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Abstract

Instagram is a critical environment where individuals construct and express their identities. This study 
investigates the role of media literacy in shaping self-presentation behaviours on Instagram among 
university students. Data were collected using Media Literacy and Self-presentation scales (N=307). The 
findings revealed that students demonstrated moderate to high levels in both variables, suggesting a 
considerable degree of conscious media consumption and strategic self-presentation practices in digital 
contexts. There were no significant differences in media literacy or self-presentation regarding demographic 
factors such as gender, grade level, and Instagram usage duration. However, media literacy significantly 
predicts self-presentation behaviours on Instagram, highlighting its pivotal role in shaping online identity 
management. These results highlight the critical role of media literacy within the context of social media. 
The results of the current study also point to the necessity for educational initiatives aimed at enhancing 
digital competencies among young adults.
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Öz

Instagram, bireylerin kimliklerini inşa ettikleri ve sergiledikleri önemli alanlar haline gelmiştir. Bu çalışma, 
üniversite öğrencilerinin Instagram üzerindeki benlik sunumu davranışlarında medya okuryazarlığının 
rolünü incelemektedir. Araştırmada, 307 üniversite öğrencisinden toplanan veriler doğrultusunda 
öğrencilerin medya okuryazarlığı ve Instagram benlik sunumu ölçekleriyle değerlendirilmiştir. Bulgular, 
öğrencilerin her iki değişken açısından orta ile yüksek düzeyde puanlar aldığını göstermektedir. Bu 
durum, öğrencilerin dijital ortamlarda kısmen bilinçli medya tüketimi becerilerine sahip olduklarını 
ve Instagram’da kendilerini belirli ölçüde stratejik bir şekilde sunma eğiliminde olduklarını ortaya 
koymaktadır. Cinsiyet, sınıf düzeyi ve Instagram kullanım süresi gibi demografik değişkenler, medya 
okuryazarlığı ve benlik sunumu üzerinde anlamlı bir fark yaratmamıştır. Öte yandan, medya okuryazarlığı 
düzeyinin Instagram’daki benlik sunumu davranışlarını anlamlı bir şekilde yordadığı bulunmuştur. Bu 
sonuçlar, medya okuryazarlığının bireylerin çevrim içi kimlik inşasında önemli bir rol oynadığını ve sosyal 
medya kullanımında etkili olduğunu ortaya koymaktadır. Elde edilen bulgular, dijital medya okuryazarlığı 
eğitimlerinin önemine dikkat çekmekte ve gelecekte yapılacak çalışmalara katkı sağlamaktadır.
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Introduction
Social media (SM) have become an essential part of daily life, greatly influencing the 
way individuals engage in informal interactions and professional practices (Van Dijck 
& Poell, 2013).  Following its introduction, SM is establishing itself as the preferred 
platform across the globe (Dong-Hun, 2010). As of early October 2024, the global number 
of Internet users has reached 5.52 billion, accounting for 67.5% of global internet 
penetration (Kemp, 2024). SM has also expanded significantly with 5.22 billion active 
users, reflecting significant growth from over 250 million users last year (Kemp, 2024). 
This increasing online interaction highlights the expanding influence and pervasive role 
of SM platforms (SMP) such as SnapChat, Instagram, and TikTok in daily life around the 
world (Miller et al., 2016). 

SM is not exclusively used by the working class; its usage has also significantly increased 
among students and the educational community (Raut & Prafulla, 2016). Children are 
growing up in a digital environment dominated by mobile devices and SMP, and this has 
made SM an indispensable part of their lives (Narasimha Vao et al., 2022). Today, they 
are learning how to interact with their parents and peers, and how they can engage with 
technology from social platforms (Narasimha Vao et al., 2022). Besides, social platforms 
have provided opportunities for young people to discover new lifestyles and change their 
behaviour in terms of communication, consumption and publishing (Hernández-Serrano 
et al., 2022). Numerous studies have revealed that university students are becoming a 
connected generation of users who use their preferred SMP intensively (Allahverdi, 2022; 
Stachowiak-Krzyżan, 2019; Xie & Gallo, 2024).

In Türkiye, 94.8% of young adults (ages of 15-21) who use the internet are on at least one 
SM network (Radyo ve Televizyon Üst Kurulu (RTÜK), 2022). In terms of sharing practices, 
the most popular content creation activities were photo sharing and engaging with SM 
sites through comments or posts (Radyo ve Televizyon Üst Kurulu (RTÜK), 2022). This 
highlights the significant role played by SMP in shaping social interactions and providing 
young people with a platform to express and define their identities (Carpenter et al., 2020; 
Hernández-Serrano et al., 2022). With its emphasis on visual content and user-generated 
narratives, Instagram provides an important space where students construct and present 
their identities to their social circles and a broader audience (Çat & Aydın, 2023; Shane-
Simpson et al., 2018). However, the strategies they employ in this self-presentation are 
often influenced by their level of media literacy (Buck, 2012). 

Media literacy can be defined as “the ability to access, analyse, evaluate, and create 
messages across a variety of contexts” (Livingstone, 2003, p.2). While young people often 
create their own media or share content online, this does not necessarily indicate that 
they possess the critical knowledge or perspective needed to analyse the content they 
consume (Bennett et al., 2008; Boyd, 2014; Hargittai & Micheli, 2019; Livingstone & 
Helsper, 2007). They require opportunities to develop essential skills and knowledge, 
whether through formal education or informal experiences, to interact meaningfully and 
effectively with modern technologies (Boyd, 2014). This highlights an important fact: 
“becoming literate in a networked age requires hard work, regardless of age” (Boyd, 2014, 
p.177). Also, managing identity on SMP requires complex skills that combine technical 
proficiency with social awareness (Hargittai & Micheli, 2019). 

