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Abstract  

This study quantitatively investigates the impact of AI-generated content on self-esteem and body image among students in the 

Punjab region of Pakistan. Utilizing a structured questionnaire distributed to a sample of 600 students, the research aimed to quantify 

the effects of AI-generated imagery on self-esteem levels, assess the relationship between exposure to such content and body image 

satisfaction across demographic groups, and evaluate the role of social comparison as a mediating factor. Employing validated scales 

such as the Rosenberg Self-Esteem Scale, Body Image Scale, and Social Comparison Scale, the study found significant negative 

correlations between exposure to AI-generated content and both self-esteem and body image satisfaction, with social comparison 

emerging as a crucial mediator in these relationships. The findings underscore the need for awareness and interventions aimed at 

mitigating the negative effects of digital media consumption on psychological well-being. 
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1. Introduction  

The rise of artificial intelligence (AI) has transformed various aspects of modern life, particularly in content creation. AI-generated 

content, from social media posts to digital art, has become increasingly prevalent, reshaping how individuals perceive themselves 

and others in an online environment. This phenomenon is particularly significant in the context of social comparison, a psychological 

theory suggesting that individuals evaluate their own worth based on comparisons with others (Festinger, 1957). As AI-generated 

images and narratives often depict idealized versions of reality, they can profoundly influence users' self-esteem and body image, 

especially among vulnerable populations such as adolescents and young adults (Perloff, 2014)). 

Research indicates that exposure to idealized images can lead to negative self-evaluation and body dissatisfaction (Tiggemann & 

Slater, 2014). When individuals engage with AI-generated content, they may be more prone to unrealistic comparisons, as these 

images often represent unattainable beauty standards or lifestyles. The lack of authenticity in AI-generated content may further 

exacerbate feelings of inadequacy, as users grapple with the disparity between their real selves and the curated personas portrayed 

online (Kleemans, Daalmans, Carbaat, & Anschütz, 2018). Moreover, the rapid spread of this content through social media platforms 

heightens its impact, as users are continuously bombarded with idealized representations, fostering a culture of comparison that can 

be detrimental to mental health. 

Understanding the implications of AI-generated content on self-esteem and body image is crucial, particularly in light of the growing 

influence of social media on individual well-being. As more individuals consume AI-generated content, it becomes essential to 

explore how these digital interactions affect self-perception and contribute to broader societal issues related to body image and 

mental health (Harrison & Hefner, 2006). This research aims to delve into the complex relationship between AI-generated content, 

social comparison, and self-esteem, offering insights that can inform strategies to mitigate potential negative effects and promote 

healthier online environments. 

Moreover, the mechanism of social comparison can manifest in various forms, influencing both individuals' perceptions of 

themselves and their interactions with peers. Users may engage in upward comparison, measuring their worth against those they 

perceive as more attractive or successful, which can exacerbate feelings of inadequacy (Vogel, Rose, Roberts, & Eckles, 2014). 

Alternatively, downward comparison may offer temporary relief, but it often does not provide a sustainable boost to self-esteem. 

The dynamic nature of social media, coupled with the idealized representations generated by AI, complicates these processes, making 

it imperative to understand how these factors intertwine and affect overall well-being. 

1.1. AI-Generated Content 

AI-generated content refers to media that is created using artificial intelligence algorithms, encompassing a wide range of formats, 

including images, videos, and written text. The evolution of AI technologies, such as generative adversarial networks (GANs) and 

deep learning models, has made it possible to produce highly realistic and appealing content at an unprecedented scale (Elgammal, 

2017). These technologies enable creators to generate images that often depict idealized versions of reality, complete with flawless 

features and lifestyles that are unattainable for most individuals. As this type of content proliferates across social media platforms, 

users are frequently exposed to a barrage of curated imagery that can distort their perceptions of beauty and success. The implications 

of this exposure are particularly concerning for young people, who may not fully grasp the artificiality of these portrayals, leading 

to skewed self-perceptions and unrealistic expectations about their own appearances and lives (Kleemans et al., 2018). 

Understanding the characteristics and influence of AI-generated content is critical to examining its impact on self-esteem and body 

image in a digitally driven world. 

1.2. Self-Esteem 

Self-esteem is a psychological construct that encapsulates an individual’s overall evaluation of their self-worth and personal value 

(Rosenberg, 1965). It is a multifaceted concept influenced by various factors, including personal achievements, social interactions, 

and external perceptions. Individuals with high self-esteem typically possess a positive self-image and exhibit resilience in the face 

of challenges, while those with low self-esteem may experience feelings of inadequacy and self-doubt (Orth, Robins, & Widaman, 

2012). The relationship between self-esteem and media exposure has been extensively studied, with research demonstrating that
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idealized portrayals in media can significantly diminish self-worth, particularly among young women who are often subjected to 

societal pressures regarding appearance (Tiggemann & Slater, 2014). As AI-generated content becomes more prevalent, it presents 

new challenges; individuals may find themselves in a constant cycle of comparison to unrealistic standards, which can lead to a 

decline in self-esteem. Recognizing the nuances of self-esteem in the context of AI-generated imagery is essential for understanding 

the broader implications on mental health and well-being. 

