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Abstract

Facebook has quickly infused across cultures worldwide to become a common household term
for diverse spectra of netizens, especially youngsters. Inherently, interactive in nature,
Facebook provides a common cyber enabled platform for online interactions with social
friends, living across the world. However, despite its merits, users also experience certain
disadvantages, which include but are not limited to rise in feelings of social comparison,
decline in self-esteem, contentment and general subjective well-being. This work aims to
determine the role of Facebook in spreading envy and identify factors that trigger such
emotions. Due to abductive nature of the study, we used pilot interviews and consulted
relevant literature to formulate hypotheses. Further, we used deductive approach and
conducted a survey. The results showed that frequent use of Facebook, particularly passive
following is main predictor of envy, and social interaction is the biggest cause for
development of envious feelings in Facebook users. However, insignificant variation was
found while investigating relationship between envy and factors, such as pretentiousness, time
spent, accomplishment, everything in life, likes on posts, popularity across genders, marital
status and genre.

Keywords: Facebooking, Self-Esteem, Pretentious, Narcissism, Life Satisfaction, Netizens,
Stalking, Web 2.0, Reed’s Law, Social Technographics

http://doi.org/10.3837/1iis.2018.10.006 ISSN : 1976-7277


mailto:usman.habib@nu.edu.pk
mailto:dr@attaurrehman.com

KSII TRANSACTIONS ON INTERNET AND INFORMATION SYSTEMS VOL. 12, NO. 10, October 2018 4725

1. Introduction

Facebook is a well-known name in companies that provide online social media and social

networking services. The term social media is defined as, "The democratization of information,
transforming people from content readers to content publishers. It is the shift from a broadcast
mechanism to a many-to-many model, rooted in conversations between authors, people and
peers” [1]. In domains of social media the Groundswell trend has gradually become popular in
which netizens interact with one another through web 2.0 enabled technologies, such as
Facebook. Launched in 2004, Facebook overtook, Myspace as the world's most popular
website during 2009 [2], in terms of users which has since experienced a whopping growth to
reach more than one billion users [3]. The rise in Facebook's popularity can be seen from its
entry as word of the year in 2007 to New Oxford American Lexicon. Later in 2009, a verb
"Unfriend" which refers to removal of a friend from Facebook was also selected as word of the
year by Oxford Dictionary [4].

Facebook has immense importance for businesses, politicians, students and general public
alike, due to its reach and ostensibly free of cost usage. According to Reed's Law, social media
platforms such as Facebook have the ability to reach people within groups [1]. This is perhaps,
one of the reasons that Facebook is popular among masses especially the millennials with
more than 50% of people aged 18-34 who check Facebook status when they wake up [5].
There is a positive relationship between frequency of Facebook use and student's life
satisfaction, social trust, civic engagement and political participation [6]. Whilst, there are
positive outcomes, some drawbacks of Facebooking include, suppressing outdoor games [7],
negative effect on health [8], privacy violations [9] and suspicion in social relationships [10].
Furthermore, the growing interest in multimedia data supported by Facebook has made it one
of the significant parts of human life [11-12].

According to a report, Facebook's Director research admitted on social media that Facebook
can worsen our mental health by causing mood swings and jealousy [13]. Moroever, excessive
presence on Facebook leads to narcissism and narcissistic behaviours [14]. Such behaviours
on Facebook refers to exhibition of grandiosity [15], a persistent need for admiration [16] and
other self-promoting behaviours [17], and self-presentation to establish an image of
themselves to others [18]. In addition to these, Facebook is also notoriously known for
spreading jealousy to the extent that it may even endanger marriages. Most notably, Facebook
sucks up precious productive hours and instills emotions of jealously due to excessive
obsession with information collection pertaining to others [19]. We can presume that
unnecessary online presence of youth on Facebook makes them compare themselves with
others which triggers envy.