By applying quantitative analysis, this study explores media literacy and digital identity 
management skills of university students on Instagram, one of the top SMP for self-
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presentation (Yorisa et al., 2021). Digital platforms, especially visually oriented SMP 
like Instagram, significantly impact how individuals present themselves and construct 
their social identities (Ellison et al., 2007; Goffman, 1990). In this context, the study 
investigates how the digital identities that users create on SM are shaped by their media 
literacy levels and the accuracy, consistency, and impact of these presentations on social 
acceptance (Buck, 2012; Livingstone, 2003). Many studies have explored online self-
presentation practices through examining platforms characteristics (Guha & Birnholtz, 
2013; Lang & Barton, 2015; Schlosser, 2020) users’ behaviours and motivations (Bareket-
Bojmel et al., 2016; DeVito et al., 2017; Seidman, 2013), or users’ perceptions of social 
network platforms (Litt et al., 2014; Wohn & Spottswood, 2016). Other studies have 
examined media literacy and SMP to understand the concept of ‘media literacy (Hobbs, 
2022; Livingstone, 2004; Potter, 2018) or ‘social media literacy’ (Cho et al., 2024; 
Polanco-Levicán & Salvo-Garrido, 2022) through the examination of characteristics of 
these concepts. However, there is a noticeable gap in the existing literature regarding 
the association between media literacy and self-presentation behaviours on Instagram. 
While previous studies have explored these concepts individually, limited research has 
examined how media literacy predicts self-presentation, especially among university 
students. The current study aims to address this gap within the Turkish context, providing 
an understanding of how media literacy shapes digital identity presentation on visual 
platforms like Instagram.

Self-Presentation Practices
Traditionally, the theory of self-presentation originates from Erving Goffman’s seminal 
work, ‘The Presentation of Self in Everyday Life’ (1990). Self-presentation relies on 
strategies used to shape the perceptions of others’ perceptions by managing personal 
information to project a desired self-image (Goffman, 1990). Goffman argued that people 
act like performers, expressing their identities through both verbal and nonverbal 
messages with the intention of presenting the most authentic and credible image to 
their audience (others) (Goffman, 1990). Self-presentation is goal-oriented and aimed at 
achieving specific goals, performed in front of an audience, and its success is determined 
by the audience’s acceptance of the performance (Schlenker, 1985). According to 
Baumeister and colleagues (1987), individuals engage in self-presentation as a means 
of conveying information to others and projecting certain images of themselves. Self-
presentation allows individuals to shape their behaviour and actions to reflect their 
ideal self and reflect the desired image of the person they aspire to be (Chua & Chang, 
2016).  Also, individuals effort to bring into line their behaviour with the expectations 
and preferences of their audiences for gaining approval and satisfaction (Chua & Chang, 
2016).  

Early conceptualisations of self-presentation mainly centred on face-to-face interactions 
that the audience and context were more specific and limited (Goffman, 1990; Schlenker, 
1985).  With the increasing use of digital media within daily life, researchers have required 
to adapt traditional self-presentation perspectives to fit in mediated environments 
by using second-generation media theory (Hollenbaugh, 2021). Self-presentation 
theories (e.g. Goffman’s (1990) dramaturgical perspective and Schlenker’s (1985) self-
description theory) have gained increased interest today. They have showed their value 
for understanding self-presentation practices in SM because it has now become a part 
of daily life, often serves as the primary channel for individuals to introduce themselves 
to others (DeVito et al., 2017). These platforms have changed the way people present 
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themselves by increasing opportunities for users to create content that influences how 
others present themselves (Hollenbaugh, 2021). Online platforms provide opportunities 
for young people to explore their identities. For example, by posting status updates on 
Facebook, sharing photos on Instagram, and creating and sharing videos on YouTube 
(Cortesi et al., 2020). As highlighted by Palfrey and Gasser (2016) highlighted that 
online environments facilitate identity exploration, which plays a crucial role in both 
developmental and therapeutic stages of overall identity formation. In contrast to 
traditional self-presentation methods, SMP introduce greater complexity by amplifying 
the influence of one’s connections in the self-presentation process and blurring the 
boundaries of the audience that can access the content (DeVito et al., 2017).  

While SM sites have similar features, Instagram is primarily designed to share images, 
photos, and videos along with text messages from smartphones, which are important 
practices in self-promotion process (Harris & Bardey, 2019; Indika & Jovita, 2017). The 
platform allows users to edit their posts with filters and digital touch-ups, giving them 
control over how they present themselves (Kemp, 2021; Narasimha Vao et al., 2022). 
This feature particularly appeals to young people aged 18 to 29 to present themselves 
more attractively (Harris & Bardey, 2019). Prioritising visual content not only encourages 
visual appreciation but also showcases diverse living styles through images and videos 
of daily life (Hernández-Serrano et al., 2022). By using the stories feature on Instagram, 
users can post content that visible on the creator’s profile for only 24 hours (Fondevila-
Gascón et al., 2020). This function encourages viewers to frequently engage to the 
platform to stay updated with the posts of the users they follow (Hernández-Serrano et 
al., 2022). It allows control who can view their content and makes this app an attractive 
platform especially for young people (Hernández-Serrano et al., 2022; Huang & Su, 2018). 
The sense of freedom of expression through posts has also made the platform valuable 
for the younger generation (Hernández-Serrano et al., 2022). Additionally, users can 
construct a positive and idealised digital identity by managing their presence through 
text, images, and audio (Yang et al., 2025). Instagram distinguishes itself from other social 
networking platforms by offering features that facilitate self-presentation and digital 
identity construction, while simultaneously reinforcing self-presentation behaviours 
even in contexts of anonymity (Harris & Bardey, 2019). 

Media Literacy and Social Media 
Media literacy is an essential approach and practice that helps enlighten and empower 
people in a world filled with increasingly diverse media platforms and messages (Cho 
et al., 2024). Media literacy aims to create a conscious public opinion that is capable of 
accurately interpreting media messages, critically examining their content, and assessing 
them based on the insights gained from this analysis (Kurt & Kürüm, 2010). Knowledge 
structures are vital in gaining media literacy and it mean the sets of information possessed 
by a person and provide the necessary contexts for understanding media messages. Some 
of the skills include analysis, categorisation, evaluation, synthesis and abstraction (Potter, 
2018). Media literacy should not be confined to a single characteristic or skill of the user; 
rather, it is best understood as the result of an interactive relationship co-created between 
the user and technology. Media literacy is also changing, and new approaches need to be 
added after the technological growths (Livingstone, 2003).

In the field of educational research, scholars emphasise the significance of enhancing SM 
skills among students, while also acknowledging the varied experiences and values linked 
to SM use (Van Den Beemt et al., 2020). Also, researchers often discussed the risks related 
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to SM, such as the spread of misinformation through SM sites, and the challenges to 
participatory practices and traditional self-presentation narratives, strongly advocate for 
SM literacy (Journell, 2019; McCosker, 2017). Young adults use SMP for communication, 
entertainment, learning, and other purposes (Cortesi et al., 2020). Studies showed that 
most young people spend a significant amount of time online each day (Gray, 2018; 
Ridout & Campbell, 2018). Hence, possessing knowledge of media and SM literacy are 
crucial for the effective and sustainable use of the Internet and SM over time (Polanco-
Levicán & Salvo-Garrido, 2022). SM literacy encompasses a blend of technical and 
cognitive competencies that empower users to engage successfully and proficiently in 
social interactions and communications within digital environments (Vanwynsberghe et 
al., 2015). 

