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ABSTRACT

The present study aims to describe the possible
influence of social media content about healthy
nutrition on consumer anxiety and well-being.
In the literature there are insufficient numbers of
scholarly studies that analyze consumer anxiety and
well-being together, and particularly, on the basis of
user-generated social media content about healthy
nutrition. Understanding how user-generated social
media content about healthy nutrition influences
consumers’ anxiety and well-being by shedding a
light on both constructs can help the development
of new theoretical explanations of functional and
dysfunctional use of social media content and its
consequences. The findings reveal that consumers
do not feel so anxious due to the shared healthy
nutrition contents and may have used these
contents functionally for gratifications resulting in
an increase of their well-being to a certain extent.
Furthermore, posts on social media with healthy
nutrition content generally have a positive effect on
wellbeing. Considering the findings that indicate a
low level of consumer involvement and relatively
negative perceptions of the scientific validity of the
content, recommendations for further studies are
developed.

Keywords: consumer anxiety, consumer well-
being, social media, healthy nutrition, functional
use

OZET

Mevcut calisma, sosyal medyada yapilan saglikli
beslenme icerikli paylasimlarin tiketiciler Gizerinde
kaygi yaratma ya da iyi-olusu artirma acisindan
olasi etkilerini betimlemeyi amaclamaktadir.
Literatlirde tiiketici kaygisi ve iyi-olusu bir arada
ve Ozellikle de saglikli beslenme hakkinda sosyal
medya kullanicilarinca yaratilan icerikler baglaminda
inceleyen yeterli sayida akademik calisma
bulunmamaktadir. Saglkli beslenme hakkinda
sosyal medyada kullanicilarca yaratilan iceriklerin
tiketici kaygilar ve iyi-olusu nasil etkilediginin, her
iki yapinin boyutlarini derinlemesine analiz ederek
incelenmesiyle s6z konusu iceriklerin fonksiyonel
olan ve olmayan kullanimlari ve sonuclari hakkinda
yeni teorik aciklamalar gelistirmeye katkisi olacaktir.
Calismada elde edilen bulgular, tiketicilerin sosyal
medyadaki saglikli beslenme icerikleri nedeniyle
cok fazla kaygi duymadiklarini ve bu icerikleri iyi-
oluglarini arttirmak icin fonksiyonel olarak belli
bir seviyede kullandiklarina isaret etmektedir.
Ayrica, sosyal medyada saglikli beslenme ile ilgili
paylasimlarin tiketicilerde genellikle iyi-olusa
olumlu etki ettigi tespit edilmistir. Bununla birlikte,
dustk tiketici ilgilenim dizeyi ve iceriklerin
bilimsel gecerliligine iliskin kismen olumsuz algilara
isaret eden bulgular da dikkate alinarak gelecek
calismalara iliskin 6nerilerde bulunulmustur.

Anahtar kelimeler: tiiketici kaygisi, tlketici iyi-
olusu, sosyal medya, saglikl beslenme, fonksiyonel
kullanim

INTRODUCTION

Due to the rise of critical consumption and finan- ~ agents that led the way of changes in the dominant
cially empowered consumers, food supply chains  food regime toward the direction of sustainability, in a
have become more demand-oriented (Lowe et al,  complex, technology-led and globalized marketplace,

2008). Although consumers are regarded as active
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consumers perceive higher risks and regard producers
less trustworthy (Grunert, 2002; Fonte, 2013). It was
proposed that consumers’ reflexivity is connected to,
among other things, the higher level of consumer dist-
rust in food and marketers’ nutritional claims (Hansen
etal.2011; Kjaernes and Torjusen, 2012). Reflexive con-
sumption defines how modern consumers, as consti-
tuent subjects and reflexive agents in the marketplace,
construct a meaningful and coherent sense of identity
(Beckett and Nayak, 2008; Falguera et al., 2012) though
reflexive (re)interpretation of knowledge that is, in
fact, open to revision (Giddens, 1991). Despite the
attempts of the producers to put faith in hygienists,
retailers, and food scientists, distrusting consumers
reflexively scrutinized and replaced that sense of faith
with fear and anxiety (Spaargaren et al., 2012).

Consumer anxieties on food are shaped and pro-
voked via news in mass media concerning farm crises,
food scares and scandals such as the mad cow disease
and bird flu (Jackson, 2010). For instance, genetically
modified foods and swine flu were two cases that had
created immense controversy in Turkey; discussions in
the mass media and negative word-of-mouth commu-
nications have led to immense fear and anxiety among
consumer (Dedeoglu and Ventura, 2012, 2017).

Anxiety, a negative feeling triggered by the poten-
tially harmful future events, has an obviously negative
impact on well-being of consumers. Consumer anxie-
ties shaped around food and healthy nutrition has gi-
ven rise to a quest for natural and minimally-processed
food thatimproves health (Hansen et al. 2011). Health,
defined by WHO (World Health Organization) as a sta-
te of complete physical, mental and social well-being,
is becoming an increasingly important personal and
societal value and a motivation for the consumption
of both organic and functional foods (Goetzke et al.,
2014). In addition to other types of well-being, food
well-being was also proposed in the literature: Block
et al. (2011) defined it as a positive psychological,
physical, emotional, and social relationship with food
at individual and social levels.

21t century witnessed the rise of social media
that has enabled collaborative content development
and sharing, interactivity, mobile messaging, social
networking services (Korda and Itani, 2013). Social
media has become a part of consumers’ daily lives.
Functional use of social media can help consumers
pursue a healthy lifestyle, cope with anxiety adaptively
and achieve a certain level of well-being. Yet, next to
serving as a motivator, dysfunctional use of social me-

dia can pose a threat to consumers’ self-preservation
goal, cause anxiety and deteriorate well-being.