Envy and jealousy are quite similar but different terminologies. Envy refers to a phenomena
of desire to possess something which others have but one cannot have it, while jealousy refers
to losing something to a contender [3]. Envy as a complex mixture of psychological states
which includes inferiority, injustice and resentment [20]. These feelings are mostly linked
with increased motivation to improve oneself. Conversely, it's hard to deny that people are
more likely to develop ill feelings towards others. Hence, due to this later tendency, we can
assume there is a relationship between envy and some of the other anti-social behaviors, such
as getting angry when others do not like, share and comment on our posts [17].
Subconsciously, one would consider it as a dangerous and destructive emotion, because it can
give birth to hostility, which ultimately leads to aggression, frustration, mental suffering,
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depression and even violence in youth [21]; and may adversely affect a person's well-being
and life satisfaction [22].

Much of the research on foregoing discussion concerning how Facebook impacts our lives
had been done in developed countries, such as Singapore, USA, Germany and China.
However, prior researchers have paid scarce attention to behavioral outcome of using
Facebook in developing countries. According to a recent report of Internet World Statistics
Library, the number of Facebook users now exceeds 30 million in Pakistan [23]. This number
alone is greater than combined population of Scandinavian countries. These statistics makes
Pakistan an interesting market for investigation in reference to behavioral outcomes of
Facebook's usage. Like other countries, an overwhelming majority of Facebook users in
Pakistan fall in the age range of 18-24 years, followed by a second largest group from 25-35
years age bracket [24]. Considering the number of users, popularity and expected growth of
Facebook users in Pakistan, it is intriguing to study how Facebook is affecting behaviors of
young People in Pakistan. In addition, this undertaking will help unravel whether the results
are in agreement with other studies conducted elsewhere.

Like any other study, there are associated limitations to this undertaking which pertains to
difficulties in finding the right gender balance in terms of respondents across students and
professional. Moreover, delimitations of the study pertains to narrow focus of hypothesis
which confine our scope that otherwise could have been extended.

The paper is organized as follows: Section 2 deals with a detailed literature review
highlighting the impact of social media, specifically of Facebook on the behavior and lifestyle
of people. Research questions of this study are highlighted in Section 3. Methodology is
discussed in section 4. Section 5 deals with results and detailed discussions, and Section 6
Concludes the paper and provided future research directions.

2. Literature Review

Singla and Richardson conducted a research using data mining technique to find correlation
between social networks and personal behavior over World Wide Web [25]. Their research
clearly indicates that users who possess mutual friends, but do not communicate directly share
common interest patterns in web searchers. Their other findings reveal that people who sent
brief messages were more close to one another and required little formality in communications.
In addition to these, the research proclaims that heavy users of text messaging were more
likely to be in communication with opposite gender. In [26], the researchers incorporate a
largest data set of 30 billion conversations among 240 million users of Microsoft Messenger
instant messaging service. Their findings were in agreement with preceding discussion in
reference to cross gender communications with regards to duration and frequency as compared
to conversation with users of similar gender. Moreover, another study investigated behavioral
characteristics to discover Facebook activities [27]. Their research reveals two primary user
groups whose goals were to self-promote (broadcast) and to maintain relationships
(communicate). The former groups were found to aggrandize their social network behaviors
with deceptive behavior and the later group used white lies to supported their group cohesion.

In [28], the authors discussed social technographic ladder developed by Forrester research
which categories users of social network sites depending on their patterns of social media
consumption. The corresponding categories of users and the nature of their activities are
described in Fig. 1.
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Fig. 1. The Social Technographic Ladder [28].

In [29], the authors examined experience of college students on Facebook. They
investigated why and how college students use Facebook, type of interactions with others, and
role of using Facebook in development of friendship. The research revealed that Facebook
provides a very effective platform for people to express themselves. People with low
self-esteem get more benefit from Facebook in terms of building social capital [30-31].
Facebook helps in maintaining relationships that would otherwise, be lost as people move
away from each other. It helps in developing close and distant friendship and improves
satisfaction level. It has been observed in [32], that people want to create a larger social media
universe in terms of audience to enhance their satisfaction. Half of the users want a larger
audience without being aware that they actually are visible to a much larger audience beyond
their imagination.

