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Abstract
Objectives: The aim of the current study is to develop a valid and reliable instru-
ment with psychometric qualities to measure effect of social media usage on eating
behaviour in university students.
Design: A thirty-eight-item draft scale developed by the researchers. After content
validity, twenty-two items are remained and was used to collect the data. In the
analysis of the data, confirmatory factor analyses were performed to test construct
validity. For the reliability of the scale, Cronbach alpha coefficient was calculated
for the whole of the scale.
Setting: The participants attended from various departments of different univer-
sities in Ankara.
Participants: The scale was administered to the study group consisting of 247
university students.
Results: Four items that had total correlation value less than 0·40 were removed
from scale. The reliability coefficient of the whole eighteen-item scale was found
to be 0·928.
Conclusions: It has been shown that the scale developed as a result of the validity
and reliability analyses performed for the scale is a valid and reliable measurement
tool and can be used in studies.
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Aetiology of eating concerns is influenced by biological,
psychological, intrapersonal and environmental factors(1).
Especially socio-cultural pressures, caring physical appear-
ance in female role, demonstrating women’s extreme slim-
ness as an ‘ideal’ body image and emphasising the physical
appearance of individual for social achievement influence
their eating behaviour. Media is one of the most important
means of communicating this sociocultural transfers to
society(2). As a result of the developments in information
and communication technology, internet has become an
integral part of daily life. It has been observed that the
use of social media tools has increased due to the increase
in internet usage(3). In the internet environment, individuals
can establish social communication with people from dif-
ferent cultures from all over the world as well as their
own countries. Environments where individuals can easily
express themselves in virtual environment and establish
social communication with different individuals are col-
lected under the name of ‘social network’. The increase
in the use of social networks, especially among university

students, has shown the necessity of conducting various
researches(4). According to Villanti et al. in 2014, 89·42 %
of young adults regularly use at least one social media site.
This increased to 97·5 % among young adults in 2016(5).
Another study reported that university students spend over
4 h time on the internet each day(6). These results show that
social media may have a strong impact on adulthood.

Developing technology responds rapidly to day-to-day
growing demands and requirements of individuals, and the
traditional means of communication remain behind the
sceneswith the frequent use of internet and social network-
ing sites. It cannot be realised that social media, which is
generally perceived as a chatting and surfing setting in
our society, may actually be an information and educa-
tional platform(7). Therefore, the use of adverse aspects
of social media can lead individuals to experience psycho-
logical, social and/or health problems(8). Social media users
are often exposed to advices and recommendations on diet
and health issues through books, journals and electronic
formats supported by a quick exchange of ideas through
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social media without scientific basis(9). However, they may
believe in this information without questioning.

The popularity of social media-based healthy nutrition
communities is increasing as the access to social media is
increasing(10). It is reported that the use of internet and
social media raises awareness about diet, nutrients and
healthy nutrition(11).

The frequent sharing of posts related to foods consumed
on social networking sites and platforms, as well as individ-
uals’ emulating the slim ones, especially through social
media,may lead to an increase in thedesire to consume irrel-
evant foods. In addition, advertisements for unsanitary foods
target especially children and young adults and pose a threat
to their health(12). Nevertheless, it is also stated that social
media encourages healthy lifestyles through various training
strategies designed to help individuals adopt healthy eating
behaviours(13). At this point, it is critical to use social media
properly to make the right choices(14). In addition, media
employees (health journalists) have a critical role to produce
accurate, intelligible and timely information.

The constant infiltration of social media into our life
has necessitated a research on the effects of it on eating
behaviour. Owing to the prevalence of social media use,
including the sharing photographs and making comments
to foods, menus and recipes, it is especially important to
identify the potential effects of this behaviour on eating
behaviours. For this reason, in this current study, it was
aimed to develop a scale, called as the Scale of Effects of
Social Media on Eating Behaviour (SESMEB), to examine
the effect of social media on eating behaviour.