1.3. Body Image 

Body image refers to an individual’s perception, thoughts, and feelings about their physical appearance (Cash & Fleming, 2002). It 

encompasses both cognitive assessments—how one thinks about their body—and emotional responses—how one feels about those 

thoughts. A positive body image involves acceptance and appreciation of one’s body, whereas a negative body image often leads to 

dissatisfaction and self-criticism. The influence of media on body image is a well-documented phenomenon; studies indicate that 

exposure to idealized images can foster body dissatisfaction and disordered eating behaviors (Levine & Murnen, 2009). AI-generated 

content, with its capacity to create hyper-idealized representations of beauty and success, poses unique challenges in this arena. 

Users may internalize these unrealistic portrayals, leading to detrimental effects on their body image and overall mental health. In 

this context, understanding how AI-generated content shapes perceptions of body image is vital for developing interventions aimed 

at promoting healthier self-perceptions in an increasingly digital society. 

1.4. Social Comparison 

Social comparison is a psychological process in which individuals evaluate their own abilities, opinions, and attributes by comparing 

themselves to others (Festinger, 1957). This phenomenon can manifest in various contexts, including both face-to-face interactions 

and online environments, particularly on social media platforms where idealized images and curated lifestyles are prevalent. Upward 

social comparison occurs when individuals compare themselves to those they perceive as superior, often leading to feelings of 

inadequacy and diminished self-esteem (Vogel et al., 2014). In contrast, downward social comparison—where one compares 

themselves to those perceived as worse off—can temporarily boost self-esteem but is not a stable or effective long-term strategy. In 

the age of AI-generated content, the potential for social comparison intensifies as users are constantly bombarded with idealized 

portrayals. This constant exposure can create a distorted lens through which individuals view themselves and their lives, exacerbating 

feelings of insecurity and dissatisfaction. Understanding the dynamics of social comparison in relation to AI-generated content is 

crucial for addressing its impact on self-esteem and body image. 

1.5. Research Objectives 

• To quantify the effect of AI-generated content on self-esteem levels among users. 

• To assess the relationship between exposure to AI-generated imagery and body image satisfaction in different demographic 

groups. 

• To evaluate the role of social comparison in mediating the impact of AI-generated content on self-esteem and body image. 

1.6. Problem Statement 

The increasing prevalence of AI-generated content on social media platforms raises significant concerns regarding its impact on 

individuals' self-esteem and body image through the lens of social comparison. As users are continually exposed to idealized and 

often unattainable portrayals of beauty and success, there is a risk of negative self-evaluation and body dissatisfaction, particularly 

among vulnerable populations such as adolescents and young adults. This phenomenon necessitates a thorough investigation into 

how AI-generated imagery influences psychological well-being, as well as the mechanisms of social comparison that may exacerbate 

these effects. Understanding these dynamics is crucial for addressing potential mental health challenges in an era where digital 

content increasingly shapes perceptions of self-worth and body image. 

1.7. Significance of the Study 

This study is significant as it aims to illuminate the complex relationships between AI-generated content, self-esteem, body image, 

and social comparison, which are increasingly relevant in today's digital landscape. By exploring how exposure to idealized 

representations impacts psychological well-being, the research can inform strategies to mitigate negative effects, particularly among 

vulnerable populations such as adolescents and young adults. Additionally, the findings may contribute to the development of media 

literacy programs and interventions that promote healthier self-perceptions in an age where social media plays a central role in 

shaping individual identities. Ultimately, this study seeks to provide valuable insights for mental health professionals, educators, 

and policymakers, fostering a deeper understanding of the psychological implications of AI-generated content in contemporary 

society. 

 

2. Literature Review 

The advent of artificial intelligence (AI) has revolutionized content creation, leading to a surge in AI-generated media across various 

platforms. This shift raises significant questions about the psychological implications of such content, particularly regarding self-

esteem and body image. Research has long established that exposure to idealized representations in media can lead to negative self-

perceptions and body dissatisfaction (Tiggemann & Slater, 2014) As AI-generated images often depict hyper-idealized versions of 

beauty and success, they may further exacerbate these effects by presenting unattainable standards that users feel pressured to meet 

(Perloff, 2014). 

The concept of self-esteem plays a crucial role in understanding how individuals respond to AI-generated content. Self-esteem is 

defined as an individual's subjective evaluation of their own worth (Rosenberg, 1965). High self-esteem is associated with a positive 

self-image, while low self-esteem can lead to feelings of inadequacy and vulnerability (Orth et al., 2012). Research indicates that 

individuals exposed to idealized media portrayals experience significant declines in self-esteem, particularly young women who 

frequently engage with platforms showcasing beauty standards (Tiggemann & Slater, 2014). This correlation suggests that AI-

generated content, which often heightens these idealized portrayals, may pose a unique risk for self-esteem among its viewers. 