In [19], the authors state that Facebook users only display positive aspects of their lives.
Hence, there is a reciprocal inverse effect on cyber stalkers and they develop jealousy and even
addiction [33]. Their research also unveils that there exists a positive correlation between time
spent on Facebooking to jealousy and stalking on other users. It has been observed that most of
the people share the best experiences and are at the best of their behaviour while posting on
social networking sites. As a result, these practices may leave people depressed and affect their
self-esteem, especially those who have tendency to compare. Research shows that women are
more prone to Facebook addiction as compared to men [34]. Some people use Facebook to
increase their self-esteem, while others use it to improve their personalities. It also induces
narcissistic behaviour because of which most users post only positive things about themselves
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[35]. In [36], the aurthors found that active Facebook users believed in the statement "others
had better lives than themselves™. There seems to be consensus within literature that upward
comparisons cause significant levels of envy on Facebook [3, 37].

It is pertinent to mention types of envy as we move ahead. Some levels of envy is inevitable
because it is natural part of social interactions [38]. Benign envy leads to learning, motivation,
better performance and achievement [39], however, malicious envy induces a desire to harm
the envied objects which breeds hostility [38]. In [22], the authors investigate friends
following and impact on users. Their findings were in accordance with social comparison
theory which states that social information consumption may impact cognitive and affective
well-being of users. Prolonged feelings of envy can adversely affect one's self-worth. As a
result, dissatisfaction and withdrawal arises which leads to depression, reduced perceptions of
one's well-being, and poor mental health [35, 37].

3. Hypothesis

Many recent research studies proclaim that consumption of information about others on social
networking sites can cause envy on unprecedented scale [3, 19, 35, 40]. Moreover, this
secretly held emotion of envy aggravates who use it frequently and those who have larger
online social circle [6, 41, 42]. In particular, these envious feelings are developed in passive
onlookers of the social networking sites who use to read only others posts [28]. Based on the
findings of these studies, following hypotheses are formulated:

e H1: More envious feelings are developed in heavy users of Facebook than light users.

o H2: Facebook users with bigger circle of friends feel more envious than users with
smaller circle of friends.

e H3: Passive following on Facebook is a reason for spreading envy.

Online persona of users is virtually always accessible for social comparison against person’s
real social identity and biographic information [43—44]. Most of the information presented by
users is based on impression management and usually positively skewed [45-47]. Thus, the
users who share fake positive achievements become popular in their online social universe
may also cause envious feelings in others. Consequently, following hypotheses are
formulated:

e H4: Posts related to someone’s happy moments/success stories affect people
negatively.

o H5: Someone’s popularity among friends circle may develop envious feelings in
others.

Most of the previous studies focused on college populations and gender differences [48].
These studies rarely explored other dimensions, such as professionals, culture and marital
status. According to [37], envy occurs in people of all genders, ages, and cultures. To further
explore these dimensions, following hypotheses are formulated:

e H6: Females are affected more than males by Facebook in developing envy.
e H7: Professionals are more affected than students by Facebook in developing envy.
e H8: Unmarried people are more likely to develop envy through Facebook.
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4. Methodology

The research onion proposed in [49] is used to locate the methodological underpinnings of this
research (see Fig. 2). A positivist philosophical worldview has been espoused which values
knowledge generated through use of senses as empirical evidence [49-51]. We used deductive
research approach that suits better for quantitative studies. Considering the abductive nature of
study, we initially used interview based technique along with literature to formulate
hypotheses and then moved specifically to deductive approaches for use of surveys. The rest
of discussion in methodology section pertains to conduct to pilot interviews, choice of
research instruments and selection of participants for study. This will provide much needed
justification for existence of research area [52].

