the following hypotheses:

Hi. The Italian SMAPS will replicate the original three-factor structure (Appearance Comparison, Online
Self-Presentation, Appearance-Related Activity).

H2. SMAPS subscales will show satisfactory internal consistency (Cronbach’s a) and significant positive
correlations with appearance anxiety, fear of negative evaluation, and sociocultural attitudes toward
appearance, reflecting the multidimensional nature of online appearance concerns.

H3. SMAPS subscales will be negatively associated with psychological well-being, supporting divergent
validity.

H4. SMAPS subscales will predict appearance anxiety and sociocultural attitudes toward appearance

beyond demographic covariates, demonstrating incremental validity.
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Hs. The Italian SMAPS is expected to reflect patterns of appearance preoccupation that are theoretically
consistent with Mediterranean cultural norms, suggesting its potential relevance for future cross-cultural
research.

Two independent studies were conducted. Study 1 used exploratory factor analysis (EFA) to examine the
latent structure of the Italian SMAPS. Study 2 used confirmatory factor analysis (CFA) to verify the three-
factor model and assessed convergent and divergent validity using established instruments, including the
Appearance Anxiety Inventory (AAI), Psychological General Well-Being Index (PGWBI), Fear of Negative
Evaluation Scale (FNE), and Sociocultural Attitudes Toward Appearance Questionnaire-3 (SATAQ-3). By
integrating a culturally informed Mediterranean perspective with rigorous psychometric testing, this research
contributes to understanding how social media appearance concerns manifest within a specific cultural
context and informs future cross-cultural research.

Study 1

The aim of Study 1 was to investigate and validate the scores of the SMAPS questionnaire (Zimmer-Gembeck
et al., 2021a) within an Italian sample. Participants ranged in age from young adulthood to their fifties,
allowing for a comprehensive assessment of how appearance-related concerns manifest across different
stages of adulthood. This broad age range reflects the evolving landscape of social media use, which, once
concentrated among younger generations, now spans all age groups due to the widespread adoption of
smartphones and the constant accessibility of social platforms (Jeong et al., 2016). As a result, recent studies
have explored the links between social media use, social comparison, and well-being among adults (Capri et
al., 2021; Fabio & Suriano, 2021; Fabio et al., 2019; Schmuck et al., 2019). Including a diverse age range allows
for a more representative analysis of the target population and helps identify possible age-related differences
in appearance-related experiences and outcomes. Through this validation, the study aims to enhance
understanding of appearance preoccupation in the context of social media use and its psychological
implications, offering insights into how these concerns may affect self-esteem, body image, and mental health.

Method

Participants

Participants were recruited through online advertisements posted on major social media platforms
(WhatsApp, Instagram, and Facebook) between November and December 2022. Eligibility criteria included
(a) being 18 years of age or older, (b) residing in Italy, and (c) providing informed consent before participation.
Participants who failed at least one attention check (e.g., “Please select strongly agree for this item”) or left
more than 20% of items unanswered were excluded. A total of 213 Italian participants (51.8% female) aged
18-53 years (M = 31.55, SD = 9.58) were retained for analysis. Educational attainment was as follows: 30%
middle/junior high school, 20% secondary school, 38% college, and 12% other. Regarding occupation, 48%
were students, 17% employees, and 35% categorized as “other.” The survey response rate was approximately
71%, calculated as the number of validly completed questionnaires divided by the total number of individuals
who accessed the survey link. Missing data were minimal (< 5%) and were handled using listwise deletion,
as recommended when missingness is random and minimal. Participants who completed the entire survey
received a digital well-being booklet as compensation. Ethical approval was obtained from the University of
Messina, and all procedures were conducted in accordance with the Declaration of Helsinki, (prot. Unime:
/prot/2022/233675; date: April 23, 2022). Before beginning the survey, participants were presented with an
informed consent form and had to indicate their agreement to participate. Participation was voluntary, and

respondents could withdraw at any time.
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Translation and Cross-Cultural Adaptation of SMAPS

The translation and adaptation process of the scale followed Beaton et al.'s (2000) standardized guidelines.
Two bilingual researchers independently translated the original SMAPS into Italian, and the two versions were
synthesized into a single draft. Two additional bilingual psychologists conducted independent back-
translations, followed by a review report highlighting unclear items. An expert panel, including translators
and study authors, discussed discrepancies and reached a consensus, producing a pre-final version. A pilot
test was administered to ten participants, who provided feedback on clarity and comprehensibility. After
incorporating their suggestions, the final Italian version of SMAPS was approved (see Appendix A).

Statistical analysis

Exploratory factor analysis using IBM SPSS Statistics 24 was conducted to identify the underlying dimensions
and create internally consistent scales. Principal axis factoring (PAF) with oblique rotation, following the
approach of Zimmer-Gembeck et al. (2021a), was employed. The choice of Principal Axis Factoring (PAF) with
oblique rotation for Exploratory Factor Analysis (EFA) was made to account for potential correlations between
factors, which is a feature of the oblique rotation. Unlike Principal Component Analysis (PCA), PAF allows for
factors to be correlated, providing a more realistic representation of the underlying structure of the data.
Three criteria were used to extract the factors: parallel analysis of Monte Carlo simulations, an eigenvalue
greater than 1 (Kaiser's criterion), and visual inspection of the tables for significant contributions to the
accounted variance. The suitability of the data for factor analysis was confirmed by the Kaiser-Meyer-Olkin
(KMO) measure of sampling adequacy (.881) and Bartlett’s test of sphericity, ¥?(153) = 2487.12, p < .001.
Communalities were all above .50 (range .54-.84). Parallel analysis supported retaining three factors, as the
observed eigenvalues (5.23, 3.87, 3.27) exceeded the corresponding 95th percentile of simulated eigenvalues
(1.45, 1.34, 1.28). The internal consistency of the scales was evaluated using Cronbach's alphas, with values of
at least 0.7 considered acceptable and values of 0.8 or higher considered good. All reported effects were
significant at p < .05. Attention-check items were included to identify inattentive responding (e.g., ‘Please
select strongly agree for this item’). Participants who failed at least one attention check, completed less than
80% of items, or showed implausibly fast response times were excluded. Finally, to assess potential common-
method bias, a single-factor Harman test was performed on the SMAPS items. In both studies, the first factor
accounted for less than 40% of the variance, indicating that common-method variance was unlikely to affect
the results substantially.