Beyond its role in enhancing critical evaluation of media content, media literacy may 
directly influence self-presentation behaviours through multiple psychological and 
sociological mechanisms. Individuals with higher media literacy possess increased 
cognitive awareness of platform affordances, audience visibility, and impression 
management strategies (Masur et al., 2021). This awareness allows users to strategically 
curate their online identity, regulating self-disclosure to achieve desired social outcomes. 
Moreover, as digital platforms have become central spaces for identity negotiation 
and reflexive self-construction, media literacy supports users’ ability to navigate the 
interactive and dynamic nature of these environments (Moekotte et al., 2015). In this 
context, self-presentation may serve not only as a form of social engagement but also as a 
means of exercising personal agency within broader cultural and social structures.  

As it discussed above, SM is used by large numbers of young adults every day and can 
have a significant impact on the well-being of its users (Schreurs & Vandenbosch, 2021). 
Considering the use of SM for self-presentation and identity formation by young adults, 
it needs to be highlighted that learning SM skills in a networked society is significant 
(Daneels & Vanwynsberghe, 2017).  By adapting the interfaces of SMP, young people can 
construct idealised self-presentations and digital identities online (Buck, 2012; Strimbu 
& O’Connell, 2019). The literature review on self-presentation and digital identity in SM 
(specifically Instagram), and media literacy resulted in the formulation of three specific 
research questions: 

RQ1:  What are the media literacy and Instagram self-presentation levels of the 
participants?
RQ2:  Do gender, grade level and Instagram usage duration significantly influence 
participants’ media literacy and Instagram self-presentation behaviours?
RQ3: Does media literacy significantly predict Instagram self-presentation behaviours?

Method
Research Design and Participants
The current study adopts a quantitative research design to systematically investigate 
the relationships between media literacy and Instagram self-presentation practices 
among university students in Türkiye. Quantitative methods are particularly effective 
for exploring patterns and drawing generalizable conclusions across a large population, 
especially in understanding behaviours (Gelo et al., 2008). Purposive sampling was 
employed for the current study because the primary objective of the study was to 
examine the influence of media literacy on self-presentation practices on Instagram 
among university students. Participants were selected from three universities, ensuring 
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that the sample represented a diverse spectrum of students’ SM usage and literacy levels. 

Students were contacted through academic departments, and the surveys were 
distributed by their advisors to ensure widespread participation. Data were collected 
using a Google Form, which facilitates the organisation and standardisation of responses. 
A total of 307 students contributed in the current study. Regarding gender distribution, 
62.9% of the students were female (n = 193), while 37.1% were male (n = 114). Regarding 
academic standing, the majority of the respondents were in their later years of study, 
with 40.7% being 4th-year (n = 125) and 36.5% in their 3rd year (n = 112). In contrast, 
12.7% were 1st-year (n = 39) and 10.1% were 2nd-year (n = 31). Concerning Instagram 
usage habits, the majority of the participants (53.7%, n = 165) reported using Instagram 
for 1–3 hours daily, while 20.8% (n = 64) used it for less than 1 hour. Additionally, 19.2% 
(n = 59) indicated spending 3–5 hours on Instagram, and a smaller proportion, 6.2% (n = 
19), reported using the platform for more than 5 hours per day. This demographic profile 
provides insights into the diverse characteristics of the participants, reflecting a range of 
academic experiences and varying levels of engagement with SM.

Ethics Committee Permission 
Within the framework of the decision taken during the meeting Çankırı Karatekin 
University Science, Mathematics and Social Sciences Ethics Committee dated 23/08/2024 
and numbered 44; the study does not contain any ethical issues.

Measures
The current study adopted the Self-Presentation Scale (Michikyan et al., 2015) and the 
Media Literacy Self-Assessment Scale (MLSS) (Chang et al., 2011). The Self-Presentation 
Scale was originally developed for Facebook; however, it was adapted for Instagram 
usage in the current study. The Self-Presentation Scale involves 17 items that assess 
how adults present themselves in online contexts and the scale demonstrated strong 
psychometric properties(Michikyan et al., 2015). Their scale has been used for examining 
the relationships between identity coherence and online self-presentation (Michikyan 
et al., 2015). For instance, the item reflects the expression of authentic, intrinsic 
characteristics “I like myself and am proud of what I stand for, and I show it on my Facebook 
profile” . High scores on the scale specify a greater tendency towards the self-presentation. 
The MLSS evaluates participants’ media literacy level and contains 13 items. For example, 
the item “I use media for my learning tasks” assesses students’ ability to incorporate media 
into their educational activities. High scores on this scale reveal a higher level of media 
literacy among students (Chang et al., 2011).

The adaptation process of the scales initiated with translation. Firstly, both scales were 
translated into Turkish using the back-translation method, which helps ensure accuracy 
and contextual relevance in cross-cultural research (Brislin, 1970). Second, the translated 
versions were evaluated for cultural relevance by a panel of three specialists in media 
studies and digital behaviour. Third, a pilot test was administered with 30 students to 
assess clarity and reliability. Confirmatory factor analysis (CFA) was conducted for each 
scale using the maximum likelihood (ML) estimation method. The CFA results for the 
Instagram Self-Presentation Scale (ISPS) revealed acceptable overall fit indices (χ²/df = 
3.51; RMSEA = .090; CFI = .92; TLI = .90; SRMR = .066). Also, the Average Variance Extracted 
(AVE) value was estimated to be higher than 0.50 (AVE = .64), the model’s validity was 
confirmed. Additionally, composite reliability (ω = .979) and Cronbach’s alpha (α = .744) 
values were found to be high which indicates that the scale meets the necessary reliability 



73Erciyes İletişim Dergisi | Ocak/January 2026 Cilt/Volume 13, Sayı/Issue 1, 67-84

Semra Demirdiş The Impact of Media Literacy on Instagram Self-Presentation...

requirement. In addition, the CFA results for the MLSSshowed acceptable overall fit 
indices (χ²/df = 3.41; RMSEA = 0.09; CFI = .975; TLI = .967; SRMR  =  .019). The AVE value 
confirmed the validity of the model (AVE = .786). Additionally, the composite reliability 
(ω = .978) and Cronbach’s alpha (α = .980) values were calculated and both results met 
reliability requirement. As a result, both scales show strong psychometric properties. 
Both scales prove to be reliable and valid instruments for measuring, respectively, self-
presentation behaviours and media literacy among Turkish students.