4.1. Survey

Since this study explores relationships between Facebook use and envy, the survey method is
used to collect data for testing the formulated hypotheses. Responses of survey were collected
on 5-point Likert Scale with 1= strongly disagree to 5= strongly agree. To find correlation
between concepts, Spearman's correlation method was used, keeping in view the
non-parametric nature of data as recommended by [53-54]. The tests were performed using
SPSS 20.
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Fig. 2. The Research Onion [49]
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4.2. Participants

The participants are users of Facebook, which is the most widely used social networking site in
Pakistan. In total, 204 volunteers participated in the survey. However, some of the participants
felt hesitant in answering direct questions related to jealousy/envy and left the questionnaire
half filled. Hence, 149 respondents completed the questionnaire comprising of 76 female and
73 male with ages ranging between 18 to 35 years. Among them, 74 respondents were married,
whereas 75 respondents had single marital status. Moreover, 84 out 149 were students and the
rest of the participants were professionals.

4.3. Instrument

The current study draws on questionnaire designed by [35, 55]. All items of the questionnaire
were measured using a five-point Likert scale ranging from 1="strongly disagree" to 5=
"strongly agree". The questionnaire includes demographic information to set apart the
independent variables, such as gender, marital status, and trades. Other sections of the
questionnaire were designed to find: i) frequency of Facebook usage, ii) feelings after using
Facebook, iii) satisfaction level of users after using Facebook, and iv) factors that may induce
envy among the users. To ensure internal consistency and reliability of research instrument,
Cronbach's alpha was applied with resultant coefficient alpha value of 0.82 which indicates
internal consistency [56].

5. Results and discussion

To find correlation between frequency of Facebook use and envy, Spearman's correlation was
computed, and results reveal that H1 is supported with rs= 0.270 and p-value< 0.01. Positive
correlation was found between variables, which infer that heavy use of Facebook cause higher
level of envy. H2 hypothesized that big circle of Facebook friends is the reason behind envious
feelings. However, the hypothesis is not supported by empirical evidence collected. The
results indicate very weak positive correlation with rs= 0.056. The results for H1 and H2 were
in line with previous studies [3]. Assumptions made in H1 and H2 were of primary level to test
relationships between frequency of Facebook use and larger friend's circle to envy. However,
only usage frequency could determine the feeling of envy in users. Next assumption
formulated in hypothesis H3 was that passive following on Facebook is a reason for
developing envy. To identify passive followers, a set of questions were asked to see if people
are pretentious on Facebook. The results shows that there exists positive correlation between
the variables with rs=0.269, and p-value<0.05. Consequently, passive users are soft target of
developing envious feelings on Facebook. Likewise, the results are in line with previous
studies [46], and shown in Table 1. Finding of [37] is also confirmed here that envy exists
across all the cultures.

Table 1. Results of H1, H2, & H3

Variables Envy
Time Spent 0.270**
Social Circle 0.056
Being Pretentious 0.269**
** Correlation is significant at the 0.01 level (2-tailed)
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Out of three initial level hypotheses, two were supported which laid the foundation to
explore further assumptions formulated in hypothesis H4, and H5. Before testing these
hypotheses, most common reasons of envy were determined through data. The results showed
that social interaction is the biggest cause of envy, followed by Leisure/travel, success, and
love, respectively. The calculated frequency responses of participants are given in Table 2.

Table 2. Frequency Responses

Variables Frequency Percentage
Travel/Leisure 32 25.6
Social Interaction 41 32.8
Success in general 29 23.2
Love 16 12.8
Money 7 5.6

To further study the preceding phenomenon in detail, we asked respondents if they feel a
sense of accomplishment after posting something positive about themselves. Results showed
that 64% gave positive feedback, and this variable was correlated with envy to test the H4. The
correlation was positive with rs = 0.243 and p-value < 0.01. Hence, happy moments of
someone's life are positively associated with envy. Table 3 shows the results of correlation.

Based on the reasons pertaining to envy described in Table 2, those users who shared
positive moments of their life became popular among their social circle. Their popularity may
also cause envious feelings in other for which we tested H5, and results indicates positive
correlation between popularity and envy with rs = 0.241, and p-value < 0.01 as shown in
Table 3.

