
 1 

 

 

 

 

 

 

Self-Objectification and Video Chatting: Exploring 

Trends in College Women  

 

Callie N. Surber 

Honors College and Department of Social Work, University of Wyoming 

Professor Kirsten Havig 

May 7, 2021 

 

 

 

 

 

 

 

 

 

 

 



 2 

Self-Objectification and Video Chatting: Exploring 

Trends in College Women  

 In a social landscape dominated by Instagram, Snapchat, TikTok, and newly emerging 

social media platforms, people are perpetually surrounded by images of themselves and others. 

This is particularly salient among younger generations who are more active users of these 

platforms. Current dominant social media sites are based on images and videos, enforcing the 

proliferation of cultural beauty ideals and standards that influence users of these platforms. Users 

are prone to internalize these ideals and cultural standards of beauty and engage in upward 

appearance comparisons (comparing oneself to those perceived as more attractive). In studies 

focusing on women, these behaviors are linked to the practice of self-objectification (Feltman & 

Szymanski, 2017). According to researcher Kite (2017, 4:30), “Self-objectification is the process 

of monitoring your body from an outsider’s perspective. Picturing what you look like all day – 

even when no one is looking at you.” Self-objectification is shown to have a wide range of 

negative outcomes from depression to eating disorders (Cohen et al., 2018; Lamp et al., 2019). 

The trend of self-objectification and its link to social media usage is an important consideration 

in the year 2020 and 2021 where online video chatting services have become part of many 

people’s daily routines due to the COVID-19 pandemic. Video chatting services such as Zoom, 

Skype, and FaceTime are comparable to social media usage, in that they are image-based. 

However, they are unique in the opportunity to engage in self-objectification in real-time (Pfund 

et al., 2020). Many video chatting services show the user a reflection of themselves through the 

duration of a video call, creating a new experience and encouraging self-objectification and self-

surveillance.  

These trends are especially impactful on college students who now spend an 

unprecedented amount of time engaging with video chatting to continue their education. As 
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normal university operations shut down due to the COVID-19 pandemic, many schools adopted 

video chatting platforms to continue their course delivery to students. College students are now 

navigating the world of online classes through hours of video chatting each day, increasing the 

amount of time spent seeing one’s own reflection. These new opportunities may result in an 

increase of self-objectification and thus an increase in the negative outcomes that emerge from 

this behavior. The purpose of this study is to explore the relationship between video chatting 

usage and self-objectification in college women.  

Literature Review 

 To better understand the harms of self-objectification and its link to video chatting, an 

investigation of current literature on social media use and self-objectification is necessary. Much 

research on self-objectification has been conducted with study participants who identify as 

women. This an appropriate approach in accordance with objectification theory that suggests 

women and girls are socialized to view their bodies from the perspective of an observer, 

perpetuating the force of self-objectification (Fredrickson & Roberts, 1997). Objectification 

theory asserts that women and girls engage in this practice more often than other genders due to 

the internalized culture of female sexualization and objectification (Fredrickson & Roberts, 

1997).  

Moloney & Pelehach (2014) expand this idea highlighting that women are ubiquitously 

portrayed in American culture as the objects of sexual desire, encouraging the normalization of 

female objectification. Further, this trend is driven by the construction of socialized gender 

norms, enforcing the construct of gender binary roles such as dominant/submissive and 

masculine/feminine (Monloney & Pelehach, 2014). Trends of female objectification inflict the 

idea that a woman’s worth relies on her ability to fit into cultural beauty ideals, encouraging 

women to uphold gender norms and engage in self-objectification. According to Kite (2017, 



 4 

2:20) “Girls and women aren’t only suffering because of the unattainable ways beauty is being 

defined, they’re suffering because they are being defined by beauty. They are bodies first and 

people second.” This cultural norm deeply impacts women and plays a significant role in self-

objectification.  

Research on self-objectification and body satisfaction acknowledges the trend of female 

objectification by focusing on women. As such, the literature reviewed here, as well as this study 

itself, will also highlight the experiences of women. This is a key perspective and it is important 

to understand the impacts of video chatting and self-objectification on women specifically due to 

the pervasive nature of female objectification, as outlined above. Recent research on self-

objectification focuses on two main factors: specific social media behaviors and links to self-

objectification and the detriments and negative outcomes of self-objectification. Some studies 

reviewed below cover both of these categories. Importantly, a recent study linking self-

objectification and video chatting is discussed last.  