Both consumer anxiety and well-being are anal-
yzed in many contexts, yet, to our best knowledge,
there are insufficient number of scholarly studies that
analyze the influence of shared social media content
about healthy nutrition on both consumer anxiety and
well-being. Moreover, although there are published
statistical researches, such as RSPH (2017), that measu-
re consumer anxiety and other emotions, in addition
to studies that focus on various psychopathology,
including depression, stress, social pain (Thomée et
al. 2007; Kross et al., 2013; Bhagat, 2015; Woods and
Scott, 2016; Elhai et al,, 2017), there still remains a need
to research the possible influence of related social
media content on consumer anxiety and well-being,
by considering all the dimensions of both constructs.
Understanding how user-generated social media
content about healthy nutrition influences consumers’
consumer anxiety and well-being by shedding a light
on both constructs can help developing new theore-
tical explanations of functional or dysfunctional use of
social media content and its consequences. Further-
more, understanding the impact of dis/functional use
of social media use on consumer emotions can help
public policy makers in their effort to develop a public
policy to promote functional use of social media that
may have positive impact on consumer well-being.

CONSUMER ANXIETY

Consumers today live in an era of anxiety. Jackson
(2010) argued that it has become a normal, everyday
condition; modern consumers are said to be living in a
state of constant anxiety: ‘a time of fears' Anxiety is an
unpleasant emotional state, characterized by tension,
apprehension, and worry, and occurs in response as
a threat to a self-preservation goal (Arkin and Ruck,
2007). Anxiety arises in such situations where the
person is uncertain about potentially harmful out-
comes of a future event, lacks self-efficacy in altering
the course of events and, thus, perceives high threat
(Chiou and Wan, 2006). Lee et al., (2011) proposed
that being driven by fear, anxious consumers try to
avoid risks of facing uncertain outcomes more so than
other negative emotions such as depression, sadness
or anger. Anxiety is also defined as feelings of worry,
nervousness or unease; whereas depression is defined
as feeling extremely low and unhappy (RSPH, 2017).
Luce et al. (2001) reflected that it might prompt a goal
of uncertainty reduction or risk avoidance because
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anxiety frequently involves uncertainty and lack of
control. Consumer anxiety arises from a sense of threat
in the context of consumption.

In the literature, anxiety was measured using
various scales. Liebowitz introduced the Liebowitz
Social Anxiety Scale (Liebowitz, 1987) that operatio-
nalized anxiety in fear, avoidance and social avoidance
dimensions. Lovibond and Lovibond (1995) intro-
duced the Depression Anxiety Stress Scales (DASS)
that measured anxiety, next to two other negative
emotional states of depression and tension/stress,
by focusing on autonomic arousal, skeletal muscle
effects, situational anxiety, and subjective experience
of anxious affect. In their study, Scholten et al. (2017)
tested the cross-cultural applicability of the DASS
across four countries and found meaningfully com-
parable results; accordingly, for instance, Russia was
the country with highest level of anxiety. Alkis et al.
(2017) studied and analyzed college students’ social
anxiety on social media platforms. Being driven by the
definition of social anxiety as the feelings of discom-
fort and nervousness during interaction with others
in a social setting (Hartman, 1986), they distinguished
four dimensions of social anxiety (shared content
anxiety, privacy concern anxiety, interaction anxiety,
and self-evaluation anxiety) and proposed the Social
Anxiety Scale for Social Media Users. Shared content
anxiety derives from sharing of content in social
media by individuals themselves or by others related
to them (Alkis et al., 2017). Privacy concern of social
media users also triggers social anxiety (Liu, Ang, and
Lwin, 2013). Privacy concern anxiety derives from the
possibility of disclosing personal information on social
media (Alkis et al., 2017). Individuals with a high pri-
vacy avoid sharing their personal information online
(Liu et al,, 2013). While interaction anxiety is defined
a type of social anxiety that is felt during interaction
with others, especially with the ones that are just met,
on social media, self-evaluation anxiety is defined to
include apprehension and fear of being judged by
others (Mattick and Clarke, 1998; Alkis et al., 2017).

Consumer anxiety has been studied in the lite-
rature by analyzing the antecedent variables, such
as individual choices that increases perceptions of
uncertainty and risks (Locander and Hermann, 1979),
impulse buying (Gardner and Rook, 1988; Aadel et al.
2016), exposure to fear appeals (Sego and Stout 1994),
consumers’ familiarity obtained from ongoing usage
and past experience (Kuhlmeier and Knight, 2005),
perception of self-efficacy (Meuter et al. 2003; Gelbrich

and Sattler, 2014), potential negative evaluations from
others (Alkis et al. 2017), the degree of awareness of
and sensitivity to the reactions of others to one’s own
behavior (Piamphongsant and Mandhachitara, 2008),
service or website quality and trust (Hwang and Kim,
2007;Yao and Liao, 2011). Consumer anxiety is a signi-
ficant determinant of behavioral intention, i.e. intenti-
on to purchase and use (Meuter et al., 2003; Gelbrich
and Sattler, 2014), consumer avoidance behavior (Lee
etal., 2011) such as procrastination (Ferrari et al. 1995;
Blichfeldt et al., 2015) and escapism (Darrat et al. 2016),
post-purchase dissonance (Sweeney et al. 2000; Keng
and Liao, 2013) and even compulsive buying (Valence
et al., 1988), customer dissatisfaction (Thomson and
Johnson, 2002) and disloyalty (Delacroix and Guillard,
2016).

CONSUMER WELL-BEING

There is a growing demand towards products and
foods with natural ingredients and minimal proces-
sing (McGill, 2009). Falguera et al. (2012) stated that
motivations underlying consumption is not only the
basic biological needs, but a need to express a sense of
self and improve psychological well-being. Well-being
is a broad and holistic concept that signifies a state of
happiness and relates to a subjective evaluation of a
person’s life on many dimensions, such as social, phy-
sical, emotional, spiritual, intellectual (Suranyi-Unger,
1981; McMahon, Williams and Tapsell, 2010; Ares et
al., 2015). Discussions focused on some hallmarks of
well-being: it is multidimensional and subjective and it
relies on a balance between cognitive and affective di-
mensions next to positive and negative emotions (e.g.
Diener, 1984; Adams et al., 1997). Diener et al. (1999)
and Diener (2000) identified main components of sub-
jective well-being as emotional responses (including
positive and negative emotions), domain-specific
satisfactions, and global judgments of life satisfaction.