Table 3. Summary of Correlation

Variables Envy
Posting positive things about oneself 0.243**
Popularity 0.241**

** Correlation is significant at the 0.01 level (2-tailed)

According to [37], envy occurs in people of all genders, ages, and cultures especially the
younger ones. Moreover, it was found that feelings of being envious are developed more in
female than male users. During pilot interviews, this response prompted us to formulate H6. It
was tested against numerous variables which included, i) passive following on Facebook, ii) a
sense of accomplishment after posting something positive about themselves, iii) popularity, iv)
time spent on Facebook, v) everything in life, such as success, love and money, and vi)
number of likes on posts. Result showed that H6 is partially supported. The variables of
passive following on Facebook and envy were positively correlated for females with rs=0.322
and p-value<0.01, however, in case of male users although correlation was positive but it was
not significant. Likewise, similar relationship was found for popularity and envy. In case of
females, positive correlation was found between envy and popularity with correlation
coefficient rs=0.329 and p-value<0.01. In case of males, non-significant and weak positive
correlation was found as shown in Table 4. The variables such as time spent on Facebook and
accomplishment after posting positive posts were more positively correlated with envy in case
of males compared to female users. For the rest of two variables "everything in life" and "likes
on posts"” were significantly positively correlated for both male and female users.
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Most of the previous studies were conducted to explore envious feeling in students. In this
study, we also probed envious feelings in young professionals, which were ignored in the
earlier studies. Thus, we formulated and tested hypothesis H7 against the same six variables as
given in Table 5.

Table 4. Envy —Male vs. Female

Variables Envy
Male (n=73) Male (n=73)
Pretentious 0.201 0.322"7
Time Spent 0.335" 0.224
Accomplishment 0.344" 0.172
Everything in Life 0.377" 0.422"
Likes on Posts 0.395" 0.306
Popular 0.168 0.329"
Correlation is significant at the 0.01 level (2-tailed)

A contrasting trend is exhibited in case of popularity and accomplishment on posts for students
and professionals. Strong positive correlation was found between popularity and envy in case
of students, whereas, strong positive correlation prevailed between accomplishment on posts
and envy for professionals. The remaining variables had significant positive correlation with
envy for both student and professional Facebookers.

Table 5. Envy — Student vs Professional

Variables Envy
Student (n=84) | Professional (n=65)
Pretentious 0.240" 0.281"
Time Spent 0.234" 0.264"
Accomplishment | 0.188 0.336"
Everything in Life | 0.370" 0.424"
Likes on Posts 0.328"~ 0.393"
Popular 0.3217 0.148
" Correlation is significant at the 0.01 level (2-tailed)

In order to test envy across marital status, hypothesis H8 was formulated and tested in the
same manner. Respondent with single marital status appeared to be more envious in case of
four variable (passive following, time spent, everything in life, and popularity) than married
users. Married respondents appeared to be more envious for accomplishment on posts than
single users. Detailed results are given in Table 6.

Table 6. Envy — Single vs Married

Variables Envy
Single (n=75) Married (n=74)
Pretentious 0.253™ 0.259
Time Spent 0.253" 0.220
Accomplishment | 0.131 0.499"
Everything in Life | 0.452" 0.263
Likes on Posts 0.323" 0.400"
Popular 0.279" 0.194
Correlation is significant at the 0.01 level (2-tailed)
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6. Conclusions and Future Work

In this study, we investigated the relationship of Facebooking with envious feelings. It was
found that passive following is attributed to development of envious feelings, and there is no
relationship between envy and larger friends circle. Moreover, social interaction is biggest
cause of envy, followed by travel, success, and love, respectively. Inconclusive results were
found for variables across genders, which include pretentiousness, time spent on Facebook,
accomplishments, things in life, likes on posts and popularity. Students and professionals
exhibit similar envious feelings in terms of the highlighted variables. The students are more
prone to develop envious feeling compared to professionals, whereas professionals are more
vulnerable to envy in reference to popularity. Married respondents appeared more envious for
accomplishment on posts, whereas users with single marital status experience higher levels of
envy compared to their male counterparts. It is noteworthy that some of the results are
contradictory to findings of the previous studies. For instance, social interaction appeared as
biggest reason for envy in Pakistani culture, which is not the case in the earlier studies. Hence,
in the future, we intend to conduct similar studies in other developing countries to confirm the
results.
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