Results

Table 1. displays the factor loadings for all items on the three factors. The first factor, “Appearance
Comparison,” accounted for 28.41% of the variance, the second factor, “Online Self-Presentation,” explained
19.77%, and the third factor, “Appearance-Related Activity,” explained 16.70%, with a cumulative variance
explained of 64.88%. Items with loadings below |.30| on non-target factors were suppressed for clarity; full
cross-loadings are provided in the supplementary materials. The communalities of all items ranged from .54
to .84. Cronbach’s alphas for the three factors were .87, .88, and .87, respectively.

These results confirm H1, indicating that the Italian SMAPS replicates the original three-factor structure
(Appearance Comparison, Online Self-Presentation, and Appearance-Related Activity). The three factors
showed moderate positive correlations, supporting the related but distinct nature of the SMAPS dimensions
(see Table 2.). The high Cronbach’s alphas also support H2, indicating satisfactory internal consistency of

the subscales.
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Table 1. Exploratory factor analysis and reliability analyses

Items Appearance Online self- Appearance-
comparison presentation related activity

Factor 1 - Appearance Comparison; Eigenvalue = 5.23
Variance explained = 28.41%; Cronbach’s o = .87

1. Seeing pictures of others tends to make me feel down on .923
myself.

2. ITam often dissatisfied with my weight or looks in my social .897
media pictures.

3. Ifeel inadequate in appearance compared to my friends on .891

social media.

4. How I feel about my body and appearance is influenced by .836
other people’s social media pictures.

5. Ifeel like I want to change my diet after viewing other .798
people’s pictures online.

6. Ifeellike I want to change my exercise routine or fitness .781

level after viewing other people’s pictures online.
Factor 2 - Online Self-Presentation; Eigenvalue = 3.87
Variance explained = 19.77%; Cronbach’s o = .88

7. When I upload photos of myself, I usually use filters or .890
alter them to make myself look better.

8. I prefer to only upload photos of myself to social media .821
where I look physically attractive.

9. Iprefer to only upload photos of myself to social media .876
where I look fit and healthy.

10. When others upload photos of me to social media, I focus .806
on whether I looked good.

11. I check to see who is commenting on, liking, or viewing .793
photos of me or my body on social media.

12. When others upload photos of me to social media, I get 791
upset when I don’t look my best.

13. I approve photos of myself before anyone can tag them. .654

Factor 3 — Appearance-Related Activity; Eigenvalue =3.27
Variance explained = 16.70%; Cronbach’s a=.87

14. When on social media I post, comment on, share or like .876
content about what and when to eat.

15. When on social media my friends post, comment on, share .871
or like content about what and when to eat.

16. When on social media I post, comment on, share or like .837
content about getting or staying fit.

17. When on social media my friends post, like content about .778
staying fit.

18. When on social media I post, comment on, share or like .758

content about what I would like my body to look like.

*Note. Total variance accounted = 64.88% (28.41% + 19.77% + 16.70%). All values for factor loadings less than |.30| are not shown.
Factor loadings for the items of the SMAPS on the three factors obtained with percentage (%) of variance accounted for by each
dimension as well as Cronbach coefficient alphas.

Six items loaded strongly on the first factor, labeled Appearance Comparison, reflecting the tendency to
evaluate one’s appearance against others’ images on social media. Seven items loaded on the second factor,
labeled Online Self-Presentation, capturing image-management behaviors such as selectively uploading

attractive/fit photos, using filters/alterations, monitoring feedback, and controlling tagging. Finally, five

274



WYXOAOTIA | PSYCHOLOGY, 31(2), 269-289 EMnvikry Wuyxohoykr) Etaupeia @
Hellenic Psychological Society £d

items loaded on the third factor, labeled Appearance-Related Activity, reflecting engagement with
appearance- and body-related content on social media (e.g., posting, commenting on, sharing, or liking
content about eating, fitness, and desired body shape, as well as exposure to friends’ similar activity).

Table 2. Factor Correlation Matrix (oblique rotation)

Factor 1 2 3

1. Appearance Comparison 1.00 .65 .60

2. Online Self-Presentation .65 1.00 .58

3. Appearance-Related Activity .60 .68 1.00
Study 2

The aim of Study 2 was to validate the three-factor structure of the SMAPS in a larger adult sample. The final
18-item SMAPS from Study 1 was used to measure social appearance concerns across three subscales: Online
Self-Presentation, Appearance-Related Activity, and Appearance Comparison. To establish construct validity,
the SMAPS subscales were validated against established measures: the Appearance Anxiety Inventory (AAI),
Psychological General Well-Being Index (PGWBI), Fear of Negative Evaluation Scale (FNE), and Sociocultural
Attitudes Towards Appearance Questionnaire-3 (SATAQ-3). This validation aimed to demonstrate: a)
Construct validity by confirming SMAPS measures appearance-related concerns as intended; b) Convergent
validity via positive correlations with AAI, FNE, and SATAQ-3, reflecting similar constructs such as appearance
anxiety and sociocultural pressures; c¢) Divergent validity through negative correlations with PGWBI,
indicating SMAPS is distinct from general well-being.