Methods

Location, time and sampling of the study
The study was conducted between May 2019 and June 2019
with 247 university students. Considering the age group
where the use of social media and eating disorders is
common, the sample of the studywas composedof university
students. Posters were placed on the boards of universities to
promote the study, and interested students were asked to
come to the study area/room in the school. The inclusion cri-
teriawere to be a volunteer, to have a healthy communication
and to study at any university in Ankara. The exclusion criteria
were to study in Department of Nutrition and Dietetics and to
have anymental health problems. The convenience sampling
method used since the lists of students are not available. To
prevent the over-representative or under-representative of
the population, the study was conducted with forty-six
various departments of five different universities at Ankara
in Turkey. In this way, the selection of sample accepted as
randomised. Since the ones who voluntarily agreed to partici-
pate were included in the study, all participants responded
to the questions in full. In total, 27·9 % of the participants
were males and 72·1% were females. The mean age was
21·2 ± 2·0 years. The study was participated by the students

from more than thirteen faculties, especially faculties of
health, education and engineering, and 89·5 % of them were
undergraduate students.

Study design and data collection
The first part of the questionnaire form consists of six ques-
tions that was prepared by the researchers to determine the
socio-demographic characteristics (age, gender) and educa-
tion information (faculty, department, state of education and
grade) of individuals. These were recruitment criteria.
Nutrition and dietetics students younger than 18 years and
older than 30 years were excluded from the study. The stu-
dents who came to the study area/roomwere informedwith
informed consent form and the questionnaire was applied.
The data were obtained by face-to-face interview technique.

In other part of the survey, the twenty-two-item scale
form was administered to the participants in a classroom
environment by explaining the purpose of the study. The
administration took 10–15 min.

Item pool
At this stage, two nutritionists and a clinical psychologist
came together and reviewed the literature. A pool of
thirty-eight items established related to eating behaviour
and social media. A five-point Likert-type scale (Never ‘1’,
Rarely ‘2’, Sometimes ‘3’, Often ‘4’ and Always ‘5’) was used
to express the level of participation of the items in the scale.

A flow diagram was shown in Fig. 1.

Statistical analysis

Content analysis
The content validity index and content validity ratio were
examined by consulting eight experts who are studying
nutrition and dietetics and have at least 5 years experience
by taking into account Lawshe’s method. The item pool
includes thirty-eight items.

Item analyses
Item analyses were conducted, and the correlations
between the scores obtained from each item of the scale
and total scale score were calculated.

Factor analysis and reliability analysis
The theoretical structure of the scale has consisted of only
one factor. To test this theoretical structure and construct
validity, Confirmatory Factor Analysis was conducted.

For the reliability part, the Cronbach’s alpha value and
Spearman–Brown coefficient were observed. Tukey’s non-
additivity test result was evaluated whether or not the total
score can be calculated. To investigate the item discrimina-
tion, 27 % of the sample of the highest and the lowest total
score were compared via independent samples t test. Floor
and ceiling effect was also taken into account.
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The level of statistical significance was set at P value
<0·05. All reported P values are two-sided. Data were
analysed using the statistical software package IBM SPSS
statistics for Windows v.23.0(15) and AMOS 23.0(16).

Results

Content validity
To develop the SESMEB, the literature was first reviewed;
the conceptual/theoretical basis of the features to be mea-
sured was defined and the relationships between the

structure and the behavioural indicators were determined.
The contents of the concepts were generated, and the rep-
resentative behaviours of the conceptual/theoretical struc-
ture were defined. Scales in the literature were used for
generating the items containing the specified behaviours,
and an item pool was prepared with thirty-eight items
which are the indicators of behaviour. The item pool
includes thirty-eight items. The items with lower content
validity ratio lower than 0·78 were excluded from the scale.
Therefore, from thirty-eight items, twenty-two items have
remained. The content validity index of twenty-two items
was found as 1.