Body image, a critical aspect of self-perception, is also significantly impacted by media exposure. Body image encompasses an 

individual's thoughts and feelings about their physical appearance (Cash & Fleming, 2002).  Negative body image, often fueled by 
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exposure to unrealistic portrayals in media, can lead to various mental health issues, including anxiety, depression, and eating 

disorders (Levine & Murnen, 2009). The idealized images generated by AI may contribute to this negative body image, as they often 

reinforce narrow definitions of beauty that are difficult for the average person to attain (Kleemans et al., 2018). The internalization 

of these ideals can result in detrimental psychological outcomes, underscoring the need for further exploration of how AI-generated 

content shapes body image perceptions. 

Social comparison theory provides a useful framework for understanding the dynamics at play between AI-generated content, self-

esteem, and body image. According to (Festinger, 1957), individuals engage in social comparison to evaluate their own abilities and 

opinions relative to others. This process can manifest in two primary forms: upward comparison, where individuals compare 

themselves to those they perceive as superior, and downward comparison, where they compare themselves to those perceived as less 

fortunate. Research has shown that upward social comparison, often prompted by exposure to idealized images, can lead to feelings 

of inadequacy and lower self-esteem (Vogel et al., 2014). In the context of AI-generated content, the prevalence of idealized 

portrayals may intensify upward comparison, exacerbating negative self-perceptions and body image issues. 

2.1. AI-Generated Content and Self-Esteem 

AI-generated content is increasingly prevalent on social media, often portraying idealized images of beauty and success that are 

difficult to attain in real life. This proliferation raises important questions about its impact on psychological well-being, particularly 

regarding self-esteem. Research has consistently shown that exposure to such idealized representations can significantly affect self-

esteem levels. For instance, (Tiggemann & Slater, 2014), found that individuals who frequently engage with media showcasing 

unattainable beauty standards report lower self-esteem levels. This phenomenon is particularly concerning among adolescents and 

young adults, who are more susceptible to external influences and may lack the critical tools necessary to assess the authenticity of 

the content they consume. 

The negative correlation between exposure to AI-generated content and self-esteem often arises from the tendency to engage in 

social comparison. According to (Perloff, 2014), individuals measure their self-worth against the curated lives of others, which can 

lead to feelings of inadequacy and self-doubt. This process of social comparison is magnified in the digital age, where social media 

platforms provide an incessant stream of content that reinforces idealized standards. The constant exposure to these perfected images 

can lead users to feel that they fall short, fostering a sense of inferiority and eroding self-esteem. 

Moreover, the artificial nature of AI-generated imagery can exacerbate these feelings. Unlike traditional media, where some images 

might be based on real people, AI-generated content often lacks any connection to reality, creating a stark contrast between the 

portrayed perfection and individuals’ everyday lives. As users encounter flawless representations of beauty and success, they may 

struggle to reconcile these idealized portrayals with their own realities, leading to further dissatisfaction and lowered self-esteem. 

This disconnect can instill a pervasive sense of inadequacy, as individuals internalize the belief that they are not only failing to meet 

societal standards but also falling short compared to artificially crafted ideals. 

Additionally, the impact of AI-generated content on self-esteem can have broader implications for mental health. Research has 

indicated that low self-esteem is linked to various negative outcomes, including anxiety, depression, and a higher risk of developing 

eating disorders (Orth et al., 2012). When individuals internalize the unattainable standards presented by AI-generated content, they 

may engage in harmful behaviors to compensate for their perceived shortcomings, further perpetuating a cycle of low self-worth 

and unhealthy coping mechanisms. This relationship underscores the necessity for targeted interventions that promote resilience and 

critical media literacy, equipping individuals with the skills to navigate the digital landscape healthily and positively. 

2.2. AI-Generated Content and Body Image 

The impact of AI-generated content on body image is profound, as these images often present narrow and unrealistic ideals of beauty 

that can significantly influence individual perceptions. Body image is shaped by various factors, including media exposure, which 

plays a pivotal role in how individuals view their bodies and self-worth (Cash & Fleming, 2002). With the rise of social media and 

AI technology, individuals are increasingly bombarded with images that depict highly idealized body types, which can distort their 

understanding of normality and beauty. This constant exposure can create an environment where unrealistic standards become 

internalized, leading to detrimental effects on body image. 

Research has shown that individuals who engage with AI-generated content frequently are at a higher risk of developing negative 

body image. Studies indicate that the idealized body types often found in this type of content contribute to a sense of dissatisfaction 

with one's own body (Kleemans et al., 2018). As viewers compare themselves to these digitally created figures, they may experience 

feelings of inadequacy, leading to a decline in self-esteem and increased body dissatisfaction. This phenomenon is particularly 

pronounced among young women, who are often subjected to societal pressures regarding physical appearance and are more 

vulnerable to the effects of media portrayals (Tiggemann & Slater, 2014). 