Method

Participants

Participants for Study 2 were recruited online between January and March 2023 using the same social media
channels. Inclusion criteria were identical to Study 1 (aged = 18 years, residence in Italy, informed consent).
Exclusion criteria included failing attention checks, completing less than 80% of the survey, or providing
inconsistent demographic responses. The final analytic sample comprised 432 Italian participants (62.8%
female) aged 18-62 years (M = 29.09, SD = 12.18). Education levels were: 20% middle/junior high school,
31% secondary education, 36% college, and 13% other. Occupation categories were: 39% students, 40%
employees, and 21% other. Participants reported average daily social media use for leisure (Study 1: M = 3.12,
SD = 1.90; Study 2: M = 2.90, SD = 1.77) and work/study (Study 1: M = 3.61, SD = 2.19; Study 2: M = 3.16, SD
=1.92). Preliminary analyses indicated that these variables were not significantly associated with the outcome
measures and thus were not included as covariates. The estimated response rate was about 68%. Missing
responses were again minimal (< 5% per variable). Because of the low proportion of missing data and the use
of structural equation modeling, data were analyzed using full information maximum likelihood (FIML)
estimation to retain all available information and reduce bias. Participants who successfully completed the

survey received a digital booklet on psychological well-being.

Measures

SMAPS. The Social Media Appearance Preoccupation Scale (SMAPS; Zimmer-Gembeck et al., 2021a) was used

to assess concerns about appearance on social media. The 18-item scale comprises three subscales:
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Appearance Comparison (6 items; o = .88; M per item = 3.81, SD = 1.55), Online Self-Presentation (7 items;
o = .91; M per item = 3.91, SD = 1.12), and Appearance-Related Activity (5 items; a = .84; M per item = 3.00,
SD = 1.15). Participants responded on a 7-point Likert scale (1 = strongly disagree, 7 = strongly agree). Subscale
scores were calculated by summing up the corresponding item responses, but all analyses involving subscales
are based on mean scores.

AALI The Appearance Anxiety Inventory (AAI; Roberts et al., 2018; Veale et al., 2014) was utilized to measure
anxiety symptoms related to body image. It consists of 10 items on a Likert scale from o (never) to 4 (always).
Participants indicated the frequency of experiencing situations described in the scale (e.g., "I compare aspects
of my appearance to others," "I am focused on how I feel I look, rather than on my surroundings"). Higher
scores indicate a greater presence of symptoms related to appearance anxiety (M = 12.82, SD = 8.73, a = .87).

PGWBI. Psychological well-being was assessed using the Psychological General Well-Being Index - Short Form
(PGWB-S; Grossi et al, 2006), an Italian short version of the original 22-item PGWBL
The PGWB-S consists of six items rated on a six-point Likert scale, capturing overall psychological well-being.
In the Italian validation study, the short form showed excellent psychometric properties, with internal
consistency coefficients (Cronbach’s a) ranging from .80 to .92 and a correlation above .9o with the full-length
total score, accounting for more than 92% of its variance (Grossi et al., 2006). In the present sample, internal
consistency was good (a = .88; M = 18.19, SD = 7.86, a = .88).

BFNE. The Brief Fear of Negative Evaluation Scale (BFNE; Leary, 1983) consists of 12 items designed to
explore fear of negative judgments from others. Examples include "I worry about what people might think of
me" and "I am afraid that others will not approve of me or might find fault with me." Participants rated these
items on a Likert scale from 1 (never) to 5 (very often) (M = 23.41, SD = 7.23, a = 0.81).

SATAQ-3. The Sociocultural Attitudes Towards Appearance Questionnaire-3 (SATAQ-3; Heinberg et al., 1995;
Thompson et al., 2004) comprises 30 items that assess the subject's approval of the ideals conveyed by social
media. Items such as "I tend to compare my body to the models conveyed by social media" and "I've felt
pressure from social media to look pretty" are rated on a Likert scale from 1 (never) to 5 (very often) (M =
58.34, SD = 13.23, a = 0.78).

Statistical analysis

Confirmatory Factor Analyses (CFA) using JASP (2020) open-source software were conducted to determine
the best latent structure of the Italian SMAPS version. The three-factor model proposed by Zimmer-Gembeck
et al. (2021a) was tested. Several fit indices were examined, including chi-square/df (x/df), Goodness of Fit
Index (GFI), Comparative Fit Index (CFI), Root Mean Square Error of Approximation (RMSEA), and the
Standardized Root Mean Squared Residual (SRMR). The estimation method used for the CFA was Maximum
Likelihood (ML). ML was chosen because the data approximate multivariate normality, and ML provides
unbiased and efficient parameter estimates. Although MLR (robust ML) is recommended when strong non-
normality is present, preliminary checks of skewness and kurtosis suggested that ML was appropriate for our
dataset. Despite SMAPS’s confirmed multidimensionality, total scores were also reported to provide an overall
index of social media appearance concerns, consistent with prior literature (Zimmer-Gembeck et al., 2021a).
However, all analyses involving subscales were based on mean scores rather than summed scores to allow
easier comparison across subscales with different item numbers. Descriptive statistics, such as means (M) and
standard deviations (SD), have been calculated to summarize the central tendency and variability within the
data. Correlation analysis (e.g., Pearson's r) and regression analysis have been performed to explore the

relationships and the prediction power between different variables, particularly examining the associations
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between the three SMAPS subscales and relevant outcome measures. T-tests for independent samples were
used to compare the means of SMAPS scores between the first and second studies. All data were screened for
accuracy and completeness before analysis. Cases showing patterned or implausibly fast responses (e.g.,
completion times < one-third of the median duration) were excluded to ensure data quality. Attention-check
items were embedded to identify inattentive responding. Normality assumptions were inspected for each

variable; no severe deviations were observed.