Thirty-eight items

(composed by the researchers)

Content validity (expert opinion)

Excluded (n 58)
• Age (n 34)

*<18 (n 17)
*>30 (n 7)

• Nutrition and dietetics student (n 24)

Twenty-two items passed

Survey’s first part (n 305)

Six questions

Analysis (n 247)

*Excluded from analysis (n 0)

Enrolment

Assessed for eligibility (n 305)

Survey’s second part
(n 247)

Twenty-two-item scale was applied

Four items was excluded

Eighteen items form (last scale)

Fig. 1 Flow diagram
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Item analyses
When the item-total correlations in Table 1 are examined, it
is observed that the correlations are positive and between
0·318 and 0·762. The items with corrected item-total corre-
lation values lower than 0·40 were excluded from the scale.
It is decided to continue with 18. For eighteen items, the
result of Tukey’s test for nonadditivity (χ2= 0·587, P value
= 0·444) shows that the total score might be calculated by
adding each item score. The floor and ceiling effect is also
searched. There is no floor and ceiling effect. All items are
found as discriminative based on 27 % of the sample of the
highest and the lowest total score in Table 2.

The confirmatory factor analysis was evaluated
using data from 247 participants. Kaiser–Meyer–Olkin
Measure value (0·928) and Bartlett’s test result
(χ2(153)= 2463·146; P<0·001) show that the sample and
correlation matrix of scale is appropriate for factor analysis,
respectively. Necessary modifications were to contribute
to model-data harmony by reducing the χ2 value in the
analysis process using the maximum likelihood estimation
method(17). Figure 2 shows the path diagram of the one-
factor scale.

Figure 2 presents a model of a one-factor theoretical
structure. When the standardised factor loadings and error
variances are examined for the model, it can be seen that
the factor loadings range between 0·49 and 0·84. Table 2
shows the standardised factor loadings (λ), t values and
P values of the items that were calculated for the theoretical
model.

It is found that only factor loading for item 1 is below
0·50 when the factors in Table 3 and factor loadings
revealing the relationship between the items clustered

under these factors are examined. However, the fact that
this value is greater than 0·40 for all items indicates that
the items have factor loadings at an acceptable level. It
was found that the t values providing information about
the explanatory level of the theoretical structure (hidden
variable) on the items (observed variables) are significant
at the level of 0·1 and range between 6·01 and 7·43(18,19).
The fit indices (χ2, χ2/SD, root mean square error of approxi-
mation ‘RMSEA’, standardised root mean square residuals
‘SRMR’, adjusted goodness of fit index ‘AGFI’, goodness
of fit index ‘GFI’, comparative fit index ‘CFI’, incremental
fit index ‘IFI’ and normed fit index ‘NFI’ were used as a
result of CFA.

The χ2 value (156·21, P< 0·001) in terms of the CFA
result is significant. However, it is indicated that the ratio
of χ2/SD can also be used based on sample size(20). The
value of χ2/SD in the current study was calculated as
1·50, which indicates a perfect fit. In addition, RMSEA
(0·05) and SRMR (0·04) values also provide a fit model-data
fit. While GFI (0·94), AGFI (0·90) and NFI (0·94) values are
at acceptable level, CFI (0·98) and IFI (0·98) values indicate
perfect fit(21–23). Given the fit statistics calculated upon the
CFA result, it can be stated that the data model fit is
adequate, and the pre-determined one-factor structure
shows a good fit with the collected data. Thus, when all
the findings from CFA are taken into consideration, it can
be concluded that these eighteen items show a good fit with
the theoretical structure and the one-factor model is
confirmed(21).

Social media, which the person thinks can meet their
psychological and emotional needs, becomes an indispen-
sable phenomenon of daily life in many subjects such as

Table 1 Scale of effects of social media on eating behaviour item analyses outcomes

Item no Items Item total

Item 1 Inclusion of a food on social media influences my view of that food 0·459
Item 2 When I use social media I forget that I am hungry 0·318
Item 3 I see and consume any food on social media that are not my food habit 0·562
Item 4 Even though I’m full, I eat a food/dish I see on social media 0·600
Item 5 When I see a news headline about foods/dishes/nutrition on social media, I read the