Data Analysis
The data analysis was performed using SPSS version 29.0.2. Initially, descriptive statistics 
were employed to summarize the key characteristics of the sample. Then, kurtosis and 
skewness results along with Q-Q plot graphs were examined for normality in both scales. 
The kurtosis and skewness values for both scales were within the ±2 limits (George & 
Mallery, 2009), it is confirmed that no significant deviation from normality. Furthermore, 
the points on the Q-Q plots were close to the 45-degree reference line for both scales, 
further supporting the assumption of normal distribution. It was concluded that the data 
for both scales did not exhibit significant deviation from normality. Independent samples 
t-tests were carried out to explore gender differences in Instagram self-presentation 
and media literacy. One-way ANOVA tests were used to investigate how grade level and 
Instagram usage levels influenced responses on both scales. A regression analysis was 
performed to explore the association between media literacy and self-presentation on 
Instagram. 

Findings
In the descriptive statistics analysis, data (N = 307) were analysed to measure their 
media literacy and Instagram self-presentation behaviours. The mean score for the Media 
Literacy Self-Assessment (MLSA) scale was 3.54 (SD = 1.12) which indicates a moderate 
level of media literacy among the participants. The Instagram Self-Presentation (ISPS) 
scale showed a mean score of 3.57 (SD = 0.54) that suggests that participants reported 
a moderate level of self-presentation behaviour on Instagram. These results provide a 
general overview of the sample’s responses, setting the foundation for further analysis.

Table 1. Descriptive Statistics for Media Literacy and Instagram Self-Presentation Scales
N Mean S.E. S.D.

MLSA 307 3.54 .064 1.12

ISPS 307 3.57 .031 .54

Independent samples t-tests were conducted to find out gender differences on both scales. 
For the MLSA, the results showed a slightly significant difference between genders (t(305) 
= 1.64, p = 0.05). The male group (N = 193) had a higher mean score (M = 3.62, SD = 1.08) 
than the female group (N = 114, M = 3.40 (SD = 1.16). A significant gender difference was 
found For ISPS (t(305) = 3.13, p<0.001). Males (M = 3.64, SD = 0.54) exhibited higher 
self-presentation behaviours on Instagram than females (M = 3.45, SD = 0.52). Effect sizes 
were also computed for both scales. For MLSA, Cohen’s d = 1.11, indicating a large effect 
size, while for ISPS, Cohen’s d = 0.53, representing a medium effect size. These results are 
presented in Table 2, showcasing the significant gender differences in both scales.
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Table 2. Independent Samples T-Test Results for MLSA and ISPS by Gender
Gender Mean S.D. S.E. Mean t p d

MLSA
Male 3.62 1.09 0.08 1.64 0.05 0.19

Female 3.4 1.16 0.11 1.64 0.05 0.19

ISPS
Male 3.64 0.54 0.04 3.13 <.001 0.37

Female 3.45 0.52 0.05 3.13 <.001 0.37

A one-way ANOVA revealed whether students’ grade levels play a role ISPS scores or 
MLSA scores. Based on the results, no significant differences were found in both ISPS 
scores [F(3, 303) = 1.46; p = 0.23] and Media Literacy (MLSA) scores [F(3,303) = 0.86; p = 
0.46] based on grade level. Furthermore, post hoc Tukey HSD tests revealed no significant 
differences across grade levels for either scale. The effect sizes calculated for both scales 
were small. Specifically, for ISPS, the eta-squared was 0.01, suggesting a very small effect, 
and for MLSA, eta-squared was 0.002, indicating a negligible effect. These results suggest 
that grade level does not influence students’ Instagram self-presentation or their media 
literacy levels.

Table 3. ANOVA Summary Table with Effect Sizes for MLSA and ISPS Scores by Grade Level

Source of Variation Sum of Squares df Mean 
Square F p (Sig.) η²

MLSA BG* 3.233 3 1.08 0.86 0.46 0.01

MLSA WG** 379.558 303 1.25

MLSA Total 382.791 306

ISPS BG 0.361 3 0.12 0.41 0.75 0.00

ISPS WG 89.073 303 0.29

ISPS Total 89.434 306
*Between Groups ** Within Groups

The ANOVA results showed that there are no significant differences in MLSA scores across 
the four groups based on Instagram usage levels [F(3, 303) = 0.156; p = 0.926]. Similarly, 
there were no significant differences found in ISPS scores based on Instagram usage levels 
[F(3, 303) = 1.46; p = 0.23]. The effect sizes for both MLSA and ISPS were small, with Eta-
squared values of 0.002 and 0.014, respectively. As a result, the duration of Instagram 
usage did not significantly influence students’ media literacy or self-presentation on 
Instagram in this sample.

Table 4. ANOVA Summary Table with Effect Sizes for MLSA 
and ISPS Scores by Instagram Usage Levels

Source of Variation Sum of Squares df Mean 
Square F p (Sig.) η²

MLSA BG 0.591 3 0.20 0.16 0.93 0.00

MLSA WG 382.2 303 1.26

MLSA Total 382.791 306

ISPS BG 1.273 3 0.42 1.46 0.23 0.01

ISPS WG 88.161 303 0.29

ISPS Total 89.434 306

A regression analysis revealed the relationship between MLSA and ISPS. The model 
explained 21.9% of the variance in ISPS scores (R² = 0.219), with an adjusted R² of 0.217, 
specifying a moderate model fit. The ANOVA results for the regression model presented 
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that the association between media literacy and Instagram self-presentation was 
statistically significant [F(1, 305) = 85.734; p < 0.001] which indicate that the predictor 
variable (MLSA) significantly contributed to explaining variations in self-presentation 
behaviours on Instagram. The unstandardised coefficient for MLSA was 0.226 (B = 0.226, 
p < 0.001), and the standardised coefficient (Beta) was 0.468 which indicate a moderate 
to strong positive relationship between media literacy and Instagram self-presentation. 
These results indicate that higher media literacy levels are associated with more 
pronounced self-presentation behaviours on Instagram. As a result, the analysis reveals 
that media literacy plays a vital role in shaping Instagram self-presentation practices.

Discussion and Conclusion
This study set out to explore the relationship between media literacy and Instagram self-
presentation behaviours  among university students, alongside examining the potential 
influence of demographic factors such as gender, grade level, and Instagram usage 
duration. The findings shed light on how students engage with Instagram and the extent 
to which their media literacy competencies influence their self-presentation strategies.