Suranyi-Unger (1981) identified hedonic, commo-
dity-specific, and income-specific approaches to the
definition and measurement of consumer wellbeing.
While hedonic approach is built upon on the theory
of social welfare and concepts of preference, choice,
satisfaction, and utility and utilizes subjective measu-
res of satisfaction, commodity-specific approach relies
on the input of goods and services that are used to
meet a predesignated minimum level of well-being
that is measured with possession of commodities.
Income-specific approach is based on expression
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of well-being levels as an income-level requirement
(Suranyi-Unger, 1981).

Different  approaches operationalized the
well-being construct varyingly. Miscellaneous ope-
rationalization indicates that it is a multidimensional
construct and relates to every domain of human life.
While Veenhoven (2000) discussed four dimensions
of well-being which are livability of the environment
(good living conditions), utility of life (the extent to
which higher values are achieved), life ability of the
person (how well a person is prepared to cope with
life) and appreciation of life (related to subjective
well-being), Hettler (1984) defined well-being in six
interdependent dimensions; physical, intellectual,
social, emotional, occupational and spiritual well-be-
ing. Adding societal level next to individual level of
assessments, Block et al. (2011) distinguished psycho-
logical, physical, emotional, and social dimensions.
King et al. (2015) analyzed well-being using emotional,
intellectual, physical, social, and spiritual dimension;
they found that physical dimension had the highest
correlation with well-being. Physical well-being
relates to assessments of physical activity, nutrition,
health and vitality. While spiritual well-being involves
perception of the meaning and purpose of one’s life,
emotional and psychological dimension involves the
awareness, control and acceptance of feelings such as
leisure, happiness, calm, quietness, and joy (Goetzke
etal,, 2014; Meiselman, 2016). Social well-being relates
interactions to others and is affected by having the
support of friends or family. Intellectual well-being
relates to mental and intellectual activity and perfor-
mance (Ares et al. 2015).

Using a different conceptualization, Schuster et
al. (2004) discussed that health is a multidimensional
construct that includes physical, psychological,
social, and spiritual dimensions; and that well-being
is a higher order construct which integrates all these
dimensions of health.

Identifications of well-being can be diverse based
on various cultural and socioeconomic contexts
(Diener and Suh, 2000). For instance, in the domain
of nutrition, several socioeconomic factors, such as
culture, price, availability, convenience, personal pre-
ferences and environmental, social or health concerns
(Falguera et al., 2012), can influence how consumers
define their well-being. Ares et al. (2015) noted that
average income level and self-evaluations of people as
being better than others can account for cross-cultural
differences.

SOCIAL MEDIA: A MAJOR SOURCE OF
CONSUMER WELL-BEING OR ANXIETY?

Social media, a group of Internet-based applica-
tions that build on Web 2.0 that allow the creation
and interactive exchange of user-generated content
and participation in social networking (Kaplan and
Haenlein, 2010), has become a part of consumers’daily
lives. It has not only been as a new communication
medium, it also influences users’ lifestyles by altering
the way people socialize, communicate and relate to
each other. It allows access to information anytime
and anywhere and transfers information easily. Social
media affects consumers’ consumption patterns and
self-representation.

The uses and gratifications theory tries to exp-
lain how consumers who motivated by social and
psychological needs use the media, in the present
case social media platforms, and seek gratifications
(Raacke and Bonds-Raacke, 2008; Koc and Gulyagci
2013). As regards to consumption habits, functional
use of social media may provide consumers tools for
self-expression (Belk 2013), pursuing a socially-conne-
cted and healthy lifestyle, increasing their well-being
and obtaining gratification.

Social media provides the opportunity for users
to control how they express and present themselves
to their followers (Zhao, Grasmuck and Martin, 2008).
Self-presentation can be defined as complex intraself
negotiations to project a desired impression (Jensen
Schau and Gilly, 2003). Social media serves as a tool of
self-expression (Belk, 2013); using their social media
accounts, users represent better or the best version
of themselves and construct a digital self. Users can
present the version of themselves that they hope to
be, rather than what they actually are; thus, this could
affect the content they post and the accounts that
they follow that provide information about recipes
and exercises (Vaterlaus et al., 2015).

In their seminal article, Price and Arnould (2003)
asserted that through ‘authenticating acts’ consumers
mark differences between self and others and to enga-
ge in acts redolent of personal style. Furthermore th-
rough‘authoritative performances’ (Price and Arnould,
2003), they also express their shared participation,
create a unity between themselves and community
and gain individual legitimacy. Consumers employ
these practices to create a narrative sense of self.
Social media users’ acts of creating, consuming and
negotiating images and meanings function as authen-
ticating acts; they mark differences. On the other hand,
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through contents they generate, they also perform so
that they integrate the community. In their quest to
express themselves and gain legitimacy, people strive
to present better and mostly different (sometimes
distorted) versions of themselves. Although users, in
fact, create “cool” and hyperreal content that embrace
consumer culture, they also consume these images
no matter how unconnected they are to their real life
experiences.

Since social media can improve young people’s
access to other people’s experiences of health and
expert health information, it may serve as a motivator
for a healthy lifestyle (RSPH, 2017). Several studies
revealed that young adults use the Internet as a he-
alth information source (McKinley and Wright, 2014;
Vaterlaus et al., 2015). Vaterlaus et al. (2015) found
that consumers exploit exercise related content on
social media platforms. However they also found that
it may serve as a barrier since the amount of time and
effort spent online may replace the energy allocated
for exercise and distract users (Vaterlaus et al., 2015).