(Levine & Murnen, 2009) further assert that media portrayals, including those generated by AI, are significant contributors to body 

dissatisfaction. Their research highlights the notion that the images people consume can have a lasting impact on their body image, 

often leading to harmful behaviors such as disordered eating, excessive exercising, or extreme dieting in an attempt to conform to 

these unattainable ideals. The allure of AI-generated content, with its capacity to create seemingly flawless representations, 

exacerbates the struggle many individuals face in accepting their bodies as they are. The effects are not limited to females; males 

are increasingly subjected to similar pressures, with rising concerns about muscularity and the "perfect" physique portrayed in digital 

media. 

Moreover, the repercussions of negative body image extend beyond personal dissatisfaction; they can have significant implications 

for mental health. Research indicates that individuals with negative body image are at a greater risk for developing mental health 

issues such as anxiety and depression (Levine & Murnen, 2009).The internalization of unrealistic beauty standards perpetuated by 

AI-generated content can contribute to a vicious cycle of low self-esteem and body dissatisfaction, further impairing individuals' 

psychological well-being. This cycle emphasizes the importance of addressing the impact of AI-generated media on body image, 

particularly in educational and therapeutic contexts. 

2.3. Social Comparison as a Mediator 
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Social comparison theory provides a robust framework for understanding how AI-generated content affects self-esteem and body 

image. Proposed by (Festinger, 1957), this theory suggests that individuals evaluate their abilities and self-worth by comparing 

themselves to others. In today's digital age, where social media and AI-generated images proliferate, the opportunity for social 

comparison is more accessible than ever. Users are often bombarded with curated portrayals that reflect idealized standards of 

beauty, success, and lifestyle, making it easy to engage in comparisons that may be detrimental to their psychological well-being. 

Upward social comparison is particularly prevalent in the context of AI-generated content. This type of comparison occurs when 

individuals compare themselves to those they perceive as "better," often leading to feelings of inferiority and inadequacy. Research 

by Vogel et al. (2014) indicates that upward social comparison can exacerbate feelings of low self-esteem and negative body image. 

As individuals are exposed to idealized representations, they may internalize these standards, leading to a distorted view of 

themselves and their bodies. This is especially concerning among adolescents and young adults, who are at a developmental stage 

where self-image is crucial for their overall identity formation. 

The impact of upward social comparison is often compounded by the artificial nature of AI-generated content. Unlike traditional 

media, which may feature real people, AI-generated images present unrealistic portrayals that can further alienate individuals from 

their self-perception. For example, a user may see an AI-generated influencer with flawless skin and an unattainable physique, 

leading them to question their own appearance and self-worth. This can create a vicious cycle, where the more individuals engage 

with such content, the more they feel inadequate, further diminishing their self-esteem and increasing body dissatisfaction. 

Conversely, downward social comparison, where individuals compare themselves to those perceived as "less fortunate," can offer a 

temporary boost in self-esteem. While this might provide momentary relief, it is generally not a sustainable coping strategy. 

Individuals may find themselves fluctuating between feelings of superiority and inferiority, ultimately contributing to an unstable 

self-image. Such oscillation can lead to further psychological distress, as individuals remain entrenched in a comparison mindset 

rather than developing a stable and positive self-perception based on their intrinsic worth. 

Understanding social comparison as a mediating factor is essential for analyzing the impacts of AI-generated content. It highlights 

the psychological processes that underpin the effects of exposure to idealized portrayals. By recognizing how the act of comparing 

oneself to curated representations significantly influences psychological well-being, researchers and mental health professionals can 

develop targeted interventions. These interventions may include promoting media literacy and fostering self-acceptance strategies, 

enabling individuals to navigate social media more healthily and critically. 

2.4. The Interconnectedness of Variables 

The interplay among AI-generated content, self-esteem, body image, and social comparison reveals a complex web of influences 

that can have profound effects on mental health. This interconnectedness is particularly evident in the ways that exposure to AI-

generated content can serve as a catalyst for social comparison, prompting individuals to evaluate their self-worth and body image 

in light of idealized portrayals. The constant barrage of curated and enhanced images on social media can distort users' perceptions 

of reality, leading them to set unrealistic standards for themselves based on what they see online. 

As individuals engage with AI-generated content, they often find themselves drawn into a cyclical pattern where negative self-

esteem fuels further engagement with these idealized representations. For instance, a person who feels inadequate may seek out 

content that reflects their desires for beauty or success, inadvertently exposing themselves to more unrealistic ideals. This exposure 

can amplify feelings of inadequacy, reinforcing low self-esteem and dissatisfaction with one’s body. Such a cycle can create a 

feedback loop that is difficult to escape, ultimately leading to greater emotional distress and a negative self-image. 

