The Impact of Social Media on Adolescent Mental Health
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Abstract. This article examines the effects of social media on adolescent mental health. With the
rise of social media platforms, adolescents face unique challenges and opportunities. This study
explores how social media use influences mental health outcomes, including anxiety, depression, and
self-esteem. By analyzing empirical data and psychological theories, we aim to provide a
comprehensive understanding of the complex relationship between social media and adolescent
mental health. The findings emphasize the need for balanced social media use and highlight
strategies for promoting positive mental health in adolescents.
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Introduction

The advent of social media has transformed the landscape of adolescent communication and
interaction. While these platforms offer numerous opportunities for connection and self-
expression, they also pose significant challenges to mental health. Adolescents are
particularly vulnerable to the effects of social media, which can impact their mental well-
being in various ways. This article investigates the relationship between social media use
and adolescent mental health, focusing on outcomes such as anxiety, depression, and self-
esteem. By integrating empirical research and psychological theories, we seek to elucidate
the complex interplay between social media and mental health. Understanding this
relationship is crucial for developing strategies that promote balanced social media use and
support positive mental health outcomes in adolescents. The insights gained from this study
have implications for educators, parents, and policymakers aiming to foster healthier online
environments for young people.

This is a preliminary version. To read the full version of the article, please purchase a
subscription.



References

1. Peter Lewinski, Ed Tan, Marieke Fransen, Karolina Czarna and Crystal Butler, “Hindering
Facial Mimicry in Ad Viewing: Effects on Consumers’ Emotions, Attitudes and Purchase
Intentions,” European Physical Journal C, 2016 (2016): 281-88. doi:10.1007/978-3-658-10558-
7 22

2. Lewinski P, Fransen ML and Tan ES (2016) Embodied Resistance to Persuasion in Advertising.
Front. Psychol. 7:1202. doi: 10.3389/fpsyg.2016.01202