Social media also affects food consumption
habits; it serves as a platform that enables informa-
tion sharing and receiving about food (Zilberman
and Kaplan, 2014). Vaterlaus et al’s (2015) findings
indicate that wide range of information and recipes
shared online leads to the expansion of food choices
and diversification in meal plans. Besides the healthy
recipes and healthy nutrition lifestyle, unhealthy food
consumption content is also shared through social
media (Vaterlaus et al., 2015). Therefore, social media
may lead to an increase in high calorie food intake. If
used functionally, social media may help them pursue
a healthy lifestyle via diet and exercise so that they
can present a better version of themselves and satisfy
self-expressive needs.

However, dysfunctional use of social media platfor-
ms, in addition to failed uses and gratifications, can tri-
gger anxiety. Then again, experiencing anxiety during
social media interactions can lead to spending more
time on social networking sites (Ryan and Xenos, 2011;
Koc and Gulyagci, 2013; Kross et al., 2013; Btachnio et
al., 2015; Oberst et al., 2017). In other words, the more
consumers involve in social media, the more they are
likely to be subjected to anxiety-inducing content and
vice versa. Kross et al. (2013) argued that being sub-
jected to other consumers’ “perfect” lifestyles, users
may develop perceptions of social isolation rather
than objective social isolation, thus develop social
pain, and i.e. feel socially disconnected and isolated.

They also found that the more people interacted with
other people directly, the more strongly Facebook use
predicted declines in their affective well-being.

According to a current report (RSPH, 2017), compa-
red to drugs and alcohol, social media happens to be
more addictive for social media users, of which 91% of
them are younger than 24 and consequently has led
to 70% increase in depression and anxiety in the past
25 years. Analysis of social media platforms was made
based on 14 health and well-being dimensions, such
as anxiety, self-expression, body image; Instagram was
found to have the most detrimental effect on young
people’s health and well-being among other platforms
(RSPH, 2017). It can be proposed that image-focused
platforms may influence self-esteem negatively, trig-
ger feelings of inadequacy and anxiety and deteriora-
te well-being. Findings of other studies also revealed
that dysfunctional use of social media can trigger
various types of psychopathology, including anxiety,
depression, stress and exacerbate existing conditions
(Thomée et al. 2007; Bhagat, 2015; Woods and Scott,
2016; Elhai et al., 2017). Therefore, this study aims to
analyze the influence of shared social media content
about healthy nutrition on both consumer anxiety and
well-being.

THE RESEARCH METHODOLOGY

The present study aims to describe the possible
influence of social media content about healthy
nutrition on consumer anxiety and well-being. For
the aim of the study, online survey method was used.
To find out how the participants feel when they see
posts related to healthy nutrition on social media, a
well-being scale is employed; the items used in the
survey were inspired by the studies by King et al.
(2015) and Ares et al. (2015). The scale included five di-
mensions (emotional, intellectual, social, physical and
physical well-being) that are proposed to relate to the
context of the study. While the emotional well-being
dimension included items such as feeling happy and
enthusiastic, intellectual well-being related to aspects
like being focused and curious. Social well-being
was measured with items such as being connected
and accepted. While physical well-being referred to
evaluations of, for instance, being active and resilient,
spiritual well-being was measured with items, such as
feelings of satisfaction and gratefulness.

The social media anxiety scale that aims to measu-
re the level of anxiety when they come across or share
posts related to healthy nutrition in social media was
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adapted from Alkis et al's (2017) the Social Anxiety
Scale for Social Media Users that originally includes
four dimensions; shared content anxiety, privacy con-
cern anxiety, interaction anxiety, and self-evaluation
anxiety. For the purpose of the study, shared content
anxiety is operationalized in two dimensions; shared
content anxiety induced by users’ own posts and by
other users’ posts. Shared content anxiety induced by
other users’ posts is operationalized with items such
as “The healthy nutrition content posted by others
make me feel distressed!, whereas shared content
anxiety induced by users’own posts is operationalized
with items such as “I feel anxious that people find my
posts about healthy nutrition awkward". Self-evalua-
tion anxiety dimension is adapted so to refer to users’
self-evaluations considering their all activities. Since
privacy concern anxiety does not relate to the aim of
the study, it is not included among other dimensions.
Scale items that passed the requirements of confir-
matory factor analysis appear in Table 3. All anxiety
and well-being items were measured using Likert
scale, where 1 means strongly disagree and 5 means
strongly agree. Due to budgetary limitations, the data
was collected via convenience sampling method.

DEMOGRAPHIC AND SOCIAL MEDIA
USAGE PROFILE OF THE PARTICIPANTS

According to the report Digital 2019, there are
59.36 million active social media users in Turkey (Kemp,
2019). Considering the standard normal deviation set
at 95% confidence level, 50% proportion of consumers
who share online content of healthy nutrition and
margin of error of 0.5, the minimum sample size can
be calculated as 384 (Sekaran and Bougie, 2016). The
data was collected from a sample that consists of 406
consumers via convenience sampling. The demograp-
hic and social media usage profile of the participants
appears on Table 1. The majority of the participants
consist of women (59.4%), university graduates
(47.8%), consumers at ages between 0-24 (39.9%).
The average age of the participants is 32.82. Among
the participants, 35.7% spend between 1-2 hours each
day on social media. The most preferred social media
platform is Instagram (56.4%). While 43.6% percent of
the participants share healthy nutrition content, 87.8%

of them follow related content in some degree.