Results

The confirmatory factor analysis (CFA) of the 18-item SMAPS supported its three-factor structure, with all
factor loadings = .70, indicating strong associations between items and their respective factors (see Table 3.).
Correlations among the three latent factors are presented in Table 4. These CFA results further support Hi,
confirming the stability of the three-factor structure in a larger Italian sample. To improve model fit and
reflect the underlying theoretical structure, four covariances between item residuals were freed based on
modification indices, reflecting overlapping content or similar wording: Items 2-3, 7-8, 14-15, and 17-18. The
unmodified model fit was x?(105) = 512.34, CFI = .93, RMSEA = .078, SRMR = .065. After freeing the four
error covariances, the fit improved to ¥?(101) = 433.80, CFI = .96, RMSEA = .068, SRMR = .045, indicating
an adequate representation of the data. GFI is not reported as it is outdated. Details on freed residual
covariances and model fit comparisons are reported in Supplementary Tables S1 and S2. The SMAPS subscales
also showed good McDonald’s w and composite reliability (all > .80) and convergent validity (AVE > .50),
confirming H2. Discriminant validity, indicated by HTMT ratios below .85, also supports H3, confirming that
the subscales measure distinct constructs. Following Kline’s (2016) guidelines, a non-significant chi-square
would suggest good fit, but its sensitivity to sample size is acknowledged. Thus, greater emphasis was placed
on incremental and absolute fit indices—CFI values close to 1.00 and RMSFA values below .08 —both of which
indicated that the model provided an adequate representation of the data. Despite the significant chi-square,
the combined fit indices supported the model's adequacy, especially when accounting for model complexity
and sample size.

Latent construct reliability and validity

To further evaluate the psychometric properties of the Italian SMAPS, we calculated McDonald’s w and
composite reliability (CR) for each subscale. Values of w and CR were all above .80, indicating good internal
consistency. Convergent validity was supported by average variance extracted (AVE) values above the .50
threshold for all subscales. Discriminant validity was evaluated using the Heterotrait-Monotrait ratio
(HTMT), with all values below .85, confirming that the subscales represent distinct constructs. Detailed results
are presented in Supplementary Table S7.

Measurement invariance

To ensure that group comparisons were meaningful, we tested measurement invariance of the SMAPS across
(a) gender and (b) Study 1 vs. Study 2 using multigroup CFA with robust maximum likelihood estimation
(MLR). Invariance was evaluated following Chen’s (2007) criteria (ACFI < .010, ARMSEA < .015, ASRMR <
.010). Across gender, the configural and metric models showed good fit, supporting equivalence of the factor
structure and factor loadings. This supports Hs, suggesting that the SMAPS structure is largely invariant
across gender. The full scalar model did not meet invariance criteria; however, partial scalar invariance was
obtained after freeing the intercepts of two items with the largest modification indices (Item 4 and Item 10),
both of which share highly similar appearance-evaluation wording. The partial scalar model met all cutoffs,
allowing latent mean comparisons across genders. Across Study 1 and Study 2, configural, metric, and scalar
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invariance were fully supported, indicating that the factor structure, loadings, and intercepts were equivalent

across samples. Complete measurement invariance results are reported in Supplementary Tables S3 and S4.

Table 3. Confirmatory factor analysis

Items Appearance  Online self - Appearance-
comparison  presentation related activity
1. Seeing pictures of others tends to make me feel .872
down on myself.
2. Iam often dissatisfied with my weight or looks in .855
my social media pictures.
3. Ifeel inadequate in appearance compared to my 799
friends on social media.
4. How I feel about my body and appearance is .762
influenced by other people’s social media pictures.
5. Ifeel like I want to change my diet after viewing 743
other people’s pictures online.
6. Ifeel like I want to change my exercise routine or 734
fitness level after viewing other people’s pictures
online.
7. When I upload photos of myself, I usually use .790
filters or alter them to make myself look better.
8. I prefer to only upload photos of myself to social .782
media where I look physically attractive.
9. Iprefer to only upload photos of myself to social 771
media where I look fit and healthy.
10. When others upload photos of me to social media, .690
I focus on whether I looked good.
11. I check to see who is commenting on, liking, or .688
viewing photos of me or my body on social media.
12. When others upload photos of me to social media, .630
I get upset when I don’t look my best.
13. I approve photos of myself before anyone can .625
tagthem.
14. When on social media I post, comment on, share .796
or like content about what and when to eat.
15. When on social media my friends post, comment .788
on, share or like content about what and when to
eat.
16. When on social media I post, comment on, share .779
or like content about getting or staying fit.
17. When on social media my friends post, like .778
content about staying fit.
18. When on social media I post, comment on, share .738
or like content about what I would like my body
to look like.
Cronbach’alpha .88 .01 .84

Note. (CFA) (N=433). X? (101) = 433.801, Pp<.001, comparative fit index (CFI)= .96, root mean square error of approximation
(RMSEA)= .068 (90% confidence interval [CI; .049, .076], p<.001). All values for factor analysis less than |.30| are not shown.
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Table 4. Factor Correlation Matrix (CFA, oblique model)

Factor 1 2 3
1. Appearance Comparison 1.00 .67 .63
2. Online Self-Presentation .67 1.00 .61
3. Appearance-Related Activity .63 .61 1.00
Table 5. Means (M + SD) for Appearance Online Self- Appearance- SMAPS Male Female p
SMAPS subscales and total  comparison Presentation Related Total
score by gender, p-values, Activity

and correlations with
psychological measures (AAI,
PGWBI, FNE, SATAQ)

SMAPS Subscales M(SD) M (SD)

Appearance Comparison 1 2.93 (1.04) 3.94 (1.21) .01
Online Self-Presentation .65%* 1 3.50 (1.12) 4.14 (0.98) .01
Appearance-Related Activity .60** .58** 1 2.99 (0.98) 3.24 (1.08) .07
SMAPS Total .78** .76** J72%* 1 3.09 (0.98) 3.74 (1.03) .01

Correlations with
psychological measures

Appearance Anxiety

A ** .62** .6 *%* . 2** .6 ** . 1**
Inventory (AAI) 73 > 7 ) )
Psychological General Well-
' _ 46** _ 52** _ 49** _ 52** _ 2.7* _ 32**
Being Index (PGWBI)
Fear of Negative Evaluation . s - s 68+ 68+
. . .51 . . .
Scale (FNE) 59 43 > 59
Sociocultural Attitudes
Towards Appearance 43%* .60** .49** .49%* .59** .56**

Questionnaire (SATAQ)

Note. Correlations are Pearson’sr; p < .05, p < .01
Correlations

The correlation matrix (Table 5.) showed strong positive correlations among the three SMAPS subscales—
Appearance Comparison, Online Self-Presentation, and Appearance-Related Activity—and with the total
SMAPS score. This suggests that higher scores on one dimension are associated with higher scores on the
others and with overall social media appearance concerns.