Concerning the first research question, the findings suggested that students exhibited 
moderate to high levels of both media literacy and self-presentation behaviours. This 
finding is consistent with previous study which suggests that young adults (referred also 
as digital natives) hold high levels of media literacy due to their persistent interaction 
with technologies (Livingstone & Helsper, 2007). Also, the perceived levels of self-
presentation behaviours are in line with the work of Michikyan and his colleagues (2015). 
They highlighted self-presentation as a central part of online identity construction in the 
current digital environments. Both constructs showed moderate to high levels which 
means that students are not only active consumers of digital content but also strategically 
manage their online personas. This result reflects the growing importance of digital 
platforms in shaping personal and social identities. In these platforms, individuals 
manage their self-presentation to align with perceived social expectations and personal 
goals (Boyd, 2014).

For the second research question, which examined whether demographic factors such 
as  gender,  grade level, and  Instagram usage duration  influence media literacy and 
Instagram self-presentation, the results revealed no significant differences across these 
variables. Contrary to expectations and some previous studies (Chua & Chang, 2016; 
Michikyan et al., 2015),  gender did not emerge as a significant factor  influencing self-
presentation behaviours. This phenomenon can be linked to the evolving nature of digital 
spaces, where traditional gender norms tend to be less pronounced, and self-presentation 
has emerged as a universal behaviour exhibited by individuals irrespective of gender. 
The absence of significant differences based on grade level questions the assumption 
that academic progression promotes media literacy. This suggests that media literacy 
competencies may stop improving after reaching a certain level or that informal digital 
experiences outside the classroom have a more substantial influence (Buckingham, 
2007). In addition,  Instagram usage levels did not significantly affect media literacy or 
self-presentation behaviours among students. This finding is interesting as it denies 
earlier studies suggesting that increased duration of SM usage leads to higher engagement 
in impression management strategies (Yang & Bradford Brown, 2016). One possible 
explanation is that self-presentation is not solely dependent on the duration of Instagram 
usage but is influenced by deeper cognitive and psychological factors such as identity 
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exploration and social comparison tendency. These results indicate that demographic 
factors may be less influential than previously assumed, potentially due to the complex 
nature of online self-presentation.

In terms of the third research question, results indicated that media literacy significantly 
predicts self-presentation behaviours on Instagram. Specifically, students with higher 
levels of media literacy were more likely to engage in strategic and controlled self-
presentation on Instagram. This finding supports existing literature highlighting the 
essential importance of media literacy in managing online identities (Buck, 2012; Hobbs, 
2022). Media-literate individuals possess enhanced capabilities to manage the challenges 
of digital environments, enabling them to curate their self-presentation in ways that 
align with their personal and social goals. Furthermore, this result aligns with the study 
by Michikyan et al. (2015), which suggests that self-presentation in online contexts is 
influenced by individuals’ abilities to critically evaluate and manage digital content.

The positive association observed between media literacy and self-presentation 
behaviours may reflect the combined influence of cognitive awareness and social identity 
processes activated within digital environments. Individuals with higher media literacy 
possess a more sophisticated understanding of platform affordances, audience visibility, 
and impression management strategies, enabling them to regulate self-disclosure and 
strategically curate their online personas (Masur et al., 2021). This elevated awareness 
allows users not only to navigate privacy concerns but also to align their self-presentation 
with perceived social norms and personal goals. In addition, as digital platforms 
increasingly function as arenas for identity negotiation and social participation, media 
literacy provides users with the reflective capacity to navigate complex cultural and social 
norms that shape online behaviour (Moekotte et al., 2015). Through these processes, 
individuals with greater media literacy are better equipped to engage in self-presentation 
behaviours aimed at enhancing social visibility, managing audience perceptions, and 
constructing coherent digital identities.

The significant predictive association between media literacy and self-presentation 
behaviours also underscores the significance of integrating media literacy education into 
academic curricula. As digital platforms continue to shape how individuals construct 
and express their identities, fostering critical media literacy skills becomes essential for 
promoting responsible and authentic self-presentation practices. Moreover, this finding 
highlights the need to expand the idea of media literacy beyond traditional forms to 
contain  SM literacy, which encompasses capabilities regarding algorithmic awareness, 
digital footprint management, and online privacy.

In summary, the current study’s findings enrich the expanding body of literature on digital 
self-presentation and media literacy, highlighting the critical role of digital competencies 
in shaping how young individuals interact with Instagram. The analysis revealed that 
demographic factors, including gender and grade level, do not have a significant impact on 
media literacy or self-presentation behaviours. However, media literacy emerged as a key 
determinant in how students manage their online identities. These results underscore 
the essential role of combining media literacy education into academic curricula to 
promote healthier, more authentic self-representation practices in digital environments. 
To build on these insights, future studies should adopt longitudinal approaches to track 
the evolution of media literacy and self-presentation behaviours over time and assess the 
efficiency of targeted media literacy programs on students’ digital engagement.



77Erciyes İletişim Dergisi | Ocak/January 2026 Cilt/Volume 13, Sayı/Issue 1, 67-84

Semra Demirdiş The Impact of Media Literacy on Instagram Self-Presentation...

References 
Allahverdi, F. Z. (2022). Relationship between perceived social media addiction and social 

media applications frequency usage among university students. Psychology in the 
Schools, 59(6), 1075–1087. https://doi.org/10.1002/pits.22662

Bareket-Bojmel, L., Moran, S., & Shahar, G. (2016). Strategic self-presentation on Facebook: 
Personal motives and audience response to online behavior. Computers in Human 
Behavior, 55, 788–795.

Baumeister, R. F., Hutton, D. G., Mullen, B., & Goethals, G. R. (1987). Self-Presentation 
Theory: Self-Construction and Audience Pleasing. In Theories of Group Behavior 
(pp. 71–87). Springer.

Bennett, S., Maton, K., & Kervin, L. (2008). The ‘digital natives’ debate: A critical review of 
the evidence. British Journal of Educational Technology, 39(5), 775–786. https://
doi.org/10.1111/j.1467-8535.2007.00793.x

Boyd, D. (2014). It’s Complicated: The Social Lives of Networked Teens (1st ed.). Yale 
University Press.