Table 1: The Demographic and Social Media Usage Profile of the Participants

Education Level n % Age* (mean = 32,82; std. dev.=13,12) n %
High school 110 27.1 0-24 162 39.9
University 194 47.8 25-34 91 224
Master’s / PhD 102 25.1 35-44 57 14.0
Total 406 100 45-54 59 14.5
Occupation n % 55 and above 37 9.1
White collar workers 23 5.7 Total 406 100
Employee in private sector 34 84 Social Media Use n %
Employee at public sector 38 9.4 Less than 1 hour 68 16.7
Professions that requires expertise 91 224 1-2 hours 145 35.7
Merchant 24 5.9 2-3 hours 95 234
Manager 10 2.5 More than 3 hours 98 241
Retired 10 2.5 Total 406 100
Housewife 8 2.0 Social Media Platform Used the Most n %
Student 154 379 Instagram 229 56.4
Unemployed 7 1.7 Facebook 61 15.0
Other 7 1.7 Twitter 52 12.8
Total 406 100 Linkedin 14 34
Gender n % Other 50 123
Women 241 594 Total 406 100
Men 165 40.6

Total 406 100

Frequency of Posting Healthy Nutrition n % Frequency of Following Healthy Nutrition n %
Content Posts

Never 229 56.4 Never 49 121
Rarely 110 27.1 Rarely 92 22.7
Sometimes 51 12.6 Sometimes 138 34.0
Often 10 2.5 Often 86 21.2
Always 6 1.5 Always 41 10.1
Total 406 100 Total 406 100
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Participants disagree that healthy nutrition con-
tents posted on social media platforms are convincing,
reassuring, scientific or valid (Table 2). It is difficult to
propose that participants believe and thus get highly
involved in healthy nutrition contents.

Table 2: Participant’s Thoughts About Believability
and Scientific Validity of the Healthy Nutrition Posts

Item N Mean Std. dev. t

“Healthy nutrition
contents on social
media platforms are

"

Convincing

406 2.81 0.946 -4.040*
Reassuring 406 2.76 0.932 -5.165*
Scientific 406 2.56 0.919 -9.718*
Valid 406 2.72 0.930 -6.086*
*p<0.01

FINDINGS ABOUT ANXIETY TRIGGERED BY
HEALTHY NUTRITION POSTS

The items used to measure social anxiety were
adapted from the Social Anxiety Scale proposed by
Alkis et al. (2017). By healthy nutrition content, it is
referred to the user-generated online content about,
for instance, healthy ingredients and nutritional value
of foods, and preparing processes of healthy foods.
To verify the factor structure of the set of observed
anxiety variables and facilitate testing the adaptation
of the original scale, confirmatory factor analysis is
conducted (Table 3). The items that provided estima-
tes of squared multiple correlations lower than 0.5 are
removed from the scale. The model fit indices (CMIN/
DF=2.903; GFI =0.941; AGFI=0.905; NFI =0.952; CFI
=0.968; RMSEA =0.069) indicate a satisfactory fit of
the model to the sample data. Internal consistency
reliability statistics of each dimension are satisfactory.

Table 3: Confirmatory Factor Analysis of the Adapted Social Anxiety Scale For Social Media Users

Factor Standardized Critical
Regression Ratio
Weights
Shared Content | feel anxious that people find my posts about healthy .550 *
Anxiety Induced by nutrition awkward.
Posts of Users’ Own I am concerned by the fact that healthy nutrition contents | 695 12.740*
share will not be liked by others.
| would feel uncomfortable when my friends publicly express 915 12.415*
Cronbach alpha=0.871 their dislike about healthy nu.trltlon contents | have shared.
I am concerned about being judged about my shared healthy 971 12.560*
nutrition contents by my friends in the presence of others.
Shared Content Healthy nutrition posts make me feel anxious. 833 *
Anxiety Induced by
Other Users’ Posts The healthy nutrition content posted by others make me feel  .881 15.671*
distressed.
I find it awkward that the people | follow post healthy nutrition .539 10.675*
content on social media.
Cronbach alpha=0.803
Interaction Anxiety | feel anxious when talking with users | have just met. .849 *
| feel nervous when | talk with users | do not know very well. 949 22.779*
I am afraid of interacting with other users. 727 15.235*
Cronbach alpha=0.885 | feel nervous when I have to talk with other users about myself .698 16.032*
Self-Evaluation | feel anxious about making a negative impression on other 877 *
Anxiety users.
| am concerned about other users thinking poorly of me. 916 24.555*
| feel anxious about not being able to meet other users’ 816 20.891*

Cronbach alpha=0.903 expectations.

*The unstandardized regression weight of the first variable of each component factor is fixed at 1, thus the critical ratio is not available.

+p=0.001
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One sample t-tests were conducted in order to
discover the social anxiety levels of participants (Table
4).The findings reveal that that the participants do not
feel anxious for sharing healthy nutrition content on
social media. They do not also feel anxious for people
not liking or judging their health-related posts and
for showing their negative reaction in front of others.
Thus, anxiety due to the content shared by partici-
pants themselves is found to be low. Healthy nutrition
contents that are shared by other users do not cause
much anxiety over participants, as well. Low level of
interaction anxiety indicate that the participants do
not feel so nervous when talking to the people they
just met on social media and they do not hesitate
interacting with people on social media. Low level of
self-evaluation anxiety indicates that participants do
not feel so anxious in terms of self-evaluation because
of what other people think about them on social me-
dia platforms.

Despite the finding that the level of social anxiety
felt by the participants is not so much influenced by
the contents of healthy nutrition posts shared by
themselves or others, self-evaluations or how they
interact, there are some differences in the anxiety
levels between frequent users of different platforms.
Frequent Instagram and Twitter users’ self-evaluation
anxiety (F=2.401 sd:4/401 p=.049) and interaction

anxiety (F=2.400 sd:4/401 p=.036) due to the healthy
nutrition posts is higher compared to Facebook,
LinkedIn and other platforms users, in this particular
order. Healthy nutrition posts on Instagram and Twit-
ter influence frequent users’ anxiety felt during social
interactions or due to being negatively evaluated by
other people during interactions more compared to
others posts on other platforms.

The findings reveal that the more participants sha-
re healthy nutrition contents on social media the more
they follow content shared by other (Pearson chi-squ-
are=73 df:9 p=.000). In other words, social media users
who share healthy nutrition contents are the ones who
actually follow related contents. The more participants
share healthy nutrition contents the less they develop
anxiety due to the content shared by others (F=3.467
df:4/401 p=.000), i.e. they feel less threatened by the
content shared by others. Furthermore, the more
they follow related content, the more they develop
self-evaluation anxiety (F=6.964 df:4/401 p=.000) and
the less they develop anxiety induced by the content
shared by others (F=3.878 df:4/401 p=.004). The more
they follow related content on social media, the less
they feel threatened by the content shared by others,
however, the more they negatively evaluate themsel-
ves because of what other people might think about
them.