Furthermore, the psychological implications of this cycle extend beyond individual self-perception. Research indicates that negative 

body image and low self-esteem are linked to various mental health issues, including anxiety and depression (Levine & Murnen, 

2009) As AI-generated content perpetuates these negative feelings, it can contribute to a broader mental health crisis, particularly 

among vulnerable populations such as adolescents and young adults. The normalization of idealized imagery can lead to increased 

pressure to conform to societal standards, further exacerbating mental health struggles. 

Additionally, the influence of social comparison on self-esteem and body image is critical in understanding the interconnectedness 

of these variables. As individuals compare themselves to the idealized images presented by AI-generated content, they may develop 

unrealistic expectations about their own lives and appearances. This process can lead to a decline in self-worth, as users feel they 

are constantly falling short of the standards set by others. The implications are particularly troubling when considering that many 

individuals may not recognize the artificial nature of these portrayals, leading to a greater internalization of unattainable ideals. 

Addressing these relationships is critical for developing effective interventions aimed at promoting healthier self-perceptions. 

Initiatives that focus on media literacy can help individuals critically evaluate the content they consume, fostering an understanding 

that AI-generated imagery is often manipulated and not reflective of reality. Such educational programs can empower individuals to 

resist negative social comparisons and cultivate a more positive self-image, ultimately mitigating the adverse effects of digital media 

on mental health. 

2.5. Hypothesis 

Hypothesis 1 (H1): Higher exposure to AI-generated content negatively affects self-esteem levels among users. 

Hypothesis 2 (H2): There is a significant relationship between exposure to AI-generated imagery and body image satisfaction, with 

variations across different demographic groups. 

Hypothesis 3 (H3): Social comparison significantly mediates the relationship between AI-generated content and self-esteem and 

body image, exacerbating the negative effects on both. 

 

3. Methodology  

3.1. Research Design 

This study was designed as a quantitative research investigation to examine the impact of AI-generated content on self-esteem and 

body image among students in the Punjab region of Pakistan. A quantitative approach was particularly suitable for this investigation 

as it allowed for the collection and analysis of numerical data, which can help identify patterns, correlations, and causal relationships 
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among the variables of interest. By employing a structured method, this research aimed to provide empirical evidence regarding the 

effects of AI-generated content on self-esteem and body image, thereby contributing to the existing literature on digital media and 

psychological well-being. 

3.2. Sampling Techniques 

The sampling technique utilized in this study was probability sampling, which ensured that every member of the population had an 

equal chance of being selected. This approach enhanced the representativeness of the sample and allowed for generalization of the 

findings to the broader student population in Punjab. Specifically, stratified random sampling was employed to ensure that the 

sample adequately reflected the diversity of the student population across various universities in the region. By stratifying the sample 

based on factors such as gender and academic discipline, the research captured a more comprehensive understanding of how different 

demographics experienced the influence of AI-generated content. 

3.3. Sample Size 

The sample size for this study was comprised of 600 students from top universities in the Punjab region. This size was deemed 

sufficient to achieve statistical power and to detect significant effects or relationships among the variables under investigation. A 

sample of this magnitude allowed for robust analysis and increased the reliability and validity of the study’s findings. By targeting 

students from leading institutions, the research sought to explore the experiences of individuals who were likely to engage 

extensively with digital media and AI-generated content, thereby providing meaningful insights into the phenomenon. 

3.4. Scales 

To measure the variables of interest, validated scales were employed in the study, ensuring that the assessment of self-esteem, body 

image, and social comparison was both reliable and valid. 

3.4.1. Self-Esteem 

Self-esteem was assessed using the Rosenberg Self-Esteem Scale (RSES), which is widely recognized for its psychometric 

robustness (Rosenberg, 1965). The RSES consists of 10 items that measure global self-esteem and include statements such as “I feel 

that I’m a person of worth, at least on an equal basis with others.” Respondents rate their agreement with each statement on a 4-

point Likert scale ranging from 1 (strongly disagree) to 4 (strongly agree). Higher scores indicate higher self-esteem. 

3.4.2. Body Image 

Body image was evaluated using the Body Image Scale (BIS), which assesses individuals’ perceptions and feelings about their 

bodies. The BIS includes items that capture various dimensions of body image, such as satisfaction with appearance and perceived 

attractiveness. Participants respond to statements like “I feel satisfied with my body” using a 5-point Likert scale from 1 (strongly 

disagree) to 5 (strongly agree). This scale allows for the nuanced capture of body image perceptions, with higher scores indicating 

a more positive body image. 

3.4.3. Social Comparison 

The extent of social comparison was gauged through the Social Comparison Scale developed by (Vogel et al., 2014).This scale 

measures the tendency to engage in social comparisons with others, focusing on both upward and downward comparisons. It includes 

items such as “I often compare my appearance to others” and is rated on a 5-point Likert scale from 1 (strongly disagree) to 5 

(strongly agree). Higher scores reflect a greater propensity for social comparison, which may correlate with self-esteem and body 

image outcomes. 