Descriptive statistics and correlations of the SMAPS subscales with other measures were analyzed. The
average scores of the SMAPS subscales in Study 2 were consistent with those found in Study 1. Specifically, no
significant differences emerged between studies. For Appearance Comparison, t(621) = 0.22, p = .67,d = 0.02;
for Online Self-Presentation, t(621) = 0.47, p = .43, d = 0.04; and for Appearance Activity, £(621) = 0.99, p =
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.38, d = 0.08. Specifically, in Study 1, Appearance Comparison had a mean score of 22.86 (SD = 9.28), Online
Self-Presentation scored 27.37 (SD = 7.14), and Appearance-Related Activity had a score of 15.03 (SD = 5.73).
In Study 2, the corresponding scores were 22.68 (SD = 8.93), 28.07 (SD = 7.55), and 14.95 (SD = 5.40),
respectively. As shown in Table 3, strong positive correlations emerged among the three subscales: Online
Self-Presentation, Appearance-Related Activity, and Appearance Comparison. SMAPS and its subscales also
showed strong positive correlations with the Appearance Anxiety Inventory (AAI), the Brief Fear of Negative
Evaluation Scale (FNE), and the Sociocultural Attitudes Towards Appearance Questionnaire (SATAQ),
supporting their convergent validity. Conversely, the Psychological General Well-Being Index (PGWBI)
exhibited strong negative correlations with the SMAPS subscales and total score, indicating good divergent
validity and supporting the distinctiveness of the SMAPS construct from general psychological well-being.
Means and standard deviations for the SMAPS subscales and total scores in Study 1 and Study 2 are reported
in Table 6. for ease of comparison.

To examine the predictive validity of the SMAPS subscales, two hierarchical regression analyses were
conducted, one predicting AAI and one predicting SATAQ. In both models, gender was entered in Step 1 (Block
1) as a control variable, and the three SMAPS subscales (Appearance Comparison, Online Self-Presentation,
Appearance-Related Activity) were entered simultaneously in Step 2 (Block 2). Age was not included, as it was
not significantly correlated with either outcome. No multicollinearity issues were detected (all VIFs < 2). For
AAI gender entered at Step 1 accounted for 19% of the variance, R? = .19, F(1, 268) = 5.90, p = .016. The
inclusion of the SMAPS subscales at Step 2 significantly improved the model, AR? = .23, F-change(3, 265) =
19.61, p < .001, resulting in a final R? of .42. In the final model, Appearance Comparison ( = .33, p < .001),
Online Self-Presentation (f§ = .28, p < .001), and Appearance-Related Activity (B = .12, p = .04) were all
significant positive predictors of appearance anxiety. For SATAQ, gender explained 20% of the variance at
Step 1, R? = .20, F(1, 268) = 6.21, p = .013. The inclusion of the SMAPS subscales at Step 2 led to a significant
increase in explained variance, AR? = .39, F-change(3, 265) = 28.74, p < .001, yielding a final R? of .59. In this
model, Appearance Comparison (f = .40, p < .001), Online Self-Presentation (f = .21, p = .02), and
Appearance-Related Activity (B = .11, p = .04) were all significant positive predictors of SATAQ. Full regression
results are reported in Tables 6a. and 6b.

Since age was not significantly correlated with either outcome, it was excluded from the hierarchical
regression models. For appearance anxiety (AAI), gender entered at Step 1 explained 19% of the variance (R?
= .19). Adding the three SMAPS subscales at Step 2 significantly improved the model (AR? = .23), resulting in
a final R? of .42. In the final model, Appearance Comparison (B = .33, p < .001), Online Self-Presentation (p =
.28, p < .001), and Appearance-Related Activity (f = .12, p = .04) were all significant positive predictors.

Table 6. Means (M) and Standard Deviations (SD) per item for SMAPS subscales and total score
in Study 1 and Study 2

SMAPS Subscale / Total Study 1 M (SD) Study 2 M (SD)
Appearance Comparison (6 items) 3.81 (1.55) 3.78 (1.21)
Online Self-Presentation (7 items) 3.91 (1.12) 4.01 (0.98)
Appearance-Related Activity (5 items) 3.01 (1.15) 2.99 (1.08)
Total (18 items) 3.53 (1.12) 3.60 (0.98)

Note. Means are calculated per item to allow comparison across subscales with different numbers of items.
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Table 6a. Hierarchical regression predicting Appearance Anxiety (AAI)

Predictor B SE t 95% CI VIF
Step 1 (Block 1): Gender
R? = .19, F(1, 268) = 5.90, p = .016 .19%* .08 2.43* [.03,.34] 1.02

Step 2 (Block 2): SMAPS subscales

Appearance Comparison (AC) 33" .07 4.67**  [19,.47] 111
Online Self-Presentation (OSP) .28** 07  3.89** [.14, .42] 114
Appearance-Related Activity (ARA) 12% .06 2.11*% [.01,.23] 1.06
AR? = .23, Final R? = .42, F-change(3, 265) =