Brislin, R. W. (1970). Back-Translation for Cross-Cultural Research. Journal of Cross-Cultural 
Psychology, 1(3), 185–216. https://doi.org/10.1177/135910457000100301

Buck, A. (2012). Examining Digital Literacy Practices on Social Network Sites. Research 
in the Teaching of English, 47(1), 9–38. https://doi.org/10.58680/rte201220670

Buckingham, D. (2007). Digital Media Literacies: Rethinking Media Education in the Age 
of the Internet. Research in Comparative and International Education, 2(1), 43–55.

Carpenter, J. P., Morrison, S. A., Craft, M., & Lee, M. (2020). How and why are educators 
using Instagram? Teaching and Teacher Education, 96, 103149. https://doi.
org/10.1016/j.tate.2020.103149

Çat, A. K., & Aydın, B. (2023). Sosyal Medyada Dijital Kimlik İnşası: Instagram 
Kullanıcılarının Biyografi Yazılarının Cinsiyet ve Kuşak Kategorisine Göre İçerik 
Analizi. Academic Knowledge, 6(2), 219–233.

Chang, C.-S., Zhi-Feng, E., Lee, C.-Y., Hu, D.-C., & Lin, C.-H. (2011). Developing and Validating 
a Media Literacy Self-Evaluation Scale (MLSS) for Elementary School Students. In 
TOJET: The Turkish Online Journal of Educational Technology (Vol. 10).

Cho, H., Cannon, J., Lopez, R., & Li, W. (2024). Social media literacy: A conceptual 
framework. New Media & Society, 26(2), 941–960.

Chua, T. H. H., & Chang, L. (2016). Follow me and like my beautiful selfies: Singapore 
teenage girls’ engagement in self-presentation and peer comparison on social 
media. Computers in Human Behavior, 55, 190–197.

Cortesi, S. C., Hasse, A., Lombana, A., Kim, S., & Gasser, U. (2020). Youth and Digital 
Citizenship+ (Plus): Understanding Skills for a Digital World. SSRN Electronic 
Journal. https://doi.org/10.2139/ssrn.3557518

Daneels, R., & Vanwynsberghe, H. (2017). Mediating social media use: Connecting parents’ 
mediation strategies and social media literacy. Cyberpsychology, 11(3).



78 Erciyes İletişim Dergisi | Ocak/January 2026 Cilt/Volume 13, Sayı/Issue 1, 67-84

The Impact of Media Literacy on Instagram Self-Presentation... Semra Demirdiş

DeVito, M. A., Birnholtz, J., & Hancock, J. T. (2017). Platforms, People, and Perception: 
Using Affordances to Understand Self-Presentation on Social Media. Proceedings 
of the 2017 ACM Conference on Computer Supported Cooperative Work and Social 
Computing, 740–754. https://doi.org/10.1145/2998181.2998192

Dong-Hun, L. (2010). Korean Consumer & Society: Growing Popularity of Social Media 
and Business Strategy. SERI Quarterly (Seoul), 3(4), 112. 

Ellison, N. B., Steinfield, C., & Lampe, C. (2007). The Benefits of Facebook ‘Friends:’ 
Social Capital and College Students’ Use of Online Social Network Sites. Journal of 
Computer-Mediated Communication, 12(4), 1143–1168. https://doi.org/10.1111/
j.1083-6101.2007.00367.x

Fondevila-Gascón, J.-F., Gutiérrez-Aragón, Ó., Copeiro, M., Villalba-Palacín, V., & Polo-López, 
M. (2020). Influence of Instagram stories in attention and emotion depending on 
gender. Comunicar (Huelva, Spain), 28(63), 41–50.

Gelo, O., Braakmann, D., & Benetka, G. (2008). Quantitative and Qualitative Research: 
Beyond the Debate. Integrative Psychological & Behavioral Science, 42(3), 266–
290.

George, D., & Mallery, P. (2009). SPSS for Windows step by step: a simple guide and 
reference : 16.0 update (9th ed.). Pearson Education/A & B. 

Goffman, E. (1990). The presentation of self in everyday life. Penguin. https://go.exlibris.
link/TqNNqpc8

Gray, L. (2018). Exploring how and why young people use social networking sites. 
Educational Psychology in Practice, 34(2), 175–194.

Guha, S., & Birnholtz, J. (2013). Can you see me now?: location, visibility and the 
management of impressions on foursquare. Proceedings of the 15th International 
Conference on Human-Computer Interaction with Mobile Devices and Services, 
183–192.

Hargittai, E., & Micheli, M. (2019). Internet Skills and Why They Matter. In Society and the 
Internet. Oxford University Press.

Harris, E., & Bardey, A. C. (2019). Do Instagram Profiles Accurately Portray Personality? 
An Investigation Into Idealized Online Self-Presentation. Frontiers in Psychology, 
10, 871. https://doi.org/10.3389/fpsyg.2019.00871

Hernández-Serrano, M. J., Jones, B., Renés-Arellano, P., & Ortuño, R. A. C. (2022). Analysis 
of Digital Self-Presentation Practices and Profiles of Spanish Adolescents on 
Instagram and TikTok. Journal of New Approaches in Educational Research, 11(1), 
49–63. https://doi.org/10.7821/naer.2022.1.797

Hobbs, R. (2022). Media Literacy. In D. Lemish (Ed.), The Routledge International 
Handbook of Children, Adolescents, and Media (2nd ed., pp. 475–482). Routledge.

Hollenbaugh, E. E. (2021). Self-Presentation in Social Media: Review and Research 
Opportunities. Review of Communication Research, 9, 80–98. 

Huang, Y.-T., & Su, S.-F. (2018). Motives for Instagram Use and Topics of Interest among 
Young Adults. Future Internet, 10(8), 77.



79Erciyes İletişim Dergisi | Ocak/January 2026 Cilt/Volume 13, Sayı/Issue 1, 67-84

Semra Demirdiş The Impact of Media Literacy on Instagram Self-Presentation...

Indika, D. R., & Jovita, C. (2017). Media Sosial Instagram Sebagai Sarana Promosi Untuk 
Meningkatkan Minat Beli Konsumen. Jurnal Bisnis Terapan, 1(1), 25–32. https://
doi.org/10.24123/jbt.v1i01.296

Journell, W. (2019). Unpacking fake news: An educator’s guide to navigating the media 
with students. Teachers College Press.

Kemp, S. (2021, January 21). Digital 2021: The Latest Insights Into The ‘State Of Digital’. 
We Are Social.

Kemp, S. (2024, October 23). Digital 2024 October Global Statshot Report. We Are Social.

Kurt, A., & Kürüm, D. (2010). Medya Okuryazarlığı ve Eleştirel Düşünme Arasındaki İlişki: 
Kavramsal Bir Bakış. Mehmet Akif Ersoy University Journal of Social Sciences 
Institute, 2, 20–34. 