 Self-objectification has many negative outcomes experienced by girls and women. One of 

these outcomes is a disruption in social activism and reinforcement of gender status-quos. In a 

quantitative survey study, Calogero (2013) explores the relationship between self-objectification, 

gender-specific system justification, and gender-based social activism. Her study consisted of 50 

undergraduate college women psychology majors from the age range of 18-25. Results of the 

study indicate that higher rates of self-objectification correlated with higher rates of supporting 

“traditional” (or constructed) gender status quos, in turn successfully predicting lower rates of 

social activism (Calogero, 2013). While this study consisted of a relatively small sample size and 

homogenous group of participants, the trend of self-objectification and lowered social activism is 

reinforced in a second study by Calogero. This study consisted of 78 undergraduate college 

women ranging from 18 to 30 years old, and used an experimental mixed-methods survey 



 5 

framework (Calogero, 2013). Each participant was asked to envision a time they were sexually 

objectified and describe the situation. After doing so, researchers asked the participant to 

describe themselves with ten statements beginning with “I am.” Responses were coded for the 

number of statements that related to the participants physical appearance to measure their state of 

self-objectification. After completing these questions, participants filled out a social activism 

questionnaire to measure their engagement with gender-based activism (Calogero, 2013). Study 

results indicated that women who ranked higher on the self-objectification measure reported 

significantly less motivation to participate in gender-based social activism (Calogero, 2013). 

These findings highlight the noteworthy negative impact of self-objectification on social 

activism in college women. This trend is especially concerning as it demonstrates a decrease in 

advocacy for one’s own human rights and advancement, and the ability for self-objectification to 

perpetuate the subjugated status of women.  

 Research has also linked self-objectification to depression among female social media 

users. Lamp et al. (2019) conducted a comprehensive study on depression, selfie behaviors 

(photos taken of oneself), and self-objectification. Their quantitative online survey consisted of 

164 self-identified women participants from the ages 17 to 24. Participants answered questions 

on how often they manipulate photos before posting online, the number of selfies taken on 

average before selecting one to post, tendency to self-objectify by viewing themselves from an 

observer’s perspective, feelings of being deceptive online, and depressive symptoms (Lamp et 

al., 2019). Results indicated high levels of body surveillance (a form of self-objectification) and 

average reports of depressive symptoms in the mildly depressed range (Lamp et al., 2019). 

Notably, there was a high standard deviation of depression symptoms, indicating wide variation 

in all participants. 64.5% of participants reported taking between 2 and 12 selfies before 

choosing a photo to post (Lamp et al., 2019). Importantly, statistical analyses illuminated a link 
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between the number of selfies taken, body surveillance, and depression. Women who reported 

higher rates of self-objectification also reported taking a greater number of photos, and more 

depressive symptoms (Lamp et al., 2019). This link between self-objectification and depression 

indicates another critical outcome of self-objectification and its impacts on women.  

 In addition to the serious link of self-objectification and depression, research also 

demonstrates a relationship to eating disorders in young women. In a similar study, Cohen et al. 

investigate how selfie behaviors and engagement with social media sites are related to self-

objectification and disordered eating. Their cross-sectional self-report survey consisted of 259 

women ages 18 to 29 and was based in Australia. Additionally, 68% of study participants were 

current college students (Cohen et al., 2018). The selfie behaviors portion of the study 

investigated behaviors surrounding selfie taking such as how many photos are taken on average, 

how often photos are shared online, how long it took to choose the photo, and whether photo 

manipulation is utilized. Cohen et al. highlight the importance of considering these behaviors, as 

they may foster self-objectification by positioning women to scrutinize their image from the 

perspective of an observer (Cohen et al., 2018). Next, appearance concerns and self-

objectification measures were taken using questions related to thin-ideal internalization, body 

satisfaction, and frequency of body surveillance. Lastly, disordered eating concerns were 

addressed using questions related to thin ideals and bulimic ideations (Cohen et al., 2018). 