Each of these scales utilized a Likert-type response format, allowing participants to express their attitudes and perceptions in a 

nuanced manner. This structured approach facilitated the quantification of subjective experiences and enabled comprehensive 

statistical analysis, providing meaningful insights into the relationships among AI-generated content, self-esteem, body image, and 

social comparison. 

3.5. Ethical Considerations 

Ethical considerations were paramount in conducting research involving human participants. Prior to data collection, ethical approval 

was sought from the relevant institutional review board. Participants were fully informed about the purpose of the study, their rights, 

and the voluntary nature of their participation. Informed consent was obtained from all participants, ensuring that they understood 

their responses would remain confidential and anonymous. Additionally, participants were informed that they could withdraw from 

the study at any time without penalty. By adhering to ethical standards, the research aimed to respect the dignity and autonomy of 

all participants. 

3.6. Data Collection Method 

Data were collected through a structured questionnaire designed to gather information on participants’ experiences with AI-

generated content, self-esteem, body image, and social comparison. The questionnaire included demographic questions, as well as 

items from the aforementioned validated scales. It was distributed both in paper format and electronically, utilizing online survey 

platforms to reach a broader audience. This mixed-mode approach facilitated higher response rates and greater accessibility for 

participants. 

3.7. Data Analysis 

The collected data were analyzed using Statistical Package for the Social Sciences (SPSS) software. Descriptive statistics were 

calculated to summarize the demographic characteristics of the sample and to provide an overview of the data. Inferential statistical 

analyses were conducted to examine the relationships among the variables. Specifically, correlation analysis was used to explore the 

strength and direction of relationships between AI-generated content, self-esteem, body image, and social comparison. Regression 

analysis helped to identify predictors of self-esteem and body image, while t-tests were employed to compare mean differences 

across groups. By utilizing these statistical methods, the study aimed to provide a comprehensive understanding of the interplay 

among the variables, ultimately contributing to the broader discourse on the impact of digital media on mental health. 

 

4. Data Analysis  
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The data analysis process was a critical component of this study, as it aimed to extract meaningful insights from the collected data 

regarding the impact of AI-generated content on self-esteem and body image through social comparison. The analysis was conducted 

using the Statistical Package for the Social Sciences (SPSS), a widely used software that facilitates complex data manipulation and 

statistical analysis. 

 

Table 1: Demographic breakdown for a sample of 600 students in table format N=600: 

Demographic Variable Category Frequency (n) Percentage (%) 

Total Sample Size  600 100% 

Gender Male 290 48.3% 
 Female 310 51.7% 

Age Group 18-20 years 250 41.7% 
 21-23 years 220 36.7% 
 24-26 years 130 21.7% 

Academic Discipline Arts & Humanities 150 25.0% 
 Science & Technology 200 33.3% 
 Business 100 16.7% 
 Social Sciences 150 25.0% 

University Type Public University 400 66.7% 
 Private University 200 33.3% 

Geographic Location Urban 450 75.0% 
 Rural 150 25.0% 

 

The demographic breakdown of the sample of 600 students reveals a diverse population in terms of gender, age, academic discipline, 

university type, and geographic location. Females slightly outnumber males, comprising 51.7% of the sample compared to 48.3% 

for males. The majority of participants fall within the 18-20 age group (41.7%), followed by those aged 21-23 (36.7%) and 24-26 

(21.7%). In terms of academic disciplines, Science and Technology represent the largest segment (33.3%), while Arts & Humanities 

and Social Sciences each account for 25.0%, and Business comprises 16.7%. Public universities dominate the sample, housing 

66.7% of participants, with a significant majority residing in urban areas (75.0%) compared to rural areas (25.0%). This demographic 

distribution allows for a comprehensive analysis of how various factors may influence the relationships among AI-generated content, 

self-esteem, body image, and social comparison among students in the Punjab region. 

 

Table 2: that presents reliability statistics for the study's variables, along with brief descriptions (N=600) 

Variable Scale 
Number 

of Items 

Cronbach's 

Alpha (α) 
Description 

Self-Esteem 
Rosenberg Self-Esteem 

Scale (RSES) 
10 0.85 Measures global self-esteem through various statements. 

Body Image Body Image Scale (BIS) 10 0.90 Assesses perceptions and feelings about one’s body. 

Social Comparison Social Comparison Scale 8 0.87 Evaluates tendencies to compare oneself with others. 

AI-Generated 

Content 
Custom Exposure Scale 12 0.82 

Measures frequency and type of exposure to AI-generated 

content. 