Table 4: One Sample T-Test Results For Anxiety Scale Items

Item N Mean Std.dev. t
Content Anxiety -Shared By Participants

| feel anxious that people find my posts about healthy nutrition awkward. 406  2.25 1.21 -12.50*
I am concerned by the fact that healthy nutrition contents | share will not be liked by others. 406  2.07 1.08 -17.22*
| would feel uncomfortable when my friends publicly express their dislike about healthy 406 2.38 1.26 -9.87%
nutrition contents | have shared.

| am concerned about being judged about my shared healthy nutrition contents by my friends 406  2.25 1.19 -12.65*
in the presence of others.

Content Anxiety - Shared By Others

Healthy nutrition posts make me feel anxious. 406 1.82 99 -23.95*
The healthy nutrition content posted by others make me feel distressed. 406 1.76 .96 -25.95*
| find it awkward that the people | follow post healthy nutrition content on social media. 406 199 1.14 -17.80*
Interaction Anxiety

| feel anxious when talking with users | have just met. 406 2.64 1.27 -5.77*
| feel nervous when | talk with users | do not know very well. 406 270 1.26 -4.80*
| am afraid of interacting with other users. 406  2.07 1.01 -18.42*
| feel nervous when | have to talk with other users about myself 406 248 1.21 -8.71*
Self-evaluation Anxiety

| feel anxious about making a negative impression on other users*. 406 2.78 1.30 -3.36%
I am concerned about other users thinking poorly of me. 406 272 1.28 -4.35%
| feel anxious about not being able to meet other users’ expectations. 406 254 1.26 -7.31%

*p <0.01
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The findings reveal positive correlations between
self-evaluation anxiety and finding healthy nutrition
posts convincing (r=0.217 df:406 p=.000), reassuring
(r=0.237 df:406 p=.000), scientific (r=0.231 df:406
p=.000) and valid (r=0.239 df:406 p=.000). The more
participants believe that the posts are convincing,
reassuring, scientific and valid, the more they feel
anxious in terms of evaluating oneself because of what
other people think about them on social media plat-
forms. However, there are no significant correlations
between other anxiety dimensions and evaluations
of posts in terms of believability and scientific validity
of its content. Thus, no matter how they evaluate the
content of healthy nutrition posts, both their shared
content anxiety and interaction anxiety do not chan-
ge; i.e. whether they are scientific and reassuring or
not, shared content on healthy nutrition and intera-
ction with others do not make them feel so anxious.
The relationships do not change irrespective of the
participants’ tendency to share and/or follow related
contents. Thus, the involvement level of the partici-
pants does not moderate the relationship between
anxiety dimensions and evaluations of posts in terms
of believability and scientific validity of its content. It
means that no matter how involved they are, the more
they evaluate the content in terms of believability and
scientific validity, the more self-evaluation anxiety they
develop, but they do not feel more anxious due to the
shared content or interaction about the content even
when they scrutinize it. This finding indicates that,
being involved or not, participants just apprehend the
healthy nutrition content without much deliberation,
and do not feel so threatened.

Despite the fact that participants do not truly
perceive healthy nutrition content as threats and feel
so anxious, for instance, females and older consumers
are expected to feel more threatened as health and
nutrition concerns may become more important for
women and as consumers get older. Surprisingly,
no significant relationship was found between
demographic variables and consumer anxiety dimen-
sions. The methodological limitations of the present
study, such as relying on a sample that is chosen by
convenience sampling and, thus, may not represent
of the entire population, may account for the lack of
expected relationships. Then again, the findings of a
study (Aktan, 2018) about social anxiety of university

students in Turkey that revealed only minor relations-
hip between gender and consumer anxiety should
also be considered. The motives and reasons behind
this can also further be investigated with qualitative
techniques, such as projective techniques and in-dep-
th interviews.

FINDINGS ABOUT WELL-BEING AND
HEALTHY NUTRITION POSTS

The items used to measure well-being were adap-
ted from the The WellSense Profile proposed by King
etal. (2015) and the study of Ares et al. (2015). To verify
the factor structure of the set of observed well-being
variables and facilitate testing the adaptation of the ori-
ginal scales, confirmatory factor analysis is conducted
(Table 5). The items that provided estimates of squared
multiple correlations lower than 0.5 are removed from
the scale. The final model fit indices (CMIN/DF=2.524;
GFI=0.931; AGFI=0.892; NFI=0.962; CFI=0.976; RMSEA
=0.061) indicate a satisfactory fit of the model to the
sample data. The dimensions underlying the adapted
well-being scale include emotional, intellectual, social,
physical and spiritual well-being. Internal consistency
reliability statistics of each dimension are satisfactory.

One sample t-tests were used to discover the
possible effects of healthy nutrition posts on social
media on participants’ well-being (Table 6). Partici-
pants were asked how healthy nutrition content on
social media makes them feel in five dimensions of
well-being (emotional, intellectual, social, physical
and spiritual). The findings reveal that participants
had positive emotions, such as happiness, calmness
and enthusiasm, when confronted to healthy nutrition
posts on social media. However, they are not certain
whether contents make them feel joyful or not. Healt-
hy nutrition posts influences participants’ intellectual
well-being positively. They feel curious, focused and
intellectually stimulated when they encounter healthy
nutrition posts. On the other hand, participants’social
well-being is negatively influenced by the related con-
tent; they felt less connected, sociable and accepted.
Moreover, participants are not certain whether those
contents influenced their physical or spiritual well-be-
ing. These findings reveal that healthy nutrition posts
influences emotional and intellectual well-being
positively and social well-being negatively.
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Table 5: Confirmatory Factor Analysis of the Adapted Well-Being Scale

Factor Standardized Regression Weights Critical Ratio
Emotional Well-being Happy .842 *
Calm 671 16.136*
Cronbach alpha=0.880 Enthusiastic .818 19.932*
Joyful .878 22.231*
Intellectual Well-being Stimulated .824 *
Focused .884 21.150*
Cronbach alpha=0.883
Curious 823 19.193*
Social Well-being Connected .856 *
Sociable .909 23.251*
Cronbach alpha=0.865
Accepted 733 17.027+
Physical Well-being Energetic 909 *
Active .946 34.134*
Invigorated 959 35.700*
Cronbach alpha=0.874 Healthy .804 22.687+"
Resilient .821 23.676
Spiritual Well-being Satisfied 910 *
Cronbach alpha=0.886 Grateful 871 24.887+

*The unstandardized regression weight of the first variable of each component factor is fixed at 1, thus the critical ratio is not available.