19.61, p < .001

Table 6b. Hierarchical regression predicting Sociocultural Attitudes Toward Appearance (SATAQ)

Predictor B SE t 95% CI VIF
Step1
Gender .20%* .09 2.14% [.02,.37] 1.02
R? = .20, F(1, 268) = 6.21, p = .013
Step 2
Appearance Comparison (AC) .40%* .08 2'00* [.25, .55] 1.11
Online Self-Presentation (OSP) 21%% .09 2.34* [.04, .39] 1.14
Appearance-Related Activity (ARA) 1% .05 2.20* [.01,.21] 1.06
AR? = .39, Final R? = .59, F-change (3, 265)
=28.74, p < .001

For sociocultural attitudes toward appearance (SATAQ), gender explained 20% of the variance at Step 1
(R? = .20). Inclusion of the SMAPS subscales at Step 2 produced a significant increase in explained variance
(AR? = .39), yielding a final R? of .59. Appearance Comparison (8 = .40, p < .001), Online Self-Presentation (3
= .21, p = .02), and Appearance-Related Activity (f = .11, p = .04) were all significant predictors. To assess
gender differences across the SMAPS subscales, a multivariate analysis of variance (MANOVA) was conducted
with gender (male vs. female) as the between-subjects factor and the three SMAPS subscales—Appearance
Comparison, Online Self-Presentation, and Appearance-Related Activity—as dependent variables. The overall
multivariate test indicated a statistically significant effect of gender, Wilks’ A = 0.91, F(3, 410) = 13.43, p <
.001, N? = .09, suggesting that males and females differed on the combination of subscales. Follow-up
univariate ANOVAs revealed that females scored significantly higher than males on each subscale: Appearance
Comparison, F(1, 412) = 38.89, p < .001, )? = .09; Online Self-Presentation, F(1, 412) = 29.14, p < .001, )* =
.07; Appearance-Related Activity, F(1, 412) = 5.01, p = .026, n? = .01. These gender differences are consistent
with Hs, reflecting culturally relevant patterns of appearance preoccupation. Given the observed gender
differences, correlations between the SMAPS subscales and the psychological measures (AAI, PGWBI, FNE,
SATAQ) were calculated separately for males and females (Table 5.). The pattern of associations remained
consistent across genders, with strong positive correlations between SMAPS subscales and AAI, FNE, and
SATAQ, and negative correlations with PGWBI. This supports the convergent and divergent validity of the
SMAPS across both male and female participants. The correlations and hierarchical regressions indicate that
the SMAPS subscales significantly predicted AAI and SATAQ beyond gender. These findings confirm Hg,

demonstrating incremental validity. Furthermore, females scored higher than males across all subscales,
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consistent with patterns expected in Mediterranean cultural contexts, supporting Hs. In summary, all
hypotheses Hi-H5 are supported by the present findings, confirming the factorial structure, reliability,
validity, predictive power, and culturally relevant gender patterns of the Italian SMAPS.

Discussion

The present study aimed to translate, adapt, and validate the Italian version of the Social Media Appearance
Preoccupation Scale (SMAPS; Zimmer-Gembeck et al., 2021a) and to examine its psychometric properties in
two independent adult samples. The Italian SMAPS demonstrated a robust three-factor structure—Appearance
Comparison, Online Self-Presentation, and Appearance-Related Activity—with strong internal consistency and
adequate model fit. These findings suggest that the multidimensional nature of appearance preoccupation on
social media may be conceptually stable across cultural contexts (Abdoli et al., 2024; Merino et al., 2024),
supporting the theoretical framework of social comparison and self-presentation processes (Festinger, 1954;
Goffman, 1959). Importantly, all five hypotheses were supported. H1 was confirmed by the replication of the
three-factor structure, H2 and H3 by high internal consistency and the observed convergent/divergent
validity, H4 by the predictive value of the subscales for appearance anxiety and sociocultural attitudes beyond
gender, and Hs by the observed gender differences, reflecting culturally relevant patterns of appearance
preoccupation. Furthermore, the results extend prior evidence by showing that the SMAPS is valid and reliable
beyond adolescent populations, encompassing a wide adult age range. This supports the view that appearance-
focused social media behaviors—previously considered more typical of youth—are now pervasive across
adulthood, reflecting the integration of visual-based platforms such as Instagram and TikTok into daily life
(Holland & Tiggemann, 2016; Valkenburg, 2022). The strong correlations between SMAPS subscales and
established measures of appearance anxiety, fear of negative evaluation, and internalization of sociocultural
appearance ideals (e.g., SATAQ-3) align with social comparison theory (Baldwin & Mussweiler, 2018; Crusius
et al., 2022). Individuals engaging in frequent upward appearance comparisons online—particularly when
exposed to idealized and filtered images—tend to report greater dissatisfaction with their appearance and
heightened psychological distress (Castellanos & Steins, 2023; Verduyn et al., 2020). The negative associations
between SMAPS scores and psychological well-being further indicate that digital appearance preoccupation is
linked to diminished emotional health (Marciano et al.,, 2024). The finding that Appearance Comparison
emerged as the strongest predictor of appearance anxiety aligns with prior literature identifying social
comparison as a key mechanism linking social media use to body-related concerns (Holland & Tiggemann,
2016; Baldwin & Mussweiler, 2018). Exposure to idealized images fosters upward appearance comparisons,
which increase dissatisfaction and self-consciousness about appearance (Roberts et al., 2018). Consistent with
this theoretical framework, our data suggest that Italian social media users who habitually engage in
appearance comparisons are more vulnerable to anxiety about their looks.