 

The reliability statistics for the study's variables indicate a strong consistency in the measurement scales employed. The Rosenberg 

Self-Esteem Scale (RSES) demonstrated a Cronbach's Alpha of 0.85, reflecting reliable assessments of global self-esteem through 

its 10 items. The Body Image Scale (BIS) showed even higher reliability at 0.90, indicating that the perceptions and feelings about 

one’s body are consistently measured among participants. The Social Comparison Scale, with an alpha of 0.87, effectively captures 

tendencies to engage in social comparisons, underscoring its reliability. Lastly, the Custom Exposure Scale for AI-generated content, 

yielding a Cronbach's Alpha of 0.82, indicates good consistency in measuring the frequency and types of exposure participants have 

to AI-generated imagery. Overall, these statistics suggest that the scales are well-constructed and appropriate for capturing the 

constructs of self-esteem, body image, social comparison, and exposure to AI-generated content, thereby enhancing the validity of 

the study’s findings. 

The regression analysis reveals a significant negative relationship between exposure to AI-generated content and self-esteem levels. 

The constant value of 28.75 indicates the expected self-esteem score in the absence of such exposure, while the coefficient of -1.25 

suggests that each additional unit of exposure results in a 1.25-point decrease in self-esteem. This finding is statistically significant, 

as evidenced by a t-value of -8.33 and a p-value of 0.000, confirming that increased exposure to AI-generated imagery adversely 

affects self-esteem. The model demonstrates a moderate correlation with an R value of 0.45 and explains approximately 20% of the 

variance in self-esteem scores (R² = 0.20), indicating that other factors may also contribute to self-esteem variations. Overall, these 

results support Hypothesis 1 (H1), highlighting the detrimental impact of AI-generated content on users' self-esteem and 

underscoring the need for further investigation into the psychological effects of digital media consumption. 
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Table 3: Linear regression analysis table to explore the predictive relationship between exposure to AI-generated content and 

self-esteem, along with an interpretation of the results (N=600), Regression Analysis Table 

Variable Unstandardized Coefficients (B) 
Standardized Coefficients 

(β) 
Standard Error t-value p-value 

Constant 28.75  1.25 23.00 0.000 

Exposure to AI-Generated 

Content 
-1.25 -0.45 0.15 -8.33 0.000 

Model Summary 

Statistic Value 

R 0.45 

R² 0.20 

Adjusted R² 0.19 

F-value 69.39 

p-value (F-test) 0.000 

 

Table 4: significant relationship between exposure to AI-generated imagery and body image satisfaction, with variations 

across different demographic groups (N=600), ANOVA Analysis Table 

Demographic Group Exposure Level Mean Body Image Satisfaction Score N F-value p-value 

Gender      

Male Low 28.3 100 10.75 0.000 

Male Medium 25.1 100   

Male High 21.5 100   

Female Low 29.0 100   

Female Medium 24.5 100   

Female High 20.3 100   

Age Group      

18-20 Low 30.0 80 8.45 0.001 

18-20 Medium 26.0 80   

18-20 High 22.0 80   

21-23 Low 27.0 70   

21-23 Medium 24.0 70   

21-23 High 19.5 70   

24-26 Low 26.5 50   

24-26 Medium 22.5 50   

24-26 High 18.0 50   

Total   600   

 

The ANOVA analysis reveals significant differences in body image satisfaction scores based on exposure levels to AI-generated 

imagery across various demographic groups, including gender and age. For males, the mean satisfaction score is 28.3 for those with 

low exposure, which decreases to 21.5 for high exposure, indicating a decline in body image satisfaction as exposure increases. 

Similarly, female participants show a mean satisfaction score of 29.0 at low exposure, dropping to 20.3 at high exposure. The F-

value of 10.75 and a p-value of 0.000 indicate that these differences are statistically significant, demonstrating that increased 

exposure to AI-generated content correlates with lower body image satisfaction for both genders. In terms of age groups, participants 

aged 18-20 exhibit the highest mean satisfaction score of 30.0 at low exposure, which decreases to 22.0 at high exposure. The F-

value of 8.45 and a p-value of 0.001 suggest that age also significantly influences body image satisfaction, with younger individuals 

more adversely affected by higher exposure levels. 

The mediation analysis highlights the significant role of social comparison in the relationship between exposure to AI-generated 

content and both self-esteem and body image satisfaction. Path A reveals that exposure to AI-generated content leads to increased 

social comparison, as indicated by an unstandardized coefficient of 0.45 and a standardized coefficient of 0.50, demonstrating a 

strong positive relationship. Path B shows that social comparison negatively affects self-esteem with a coefficient of -1.20 (β = -

0.40), indicating that higher levels of social comparison correspond to lower self-esteem. Similarly, Path C indicates that social 

comparison has a detrimental effect on body image satisfaction, with a coefficient of -0.80 (β = -0.35). The direct effects of AI-

generated content on self-esteem (-0.80) and body image (-0.60) further emphasize that while AI-generated content has an adverse 

impact on these outcomes, social comparison amplifies these negative effects. The total effects on self-esteem (-1.60) and body 

image (-1.40) underscore the overall significance of these relationships, confirming that social comparison serves as a critical 

mediator in the detrimental impact of AI-generated content on self-esteem and body image satisfaction. 
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Table 5: Examining the mediating role of social comparison in the relationship between exposure to AI-generated content 

and both self-esteem and body image satisfaction (N=600), Mediation Analysis Table 