+p=0.001

Table 6: One Sample T-Test Results For Well-Being

Scale Items
Item N Mean Std. t
“When | see healthy dev.
nutrition content on social
media | feel.”
Emotional  Happy 406 324 117 4.7*
Well-Being  Calm 406 324 113 4.32%
Enthusiastic 406 3.41 122 6.85*
Joyful 406 3.03 1.23 .62
Intellectual Stimulated 406 343 117 7.42*
Well-Being  Focused 406 327 1.18 4.58*
Curious 406 3.63 1.21 10.42*
Social Well- Connected 406 273 1.10 -4.95*
Being Sociable 406 2.84 1.17 -2.80%
Accepted 406 254 1.19 -7.82*
Physical Energetic 406 3.03 1.18 .59
Well-Being  Active 406 3.02 118 .30
Invigorated 406 3.03 1.19 46
Healthy 406 3.07 1.19 1.13
Resilient 406 3.00 1.16 .09
Spiritual Satisfied 406 299 115 -17
Well-Being  Grateful 406 3.09 118 152
*p <0.01

Participants’ well-being is influenced by the he-
althy nutrition posts to a certain degree. Moreover,

the findings reveal some differences in terms of the
level of influence between frequent users of different
platforms. Frequent Instagram and LinkedIn users’
emotional (F=3.464 sd:4/401 p=.008) , intellectual
(F=2.599 sd:4/401 p=.036), social (F=3.663 sd:4/401
p=.006) and physical well-being (F=2.688 sd:4/401
p=.031) are more positively influenced by the healthy
nutrition posts compared to Facebook, Twitter and
other platforms users, in this particular order. For
instance frequent Instagram and LinkedIn users feel
happier (F=2.946 sd:4/401 p=.020), calmer (F=2.855
sd:4/401 p=.023), more willing (F=3.184 sd:4/401
p=.014), more joyful (F=2.569 sd:4/401 p=.038), more
curious (F=2.693 sd:4/401 p=.031), closer to people
(F=3.296 sd:4/401 p=.011), more social (F=3.555
sd:4/401 p=.007), more energetic (F=3.101 sd:4/401
p=.016) and more youthful (F=2.389 sd:4/401 p=.050)
compared to Facebook, Twitter and other platforms
users, respectively. All users are equally indecisive in
whether their spiritual well-being influenced by the
healthy nutrition posts.

The findings reveal that the more the participants
believe that healthy nutrition posts are convincing, re-
assuring, scientific and valid, the more their emotional,
intellectual, social, physical and spiritual well-being
increase (Table 7).
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Table 7: Pearson Correlations Between Well-Being Dimensions and Participants’ Evaluation of Contents of

Healthy Nutrition Post

Posts Are... Convincing Reassuring Scientific Valid
Emotional Well-being 0.504* 0.482* 0.395* 0.448*
Intellectual Well-being 0.499* 0.480* 0.401* 0.460*
Social Well-being 0.438* 0.433* 0.360* 0.401*
Physical Well-being 0.520*% 0.513* 0.420* 0.476*
Spiritual Well-being 0.540* 0.548* 0.458* 0.510*

*p <0.01 and N=406

Although not being significantly related to
dimensions of social anxiety, some demographic va-
riables significantly related to well-being dimensions.
Women significantly experienced greater emotional
(t=3.670 df: 404 p=.000), intellectual (t=4.863 df: 331.7
p=.000), physical (t=3.129 df: 327.3 p=.002) and spiri-
tual well-being (t=3.358 df: 324.7 p=.007) compared
to men. Furthermore, there are differences between
participants’ level of emotional (F=2.761 df:9/396
p=.004), intellectual (F=2.355 df:9/396 p=.013), physi-
cal (F=2.724 df:9/396 p=.004) and spiritual well-beings
(F=2.606 df:9/396 p=.006) based on their household
income; as their income increases, their evaluations
of well-being decrease. There are no significant rela-
tionship between age, marital status and education
and well-being dimensions. It can be suggested that
women, as consumers who are expected to have he-
alth and nutrition concerns, and participants with low/
middle income functionally utilized healthy nutrition
content better than the others. Free online content on
healthy nutrition may be seen as a source to enhance
well-being by less affluent consumers.

DISCUSSION AND CONCLUSION

The present study aims to describe the possible
influence of social media content on healthy nutri-

tion that may cause anxiety or increase consumers’

well-being and fill a gap in the literature for studies
that scrutinize the influence of shared social media
content about healthy nutrition on both consumer
anxiety and well-being. Social media, which affects
consumers’ consumption patterns and self-represen-
tation, can be a major source of consumer well-being
or anxiety. Functional use of social media may provide
consumers tools for self-expression, pursuing a soci-
ally-connected and healthy lifestyle, increasing their
well-being and obtaining gratification. However, dys-
functional use of social media platforms, in addition to
failed uses and gratifications, can trigger anxiety, next
to various types of psychopathology.