From a theoretical perspective, these findings provide empirical support for contemporary extensions of
Festinger’s (1954 ) social comparison theory, highlighting that comparison mechanisms have evolved in digital
environments characterized by high visibility, quantifiable feedback, and continuous exposure to idealized
content. Online contexts amplify self-evaluative processes, intensifying upward comparison and self-
presentational concerns (Crusius et al., 2022; Verduyn et al., 2020). The Italian data also contribute to a
culturally informed understanding of these mechanisms. Cultural values influence how comparison targets
are selected and interpreted (Baldwin & Mussweiler, 2018). In Mediterranean societies, aesthetic appearance
is socially valued and intertwined with elegance, social success, and approval (Ramos-Ortiz et al., 2020),
potentially explaining the strong association between online self-presentation and fear of negative evaluation

observed in this study. The finding that women scored significantly higher than men across all SMAPS
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subscales aligns with prior research showing that internalization of appearance ideals and body surveillance
are more pronounced among women, especially in cultures that emphasize social attractiveness as a
dimension of identity (Schaefer et al., 2019; Stewart et al.,, 2021). The Italian validation supports the
conceptual robustness of the SMAPS structure beyond its original development context, while highlighting
culturally specific expressions of digital appearance concerns. These results are consistent with cross-cultural
evidence suggesting that while the drive for social comparison is universal, its emotional and behavioral
consequences are moderated by cultural norms and gender expectations (Merino et al., 2024; Rai et al., 2024).

Before discussing the cultural implications of the findings, it is important to note that the present study
does not constitute direct cross-cultural evidence, as it does not involve empirical comparisons between
different cultural groups. Rather, the findings provide culturally grounded data from an Italian sample that
may inform hypotheses and future comparative studies across Mediterranean and other cultural contexts.
This research extends prior validations of the SMAPS (Zimmer-Gembeck et al., 2021a) by providing the first
culturally adapted version for Italian speakers. Italy represents a meaningful context, given the pervasive
influence of aesthetic values and social display in both offline and online environments (Abdoli et al., 2025;
Fioravanti et al., 2024). The Italian sample exhibited factor structures and reliability coefficients similar to
those reported in English-speaking populations, suggesting conceptual consistency. When compared to the
original Australian validation, the Italian SMAPS showed a very similar factor structure and reliability, but
slightly stronger correlations with appearance anxiety. This pattern suggests theoretical consistency with
previous validations and indicates that the emotional impact of social media appearance preoccupation may
be amplified in cultures where aesthetic presentation is socially salient, such as Mediterranean contexts
(Merino et al., 2024). Future research should further explore cultural moderators such as aesthetic norms,
gender roles, and media literacy levels. However, the stronger associations between Appearance Comparison
and appearance anxiety observed in the Italian sample may reflect the culturally embedded significance of
physical self-presentation as a form of social communication (Fabio & Tripodi, 2024). These findings
contribute to the validation of body image instruments in non-Anglophone European populations and may
inform future cross-cultural comparative research.

While theoretical interpretation represents the core of this discussion, some practical insights also
emerge. The Italian SMAPS can serve as a standardized screening tool for clinicians and researchers
investigating the psychological effects of social media exposure. Its use may assist in early identification of
individuals at risk for body dissatisfaction or appearance anxiety, thereby informing targeted
psychoeducational and preventive interventions (Fioravanti et al., 2022; Fardouly & Vartanian, 2016). In
educational contexts, the scale may be employed to develop evidence-based programs promoting critical
media literacy and resilience against unrealistic beauty standards. Given the observed gender differences,
interventions should consider gender-sensitive approaches that address both societal pressures and individual
coping mechanisms.

Although this study provides strong psychometric evidence, several limitations must be noted. The
reliance on convenience online sampling limits representativeness, and future work should adopt stratified
sampling to ensure regional and socio-economic diversity. The cross-sectional design precludes causal
inference; longitudinal and experimental designs are needed to examine how social media appearance
concerns evolve over time (Mills et al., 2018). Another limitation of the present study is that test-retest
reliability of the Italian SMAPS was not assessed. Therefore, while internal consistency and construct validity
were supported, the temporal stability of the measure remains to be evaluated. Future studies should examine
test-retest reliability to confirm that the SMAPS produces stable scores over time. Future research should also

explore cross-national comparisons using the SMAPS in diverse cultural settings—such as East Asia, Latin
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America, and the Middle East—where sociocultural values and gender norms differ markedly (Marciano et al.,
2024; Merino et al., 2024). Such efforts would clarify how globalized beauty ideals intersect with local cultural
scripts and whether the predictive role of appearance comparison varies across societies.

In sum, this study provides the first Italian validation of the SMAPS and strengthens its theoretical
foundations by linking digital appearance preoccupation to social comparison, self-presentation, and
sociocultural models of body image. By demonstrating strong psychometric robustness and theoretical
coherence, the present findings contribute to the broader discussion on how social media environments may
shape self-perception and psychological well-being across different cultural contexts. The integration of
cultural sensitivity with methodological rigor underscores the potential of the Italian SMAPS as both a
research and clinical instrument, facilitating future comparative studies and evidence-based interventions
aimed at mitigating the psychological costs of digital appearance culture. Overall, this study extends the
validation of the SMAPS beyond English-speaking contexts, providing a reliable tool for assessing social media
appearance preoccupation among Italian adults. The results highlight the broad applicability of the construct
and its potential cultural amplifiers, offering both theoretical insight and practical guidance for prevention
and clinical screening initiatives.

Data/materials availability: the data supporting the findings of this study and the final Italian version of the
SMAPS are available from the corresponding author upon reasonable request.
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A&LoAoynomn mg SramoAMtiopikn g ocvuvadelag Oepdtwy epdaviong ota
HECA KOLVWVLKIIG SIKTOWONG: ALQUTOALTLOLLLKT] TTPOCUPHOYT) TNG
KAlpakag SMAPS otV Ttk YAwooo

Rosa Angela FABIO!, Rosa TRIPODI?, Giulia PICCIOTTO?