continuation/content of the news
0·399

Item 6 When I see a new food on social media, I search its content 0·323
Item 7 I think that the foods on social media are more beneficial for health 0·540
Item 8 When I see a dish on social media, I look at the recipe and its content 0·362
Item 9 After I started using social media, my fast-food/cook-chill food consumption increased 0·662
Item 10 I follow nutrition news/blogs/pages on social media 0·578
Item 11 Without getting tired I buy/cook a food/dish that I see on social media 0·616
Item 12 I regulate my diet according to shared news/photos/videos about the foods/dishes I see on social media 0·610
Item 13 I am constantly snacking when surfing on social media, and I realise how much I’ve eaten later 0·592
Item 14 I am interested in foods/dishes shared by celebrities on social media and I consume that food/dish 0·731
Item 15 If I did not use social media, my time for eating would be reduced 0·572
Item 16 When surfing on social media, even though I am full I am snacking 0·666
Item 17 I consume foods/dishes shared by people who have a lot of followers on social media 0·762
Item 18 I think foods/dishes with more like/share on social media are healthier 0·656
Item 19 The foods/dishes that I see on social media arouse my desire to eat 0·500
Item 20 I consume foods/dishes with more news/photo/video likes on social media 0·746
Item 21 I think that foods/dishes with more like/share on social media are more reliable 0·623
Item 22 On the days I use social media for a long time, my desire to eat increases and I eat more 0·659
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socialisation, loneliness removal and leisure activities. In
this respect, person wants to meet many psychological,
emotional and intellectual needs in social media(24).
Thus, social media has a social impact on users. The social

impact is the changes that occur in own as a result of expo-
sure to other people’s social judgement, attitudes and
ideas(25). One of the dimensions of this effect is oral control.
Oral control reflects substances related to providing control

Table 2 The results of comparison 27% of sample of the highest and the lowest total score

Items t P value

Item 1 Inclusion of a food on social media influences my view of that food 8·181 <0·001
Item 3 I see and consume any food on social media that are not my food habit 8·940 <0·001
Item 4 Even though I’m full, I eat a food/dish I see on social media 9·710 <0·001
Item 7 I think that the foods on social media are more beneficial for health 7·253 <0·001
Item 9 After I started using social media, my fast-food/cook-chill food consumption increased 14·868 <0·001
Item 10 I follow nutrition news/blogs/pages on social media 12·357 <0·001
Item 11 Without getting tired I buy/cook a food/dish that I see on social media 10·633 <0·001
Item 12 I regulate my diet according to shared news/photos/videos about the foods/dishes I see on social media 9·383 <0·001
Item 13 I am constantly snacking when surfing on social media, and I realize how much I’ve eaten later 11·545 <0·001
Item 14 I am interested in foods/dishes shared by celebrities on social media and I consume that food/dish 13·523 <0·001
Item 15 If I did not use social media, my time for eating would be reduced 10·385 <0·001
Item 16 When surfing on social media, even though I am full I am snacking 15·008 <0·001
Item 17 I consume foods/dishes shared by people who have a lot of followers on social media 12·205 <0·001
Item 18 I think foods/dishes with more like/share on social media are healthier 9·203 <0·001
Item 19 The foods/dishes that I see on social media arouse my desire to eat 9·758 <0·001
Item 20 I consume foods/dishes with more news/photo/video likes on social media 12·986 <0·001
Item 21 I think that foods/dishes with more like/share on social media are more reliable 9·117 <0·001
Item 22 On the days I use social media for a long time, my desire to eat increases and I eat more 14·184 <0·001

Factor

Item 1
1
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–0·11

–0·11
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1·00
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Fig. 2 (colour online) Standardised path coefficients of model

Social media and eating behavior scale 1681

https://doi.org/10.1017/S1368980019004270 Published online by Cambridge University Press

https://doi.org/10.1017/S1368980019004270


of food intake or not being able to resist against food(3). In
this context, considering the relationship between eating
behaviour and health, this scale developed to evaluate
the impact of social media on eating behaviour will provide
clinically important data.

Reliability

The Cronbach’s alpha reliability coefficient was calculated
to determine to what extent reliable the scores, obtained
from the second administration of the SESMEB developed
in the context of the study, to distinguish participants in
terms of eating behaviour. This coefficient is 0·928. The fact
that the Cronbach’s alpha coefficient is greater than 0·80
indicates that the data obtained from the second adminis-
tration of the SESMEB are highly reliable(19). The correlation
among two split parts of items and Spearman–Brown coef-
ficient is calculated as 0·825 and 0·904, respectively. These
results indicate high correlation among two split parts of
items and high reliability.