The findings demonstrate that the participants
do not feel so anxious due to the healthy nutrition
content shared by other users or themselves, due to
interactions on the topic or due to the self-evaluations
about what other people think about them on social
media platforms. Considering that approximately
44% of the participants share and 88% follow healthy
nutrition content in some degree, a reason why they
do not feel threatened by these content and sharing
activity may be that the content may be used by the
participants functionally, i.e. in an authenticating ac-
tion (Price and Arnould, 2003) that help them pursue
a socially-connected and healthy lifestyle, express
themselves, gain legitimacy, and obtain gratification,
as suggested by, for instance, Belk (2013), McKinley
and Wright (2014), Vaterlaus et al. (2015). Then again,
it is important to recognize that it is also possible
they may have shared the content with a critical and
skeptical approach. On the other hand, other findings
also indicate that the involvement level of the parti-
cipants does not moderate the relationship between
anxiety dimensions and evaluations of posts in terms
of believability and scientific validity of its content. It
means that no matter how involved they are, the more
they evaluate the content in terms of believability and
scientific validity, the more self-evaluation anxiety
they develop, but they do not feel more anxious due
to the shared content or interaction about the content
even when they scrutinize it. Thus, being involved or
not, participants just apprehend the healthy nutrition
content without much deliberation, and do not feel
so threatened. Since the findings of the present study
cannot point to a particular reason, there is a need for
exploratory studies that aims to understand motives
underlying their behavior.

The findings about consumer anxiety also indicate
that the more participants share healthy nutrition
contents, the less they feel threatened by the content
that are even shared by others. In their study about the
influence of social media interactions on consumer-
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brand relationships, Hudson et al., (2016) found that
low frequency interaction might lead to anxiety and
illustrated an anticipation of reduced uncertainty and
risk due to the reason that social media interaction can
increase the knowledge and understanding between
the consumer and the brand. As consumers begin
sharing more content, the perceptions of threats and
risk can deteriorate. Furthermore, the more they fol-
low related content on social media, the less they feel
threatened by the content shared by others, yet, the
more they negatively evaluate themselves because of
what other people might think about them. In other
words, when consumers share related content, they
do not perceive threatened by the other consumers’
post, however following related content make them
feel anxious in terms of self-evaluation. Moreover,
healthy nutrition posts on Instagram and Twitter
influence frequent users’ self-evaluation and interac-
tion anxiety more compared to others posts on other
platforms; users feel more worried, nervous or uneasy
felt during social interactions or due to being nega-
tively evaluated by other people during interactions
more compared to others posts on other platforms.
This finding also needs further exploration via future
studies; while Instagram is an image-based platform,
Twitter is a text-based platform. Thus, the level of
consumer anxiety in the context of healthy nutrition
may be influenced by images, yet convincing tweets
and debates may also be affective. Considering the
low level of anxiety felt by the participants, the nature
and intensity of the influence of each social media
platform posts need further investigation.

The findings about consumer well-being reveal
that participants had positive emotions, such as happi-
ness, when confronted to healthy nutrition posts. The
posts influenced participants’ intellectual well-being
positively; they feel curious, focused and intellectu-
ally stimulated when they encounter them. However,
their social well-being is negatively influenced by the
related content; they felt less connected, sociable and
accepted. These findings reveal that healthy nutrition
posts influence emotional and intellectual well-being
positively and social well-being negatively, yet, they are
ineffective in terms of physical or spiritual well-being.
Furthermore, it is found that the more the participants
believe that posts are convincing, reassuring, scientific
and valid, the more their emotional, intellectual, social,
physical and spiritual well-being increase. It is also
found that frequent Instagram and LinkedIn users’
emotional, intellectual, social and physical well-being
are more positively influenced by the healthy nutrition

posts compared to Facebook, Twitter and other plat-
forms users. Then again, considering different nature
of these platforms, the mechanism of these platforms’
influence needs further investigation.

Although not being significantly related to dimen-
sions of social anxiety, some demographic variables
are significantly related to well-being dimensions.
Women significantly experienced greater emotional,
intellectual, physical and spiritual well-being compa-
red to men. Furthermore, as their income increases,
their emotional, intellectual, physical and spiritual
well-beings increase. It can be suggested that women
and participants with low/middle income functionally
used healthy nutrition content more functionally than
the others.

Having a descriptive purpose, the present study
demonstrates that consumers do not feel so threate-
ned by the shared healthy nutrition contents and may
have used these contents functionally for gratificati-
ons resulting in a slight increase of their well-being.
However, considering low level consumer involve-
ment and somehow negative perceptions of scientific
validity of the content, it can be proposed that this
conclusion can be premature. The results that indicate
consumers’ functional use of online contents about
healthy nutrition can help companies in developing
marketing strategies that aim to increase consumer
well-being. Considering that a low level of consumer
anxiety and high level of well-being may diminish the
likelihood of consumer avoidance behavior, such as
procrastination and escapism, incorporating online
content about healthy nutrition may help marketers
to improve purchase intentions and customer satisfac-
tion. Since Instagram and Twitter users’self-evaluation
and interaction anxieties are found to be higher, using
the social media platforms other than these may
help marketers to avoid negative returns on their
investments of marketing campaigns that incorporate
healthy nutrition topics. Moreover, bearing in mind
that healthy nutrition posts influence emotional and
intellectual well-being positively, the marketers can
appeal to feelings such as happiness and try to create
online healthy nutrition content that aims to increase
curiosity and to stimulate customers intellectually.
They also should consider creating interactive content,
for instance, with the help of platform technologies
and crowdsourcing that involves consumers so that
they can feel more connected and accepted. Further-
more, using scientifically valid content may also help
marketers get positive results.
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Fulfilling its descriptive aim, the present study’s
findings points to a need for further investigations
of the motives underlying behaviors and emotions.
Moreover, studying consumer anxiety and well-being
constructs using different contexts, such as exercising,
and also with improved research methodology in
terms of sampling and sample size, may also facilitate

obtaining more significant results and develop expla-
nations. Future qualitative studies can help to unders-
tand the underlying motives and develop insight of
the consumer experiences. Another topic of inquiry
inviting future study pertains to consumers’ coping
mechanisms for anxiety and low-level of well-being
caused by social media content.
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