Lang, C., & Barton, H. (2015). Just untag it: Exploring the management of undesirable 
Facebook photos. Computers in Human Behavior, 43, 147–155.

Litt, E., Spottswood, E., Birnholtz, J., Hancock, J. T., Smith, M. E., & Reynolds, L. (2014). 
Awkward encounters of an ‘other’ kind: collective self-presentation and face 
threat on facebook. Proceedings of the 17th ACM Conference on Computer 
Supported Cooperative Work & Social Computing, 449–460. https://doi.
org/10.1145/2531602.2531646

Livingstone, S. (2003). The changing nature and uses of media literacy Sonia Livingstone. 
In The changing nature and uses of media literacy. Department of Media and 
Communications, London School of Economics and Political Science.

Livingstone, S. (2004). What is media literacy? Intermedia, 32(3), 18.

Livingstone, S., & Helsper, E. (2007). Gradations in digital inclusion: children, young 
people and the digital divide. New Media & Society, 9(4), 671–696. https://doi.
org/10.1177/1461444807080335

Masur, P. K., DiFranzo, D., & Bazarova, N. N. (2021). Behavioral contagion on social 
media: Effects of social norms, design interventions, and critical media literacy 
on self-disclosure. PLOS ONE, 16(7), e0254670. https://doi.org/10.1371/journal.
pone.0254670

McCosker, A. (2017). Data literacies for the postdemographic social media self. First 
Monday, 22(10). https://doi.org/10.5210/fm.v22i10.7307

Michikyan, M., Dennis, J., & Subrahmanyam, K. (2015). Can You Guess Who I Am? Real, 
Ideal, and False Self-Presentation on Facebook Among Emerging Adults. Emerging 
Adulthood, 3(1), 55–64. https://doi.org/10.1177/2167696814532442

Miller, D., Sinanan, J., Wang, X., McDonald, T., Haynes, N., Costa, E., Spyer, J., Venkatraman, 
S., & Nicolescu, R. (2016). How the World Changed Social Media (1st ed., Vol. 1). 
UCL Press. https://doi.org/10.14324/111.9781910634493

Moekotte, P. B. F., Brand-Gruwel, S., Ritzen, H. T. M., & Simons, P. R. J. (2015). Early school 
leavers’ attitudes towards online self-presentation and explicit participation. 
Computers in Human Behavior, 49, 171–184. https://doi.org/10.1016/j.
chb.2015.01.047



80 Erciyes İletişim Dergisi | Ocak/January 2026 Cilt/Volume 13, Sayı/Issue 1, 67-84

The Impact of Media Literacy on Instagram Self-Presentation... Semra Demirdiş

Narasimha Vao, B., David, V., & Kalyani, V. (2022). A Study on Positive and Negative 
Effects of Social Media on Society. Journal of Science and Technology, 7(10), 46–54. 
https://doi.org/10.46243/jst.2022.v7.i10.pp46-54

Palfrey, J., & Gasser, U. (2016). Born digital: How children grow up in a digital age. Basic 
Books.

Polanco-Levicán, K., & Salvo-Garrido, S. (2022). Understanding Social Media Literacy: A 
Systematic Review of the Concept and Its Competences. International Journal of 
Environmental Research and Public Health, 19(14), 8807.

Potter, W. J. (2018). Media literacy (9th ed.). Sage publications.

Radyo ve Televizyon Üst Kurulu (RTÜK). (2022). Gençlerin medya kullanımı ve dijital 
okuryazarlık araştırması.

Raut, V., & Prafulla, P. (2016). Use of Social Media in Education: Positive and Negative 
impact on the students. International Journal on Recent and Innovation Trends in 
Computing and Communication, 4(1), 281–285.

Ridout, B., & Campbell, A. (2018). The Use of Social Networking Sites in Mental Health 
Interventions for Young People: Systematic Review. Journal of Medical Internet 
Research, 20(12), e12244. https://doi.org/10.2196/12244

Schlenker, B. R. (1985). The Self and social life. In McGraw-Hill series in social psychology 
and personality. McGraw-Hill. https://cir.nii.ac.jp/crid/1130282270590115328

Schlosser, A. E. (2020). Self-disclosure versus self-presentation on social media. Current 
Opinion in Psychology, 31, 1–6.

Schreurs, L., & Vandenbosch, L. (2021). Introducing the Social Media Literacy (SMILE) 
model with the case of the positivity bias on social media. Journal of Children and 
Media, 15(3), 320–337.

Seidman, G. (2013). Self-presentation and belonging on Facebook: How personality 
influences social media use and motivations. Personality and Individual 
Differences, 54(3), 402–407.

Shane-Simpson, C., Manago, A., Gaggi, N., & Gillespie-Lynch, K. (2018). Why do college 
students prefer Facebook, Twitter, or Instagram? Site affordances, tensions 
between privacy and self-expression, and implications for social capital. Computers 
in Human Behavior, 86, 276–288. https://doi.org/10.1016/j.chb.2018.04.041

Stachowiak-Krzyżan, M. (2019). Social Media as a Source of Information About 
Universities Among Candidates for Studies. Marketing of Scientific and Research 
Organizations, 34(4), 65–88. https://doi.org/10.2478/minib-2019-0052

Strimbu, N., & O’Connell, M. (2019). The Relationship Between Self-Concept and Online 
Self-Presentation in Adults. Cyberpsychology, Behavior and Social Networking, 
22(12), 804–807.

Van Den Beemt, A., Thurlings, M., & Willems, M. (2020). Towards an understanding of 
social media use in the classroom: a literature review. Technology, Pedagogy and 
Education, 29(1), 35–55.

Van Dijck, J., & Poell, T. (2013). Understanding Social Media Logic. Media and 
Communication, 1(1), 2–14. https://doi.org/10.17645/mac.v1i1.70



81Erciyes İletişim Dergisi | Ocak/January 2026 Cilt/Volume 13, Sayı/Issue 1, 67-84

Semra Demirdiş The Impact of Media Literacy on Instagram Self-Presentation...

Vanwynsberghe, H., Boudry, E., & Verdegem, P. (2015). De impact van ouderschapsstijlen 
op de ontwikkeling van sociale mediageletterdheid bij adolescenten. Tijdschrift 
voor communicatiewetenschap, 43(1), 84.

Wohn, D. Y., & Spottswood, E. L. (2016). Reactions to other-generated face threats on 
Facebook and their relational consequences. Computers in Human Behavior, 57, 
187–194.