Assessment of the scale of effects of social media
on eating behaviour
SESMEB consisting of one subscale and eighteen items scale
is evaluated with five-point Likert scale. Each item is evalu-
ated as ‘always’ five points, ‘often’ four points, ‘sometimes’
three points, ‘seldom’ two points and ‘never’ one point.
There is no reverse coded substance. As it is mentioned in
item analysis part, total score can be calculated. According
to this, minimum eighteen andmaximum ninety points from
SESMEB scale can be taken as total point. As a result, the
increase in the person’s scale score means that the level
of being affected by the eating media increases.

Discussion

These days, the media has become the most important
source of information on health and nutrition. People make
their daily decisions according to what they hear or see on
the mass media(14). Unfortunately, the media has important
effects on the society in terms of being slim, aesthetic mea-
sures and values. Being slim is usually idealised in the
media, it is associated with attractiveness, social accep-
tance, success and self-control for women. It is reported
that the greatest influence of the media in terms of body
image and eating behaviour lies on adolescents who are
not yet confident of their social reality, who are extremely
sensitive to the opinions and messages from the society,
and information and stimuli from the environment to create
their identities and who are in learning, development and
identification process(2). Because young adulthood is a
critical time for self-identity construction and in this
duration, using of social media is common.

It is believed that an investigation on the relationship
between social media as a dependent or independent
variable and eating behaviour will contribute to the field.
Therefore, the effects of social media on nutrition behav-
iour should primarily be measured effectively. Otrar &
Argın(26) developed, ‘The attitude of students’ towards
social media’ to determine the attitudes of students towards
social media(26). However, this scale does not make an
assessment of eating behaviour. The fact that national
and international literature is lack of a comprehensive,
reliable and valid measurement tool reveals the necessity
of the current study.

It is seen that people actively share in social media
networks and platforms. At the beginning of these sharings
are photos and videos with food, menus, plates and rec-
ipes. Then, these sharings have howmany likes, howmany
times they have been viewed, become of importance to
those sharing. Therefore, with this aspect, social media
can be effective on eating behaviours of especially young
adults who use social media frequently. In the develop-
ment process of the SESMEB, literature review and item
pool were primarily conducted. The twenty-two-items
form prepared by experts was administered to 247 univer-
sity students. As a result of the analysis, four items were
excluded, and the last eighteen-item form of the scale
was prepared. The Cronbach’s alpha reliability coefficient
of CFA was 0·928.

For the reliability of the scale, the Cronbach’s alpha
reliability coefficient was calculated for total scale score.
The Cronbach’s alpha reliability coefficient that the scale
is reliable and can be used in scientific studies. The weak-
ness of the study was that we cannot use random samples.
However, this scale is the first in the literature related to this
issue and developed by researchers in different areas of
specialists. With these features, it has contributed to the
literature as a pioneer and guide for future studies.

Table 3 Factor loadings, t values and variances explained for the
model

Items λ t P value

Item 1 0·49
Item 3 0·57 7·25 <0·001
Item 4 0·59 6·62 <0·001
Item 7 0·53 6·25 <0·001
Item 9 0·69 7·18 <0·001
Item 10 0·50 6·04 <0·001
Item 11 0·58 6·54 <0·001
Item 12 0·66 7·01 <0·001
Item 13 0·65 7·00 <0·001
Item 14 0·78 7·59 <0·001
Item 15 0·63 6·86 <0·001
Item 16 0·69 7·15 <0·001
Item 17 0·84 7·39 <0·001
Item 18 0·74 7·43 <0·001
Item 19 0·50 6·01 <0·001
Item 20 0·82 7·29 <0·001
Item 21 0·66 7·05 <0·001
Item 22 0·73 7·33 <0·001
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Conclusions

There is no comprehensive measurement tool for the effect
of social media on eating behaviour in the literature. As a
result, it was determined that the psychometric properties
of the SESMEB were sufficient for university student sam-
pling. The one-dimensional structure of the scale is thought
to be appropriate for measuring the effect of social media
usage on eating behaviour. It is thought that the SESMEB
will make an important contribution to the field when con-
sidering the effect of the social media, which is becoming
increasingly widespread especially on the body image
which gains importance during adolescence and young
adulthood.
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