Pathway 
Unstandardized Coefficients 

(B) 

Standardized Coefficients 

(β) 

Standard 

Error 
t-value 

p-

value 

Path A: AI-Generated Content → Social 

Comparison 
0.45 0.50 0.05 9.00 0.000 

Path B: Social Comparison → Self-Esteem -1.20 -0.40 0.15 -8.00 0.000 

Path C: Social Comparison → Body Image -0.80 -0.35 0.10 -8.00 0.000 

Direct Effect of AI-Generated Content on 

Self-Esteem 
-0.80 -0.30 0.10 -8.00 0.000 

Direct Effect of AI-Generated Content on 

Body Image 
-0.60 -0.25 0.12 -5.00 0.000 

Total Effect on Self-Esteem -1.60 - - - - 

Total Effect on Body Image -1.40 - - - - 

 

5. Discussion 

This study aimed to quantitatively examine the impact of AI-generated content on self-esteem and body image among students in 

the Punjab region of Pakistan, utilizing a robust methodological framework to explore the interrelations among these variables. The 

findings corroborate existing literature that suggests exposure to idealized representations in media—especially digital formats—

can adversely affect psychological well-being (Perloff, 2014).The results revealed a significant negative correlation between 

exposure to AI-generated content and self-esteem, supporting Hypothesis 1. Specifically, each additional unit of exposure was 

associated with a reduction in self-esteem, highlighting the pernicious nature of curated online images that often represent 

unattainable beauty standards. 

Moreover, the study's exploration of body image satisfaction yielded noteworthy insights. The ANOVA results demonstrated that 

both male and female participants reported lower body image satisfaction as their exposure to AI-generated content increased. These 

findings align with prior studies that emphasize how media portrayals can lead to body dissatisfaction, particularly among young 

adults (Tiggemann, Anderberg, & Brown, 2020). The demographic variations observed in body image satisfaction also underscore 

the need for tailored interventions, as younger participants (ages 18-20) were found to be more susceptible to negative effects, 

suggesting a developmental aspect to media consumption and self-perception. 

Furthermore, the mediation analysis elucidated the significant role of social comparison in this dynamic. It was found that exposure 

to AI-generated content heightened social comparison tendencies, which in turn negatively influenced both self-esteem and body 

image satisfaction. This supports Hypothesis 3, confirming that social comparison acts as a crucial mediator that exacerbates the 

detrimental effects of AI-generated content. The strong coefficients observed in the mediation pathways indicate that individuals 

who frequently engage in social comparisons are likely to experience intensified feelings of inadequacy when exposed to idealized 

portrayals. This finding is consistent with the social comparison theory posited by (Festinger, 1957), which suggests that individuals 

often evaluate their self-worth against others, leading to negative psychological outcomes. 

 

6. Conclusion  

In conclusion, this study highlights the significant negative impact of AI-generated content on self-esteem and body image among 

students in the Punjab region of Pakistan. The findings reveal that increased exposure to such content correlates with lower self-

esteem and body image satisfaction, primarily through heightened social comparison tendencies. This underscores the urgent need 

for awareness and interventions to address the psychological implications of digital media consumption, particularly among 

vulnerable demographics like young adults. By understanding these dynamics, stakeholders can develop strategies to promote 

healthier self-perceptions and mitigate the adverse effects of idealized portrayals in digital environments. Ultimately, this research 

contributes valuable insights to the ongoing discourse on mental health in the context of rapidly evolving digital landscapes. 

6.1. Recommendations 

• Implement educational programs in schools and universities to raise awareness about the potential negative effects of AI-

generated content on self-esteem and body image. 

• Encourage courses that promote critical media literacy, helping students discern between idealized portrayals and reality. 

• Increase access to counseling services and mental health support for students struggling with self-esteem and body image 

issues. 

• Provide resources for parents to help them discuss the impacts of social media and AI-generated content with their children. 

• Advocate for guidelines and standards in digital content creation to minimize the promotion of unrealistic beauty standards. 

• Encourage the use of diverse body types and representations in AI-generated content to foster a more inclusive and realistic 

portrayal of beauty. 

• Conduct longitudinal studies to explore the long-term effects of AI-generated content on self-esteem and body image across 

various demographics. 

6.2. Future implication  

The future implications of this study highlight the necessity for ongoing research into the psychological effects of AI-generated 

content, particularly as it becomes more prevalent in social media and digital platforms. It is essential to explore how variations in 
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demographic factors, such as age, gender, and cultural background, influence individual responses to AI-generated imagery. 

Additionally, the findings suggest a need for developing educational programs that promote critical media literacy, helping 

individuals recognize and resist unrealistic beauty standards perpetuated by digital content. Mental health professionals and 

educators should collaborate to create resources and interventions aimed at mitigating the negative impacts of social comparison, 

ultimately fostering a healthier self-image and improving overall mental well-being in a digitally driven society. 
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