Xie, J., & Gallo, K. (2024). Is TikTok more addictive than other social media platforms: 
Perception versus reality. American Journal of Social Sciences and Humanities, 
9(2), 38–48. https://doi.org/10.55284/ajssh.v9i2.1147

Yang, C., & Bradford Brown, B. (2016). Online Self-Presentation on Facebook and Self 
Development During the College Transition. Journal of Youth and Adolescence, 
45(2), 402–416. https://doi.org/10.1007/s10964-015-0385-y

Yang, C., Calvin, A., Choukas-Bradley, S., Leurs, K., Manago, A., & Subrahmanyam, K. (2025). 
Online Self-Presentation and Identity: Insights from Diverse and Marginalized 
Youth. In Handbook of Children and Screens (pp. 245–252). Springer Nature 
Switzerland. https://doi.org/10.1007/978-3-031-69362-5_34

Yorisa, M., Rakhmi, B., & Nurfitria, B. A. (2021). Description of Self-Presentation Strategy 
in Students Social Media Instagram Active Users at Al-Azhar University Indonesia. 
European Journal of Psychological Research, 8(2), 31–43. 

 



82 Erciyes İletişim Dergisi | Ocak/January 2026 Cilt/Volume 13, Sayı/Issue 1, 67-84

The Impact of Media Literacy on Instagram Self-Presentation... Semra Demirdiş

The Impact of Media Literacy on Instagram Self-
Presentation Among University Students

Semra DEMİRDİŞ (Asst. Prof. Dr.)

Extended Abstract
This study investigates the effects of media literacy on university students’ self-
presentation behaviours on Instagram. The impact of the digital age has led to a shift in 
identity construction processes of individuals from traditional media to social media. 
Instagram is currently one of the most used social media applications among the youth, due 
to its focus on visuals. Goffman’s (1990) self-presentation theory uses a stage metaphor 
to describe an individual’s behaviour in social encounters, and it has also been used with 
social media. In online spaces, people have to form both a physical and a virtual identity 
to attract the different audiences that exist (Boyd, 2014). In this regard, media literacy 
is understood as the capability to qualitatively critique and engage in the presentation 
and reception of information, which more likely will affect self-presentation approaches 
(Buckingham, 2007; Livingstone, 2004). Media literacy motivates self-presentation not 
only as a consumer, but as a creator of content. Despite the growing scholarly attention 
to the consequences of media literacy on online behaviour, there still exists a paucity of 
studies focusing specifically on the effects of media literacy on visually-centred platforms, 
such as Instagram. This study seeks to fill this gap by assessing the influence of media 
literacy on self-presentation behaviours of users on Instagram.

As part of a quantitative approach, the current study focuses on a sample of 307 
undergraduate students from different universities across Türkiye. Participants 
are diverse in terms of age, gender, academic year, and the amount of time spent on 
Instagram. The data gathering was done via Google Forms. Two major measurement 
instruments were utilised: MLSS and ISPS. To analyse the construct validity of these 
both scales, Confirmatory Factor Analysis (CFA) was performed with Mplus 8.0 software. 
CFA results suggest that both scales were satisfactory fit and thus, both scales were 
successfully validated through CFA. The goodness-of-fit indices for the MLSSwere χ²/
df = 3.51; RMSEA = .090; CFI = .92; TLI = .90; SRMR = .066. For the Self-Presentation 
Scale, the indices were χ²/df = 3.41; RMSEA = 0.09; CFI = .975; TLI = .967; SRMR = .019. 
The selected measurement scales underwent analysis for validity and reliability which 
confirmed the instruments met the required standards. Data was then analysed using 
SPSS 29.0. The first steps involved calculating the sample’s demographic information 
through descriptive statistics. Differences were tested by independent samples t-test 
and one-way ANOVA concerning gender, academic year, and time spent on Instagram. 
The final analysis included regression analysis to assess the impact of media literacy on 
Instagram self-presentational behaviour.

Results indicate that participants’ media literacy and Instagram self-presentation 
scores fell within a moderate to high range. T-tests and ANOVA analyses showed no 
significant differences with respect to gender, academic level, or duration of Instagram 
use. Furthermore, no relevant association was made between academic achievement 
and media literacy, which implies that media literacy skills can be acquired without 
formal training (Buckingham, 2007). The most remarkable finding was that media 
literacy had a substantial predictive impact on Instagram self-presentation. Students that 
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possessed higher levels of media literacy engaged in more purposeful and controlled self-
presentation actions. These findings underscore the preeminent role of media literacy 
in the management of digital identity and its implications on self-presentation in social 
media.

The results also indicate that the consumption of digital media in everyday life may 
impact media literacy levels, and that people’s engagement with media content is a critical 
factor in acquiring these skills (Hobbs, 2022; Potter, 2018). The results highlight that 
media literacy is not only a scholarly skill, but also one that requires an individual’s active 
participation and reasoned judgement as a citizen in a digital world. For that purpose, it 
is important to promote and incorporate media literacy into educational curricula with 
an emphasis on encouraging learners to think critically about the information provided 
to them through digital technologies. Furthermore, there is a need to develop media 
literacy training aimed at enhancing the individual’s process of self-representation on 
social networking sites.

These findings from the study enrich the existing literature regarding media effects on 
social behaviour and also reveal the need for further study into the role media literacy 
has on social identity. Further development of media literacy skills empowers the 
individual to take charge of their digital identity. The impact of media literacy on the self-
presentation of an individual in the digital world is an area of study that this research fills 
and simultaneously raises new questions for other researchers. This work anticipates 
future research to focus on the interaction of self-presentation and media literacy 
across different cultures and levels and on different social media sites. Also, employing 
qualitative research methods may strengthen the understanding of people’s experiences 
of media literacy and self-presentation. These topics could help shape policy concerning 
digital literacy and encourage more responsible behaviour towards social media use. 
Additionally, the depiction underscores the concept that media literacy goes beyond 
simply engaging with media content; instead, enhancing these capabilities would enable 
users to mitigate the impact of psychological harm inflicted by social media and increase 
the effectiveness with which they use online platforms. Therefore, improving media 
literacy skills would be highly advantageous on a holistic scale. This research aids in 
the understanding of the processes of identity construction in the digital age by relating 
media literacy and self-presentation. Further research should address these issues in 
other sociocultural environments and with broader methodological frameworks.

Keywords: Media Literacy, Self-Presentation, Instagram, University Students, Social 
Media.
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