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Figure S1

Profile page of the social media influencers
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Note. The left picture displays the profile of the body-positive influencer, the picture in the

middle displays the profile of the fitspirational influencer, and the right picture displays the

profile of the control condition.



Table S1

Pre-test specification and information about body-positive and fitspirational content provided

to participants

Pre-test specification

For the pretest, 34 participants (Muee = 24.47, SD = 2.56, 100% female, all Instagram users)
were recruited using the online platform SurveyCircle and confronted with one version of
each post. Consequently, each participant saw 22 posts in total, in a randomized order. At
the beginning of the questionnaire, participants received definitions and explanations of
body-positive and fitspirational social media content and were asked to read the
information carefully, as they needed it for answering the following questions. Participants
then rated each post regarding its perceived level of body-positivity and fitspiration on an
eleven-point Likert scale, ranging from “not at all” (0) to “very much” (10).

For the final study, only body-positive posts perceived as above-average body-
positive (values significantly higher than the scale midpoint of 5 at the p <.05 level) and
not above-average fitspirational (values not significantly higher than the scale midpoint of
5) were included. For the fitspirational condition, the criteria were reversed. To test this, we
calculated one-sample t-tests. Applying these criteria, we could include twelve of the
original 22 posts in our main study, with two versions respectively. The remaining ten days
were filled with body-neutral posts for all three conditions. As body-focused influencers do
not only post about this specific topic, the inclusion of more body-neutral posts was
intended to further increase the level of realism. The Instagram stories sent to participants
several days each week were nearly identical across all conditions and were not pretested,
as they were primarily intended to increase contact points. Some of the stories varied

slightly, for instance, showing either a “tasty” fruit cake that the influencer’s mom baked




her (body-positive condition), a “tasty low-carb” fruit cake (fitspirational condition), or a

story that simply showed the fruit cake without any descriptive text (control condition).

The control condition was not exposed to any body-focused content and did not see

any pictures featuring the influencer during the study. Instead, they were shown only

landscape pictures and images of Rotterdam. They received the same stories as the two

experimental conditions but without any body-positivity or fitspirational elements (e.g., not

describing the fruit cake as “tasty” or “tasty low-carb”).

Information about body-positive content

Information about fitspirational content

Body positivity aims to challenge the
prevailing thin-ideal messages in the media
and foster acceptance and

appreciation of bodies of all shapes, sizes,
and appearances. Examples are posts that
include unedited photos that clearly show
visible “flaws”, such as skin blemishes or

stomach rolls.

Fitspiration refers to an online trend
designed to inspire viewers towards a
healthier lifestyle by promoting exercise and
healthy food. The influencers that distribute
this content are often women who display a
relatively thin and toned figure, consistent
with current beauty ideals. Most images
contain messages that glorify the thin and
toned ideals, as well as promote dietary
restraint and exercise for appearance-
motivated reasons. The pictures are
furthermore often staged, and the use of

various beauty filters is common.

Note. Information about body-positive and fitspirational content was presented before the

pretest and again prior to participants completing the two manipulation check items on the

final day of the main study.



Table S2

Correlations Between Main Variables Across Waves

Variable Wave 1 (N=181) Variable Wave 2 (N =155)
PSR WI SC BS PSR WI SC BS
PSR 1 PSR 1
WI .61 1 WI .62 1
SC 34 49 1 SC 31 45 1
BS -15 =21 -39 1 BS -19 -19 -33 1
Variable Wave 3 (N =142) Variable Wave 4 (N=112)
PSR WI SC BS PSR WI SC BS
PSR 1 PSR 1
WI .62 1 WI .66 1
SC 36 50 1 SC 45 .59 1
BS -.14 -.13 -.38 1 BS -.01 -.12 -.18 1

Note. PSR = parasocial relationship strength, WI = wishful identification, SC = social
comparison, BS = body satisfaction. Correlation coefficients in bold are significant at the a =
.05.