! Tpjpa Botatpikov, Mophoroyk®v kot Aettoupykwv Emompov Anteikoviong, Maveniotjuio mg Meooiva
2 Tppa Kawviknig ko Tewpapotiknig Iatpikrg, avemotipo g Meooiva

AEEZEEIY KAEIAIA IMNEPIAHWYH

Méoa KOW®VLIKIG SIKTOWONMG SKOTAG NG TAPOVOUG HEAETNG TV 1] SLATTOALTLOULKT) TTPOCAPLOYT KaL T Slepeliviion
SMAPS TWV PUYOUETPIKOV WOLOTHTWV TG ITOALKNG ekdoyNG g KAipakag Eppoviig pe mv
YuyopETPLKN TIPOCAPLOYY| Epddvion ota Méoa Kowwvikiig AwktOwong (Social Media Appearance
OTNV LTOALKT YA®OOX Preoccupation Scale, SMAPS) oe 600 aveEdpmta Stadiktuakd deiypata. Emutigov,
Ayyog epddaviong eEeTAONKE 1] KATOAANAOTNTA TNG KALHOKOG 0 SLaPOPETIKO TTOMTLOWLKO TTAAIOLO QTtd
Kowwvikr) oUykplom ekelvo oto omolo avoarttuxBnke apyikd, pe otdyo va SiepeuvnBel katd moéoo T

TPOTUTIA aVNoLYiaG Yl TNV gudAvion ota HEoA KOWWVIKNG SIKTOWONG Tou
mopatnpovvTaL oV ItaAia pmopolv va cUHBAAOLY OTNV KATAVON 0T avTioTOL( WV
GAVOUEVWV 08 AMEG LLECOYELAKES KoL LN ayYAOPwVeS Ywpes. Xt MeAém 1 (N =
213) Tpaypatomomifnke SiepguvnTikn mopayovtky avdivon (KMO = 0,88,
Bartlett's p < 0,001), a7T6 TNV OTOLCt TPOEKUPE TPLITAPAYOVTLKT] SOLLT) ATTOTEAOVLEVN
Qo TOUG TapAyovteg XUykplon g Epddviong, Atadiktuakr Avtomapovoioorn Kot
; . Apoaotnplomreg mov ZyetiCovtal pe v Epddvion, ot onoiol e€nyovoav to 64,4%
Havemomuo m¢ Meooiva, ™G OUVOALKNIG SlakVpovonG. H €0WTEPLKY] OUVEMELN TWV UTOKALLAKWV TTOV
9.81?2 o . tkavoromTky (e0pog o = 0,87-0,88). 1 MeAém 2 (N = 432), 1) THpayovTLkr) Sopn
glulia.picciotto@hotmail.com emPefaidbnke pe emPefolwTiK  TAPAYOVTIKY) avVEAUOT], TaPOUOLAOVTOG
aIt08eKTOVG £wG APLOTOUG SEIKTEG TTPOCUPLOYNS TOL HovIEAoU (}3(101) = 433,80,
CFI = 0,96, RMSEA = 0,068, 90% AE [0,049, 0,076]). Ot &¢eikteg aflomiotiog
nopépewvav vpmrol (evpog a = 0,84-0,91). OAeg oL vmokAipakeg g SMAPS
ovoyetiomkav Oetikd pe to &yxog Yo Vv epddvion (e0pog r = 0,62-0,73, OAEG oL
TIHEG p < 0,001), Tov $Ofo apvntkiig aflordynong (eVpog r = 0,43-0,59, OAEG oL
TIHEG p < 0,001) KOL TLG KOLVWVLIKOTTOMTIONIKEG OTAOELG amEVAVTL 0TV EUAvIon
(eVpog r = 0,43-0,60, OAEG OL TIHEG p < 0,001), LTOOTNPICOVTAG TN CUYKAIVOUOX
EYKUPOTNTA NG KALHLAKOG. AVTIOTOLYQ, OL XPVNTIKEG OUOYETIOELS LIE TNV PUYOAOYLKY)
eunpepia (eVpog r = -0,46 €wg -0,52, OAEG OL TIHEG p < 0,001) TEKUNPlwoOV ™
Staxpir} eykupomTd TG Ol LEPAPYIKEG AVOAVOELG TTOALVOPONoNG €8sty OTL oL
UTTOKALLOKEG TNG SMAPS mpogfAemav onpaviikd to &yxog yia v gpdavion (e0pog
AR? = 0,15-0,36) KOl TIG KOLVWVLIKOTIOMTIOUIKEG OTAOELG artévavTl oTny euddvion
(e0pog AR? = 0,11-0,40). ZUVOALKE, Ta EVPHRATA VITOCTN PIlOLY GTLT| ITAALKT EKSOXT
¢ SMAPS amoteAel afLOMIOTO KOl TTOALTIOULKA KATdAAnAo epyaieio aflohdynong
mGg evaoydAnong pe mv epddvion ota péoa Kovwvikig diktvwong. Iapdnia,
avaOELKVOOUV TN XPNOLHOTNTA TG YL TN HEALTN TWV OYETLK®V OVIOUXLWV OTOV
ttoAtkd TANBLopS Kot vTTodeKVUoLY T SuvatdTnTa afLlomoin oG TNG O€ LEANOVTLKEG
€PEVUVEG 08 AMEG [LETOYELAKEG KL [N AYYAOPWVEG XWPEG.

EITIKOINQNIA

Giulia Picciotto
Tuipa Kavikng kot
[Mepapotkng Iatpikrg,

© 2026, Rosa Angela Fabio, Rosa Tripodi, Giulia Picciotto Wuxoloyia: To meplodikd tng EMnviknig Wuxoloyikng ETatpeiag
Abela CC-BY-SA 4.0 https://ejournals.epublishing.ekt.gr/index.php/psychology
https://doi.org/10.12681/psy_hps.42164

289


mailto:giulia.picciotto@hotmail.com
https://ejournals.epublishing.ekt.gr/index.php/psychology