Results of the study indicate that self-objectification plays a moderating relationship between 

high levels of selfie photo investment (behaviors related to selfie taking and altering) and bulimia 

symptomology (Cohen et al., 2018). This relationship is particularly concerning as it emphasizes 

the fact that self-objectification may lead to extremely negative health impacts for women due to 

certain types of social media use. This study is key to consider, as selfies are closely related to 

viewing oneself in a video chatting platform. The results of this study support other research 
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findings that relay highly negative impacts of self-objectification often spurred by social media 

use.  

In a unique study, researchers Feltman & Szymanski explore the link between Instagram 

use and the impact of feminist beliefs on self-objectification and body surveillance. Their study 

utilized data from 492 female study participants, consisting largely of undergraduate college 

students (Feltman & Szymanski, 2017). Participants answered an online survey with sections on 

self-objectification and body surveillance, Instagram use behaviors, appearance comparison and 

internalization of cultural beauty standards, and feminist beliefs (Feltman & Szymanski, 2017). 

Data was analyzed for both mediating and moderating relationships. Results illuminated that 

internalized ideals of beauty and engaging in upward appearance comparisons mediated 

Instagram usage and self-objectification and body surveillance links (Feltman & Szymanski, 

2017). Meaning, participants who reported comparing their appearance to those who reflect 

cultural ideals of beauty on Instagram also reported higher levels of self-objectification and body 

monitoring behaviors. Interestingly, the study also revealed that participants with stronger 

feminist beliefs were less likely to engage in self-objectification and body surveillance (Feltman 

& Szymanski, 2017). These study results are unique in that they offer a possible remedy to self-

objectification, demonstrating that a strong feminist foundation decreases specific self-

objectification behaviors (such as body surveillance) in college women. Notably, results of this 

study further support the impact of visual social media use, such as Instagram and likely video 

chatting, on self-objectification behaviors among college women.  

 As noted above, appearance comparisons often facilitate self-objectification, with social 

media sites increasing the opportunity to engage in such comparisons. Fardouly et al. investigate 

this relationship and what types of comparisons (self to peers, self to family, self to celebrities, 

etc.) result in higher rates of self-objectification. Additionally, they investigated different types 
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of media sources such as magazines, television, and online media and their relationships to self-

objectification (Fardouly et al., 2015). The study was completed in 2015, with most references to 

online visual media being limited to Facebook. This source is comparable to the current 

dominant platforms of Instagram and Snapchat, with the possibility of impacts found in the study 

being exacerbated by the purely visual focus of current media. Their cross-sectional study 

utilized an online self-report questionnaire and had 150 female study participants from a U.K. 

university. Their ages ranged from 17 to 25 years old (Fardouly et al., 2015). The study 

measured the types and amount of media consumed, appearance comparison tendencies, what 

groups appearance comparisons occurred with (peer, celebrity, etc.), and participants’ level of 

self-objectification. Results demonstrate that online media usage was positively correlated with 

self-objectification and that appearance comparison mediated these relationships (Fardouly et al., 

2015). Further, appearance comparisons with peer groups strongly mediated online media usage 

and self-objectification (Fardouly et al., 2015). These findings highlight the impact of 

appearance comparison and self-objectification in traditionally college-age women. Furthermore, 

this study is key in considering self-objectification and video chatting, as peer appearance 

comparisons were most significant in the relationship between online media and self-

objectification. With the unique opportunity for real-time peer comparisons in video chatting 

college coursework, it is essential to study and understand these trends to avoid negative 

outcomes and health implications for college women.  

 In a pivotal study done during the COVID-19 pandemic and the upsurge in video chatting 

use, researchers Pfund et al. investigate the link between video chatting and self-objectification 

and appearance satisfaction. As noted by Pfund et al. (2020), video chatting is a unique platform 

and several factors may cause even greater impacts of self-objectification, including the fact that 

it may be required as opposed to voluntary, real-time self-observation can take place, and 
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simultaneous comparisons to others may occur. This study consisted of 438 female identifying 

participants of at least 18 years of age residing in the U.S. (Pfund et al., 2020). Participants 

completed an online quantitative survey that included measures of self-objectification, video 

chatting appearance comparison, and appearance satisfaction (Pfund et al., 2020). Findings of the 

study indicate that self-objectification moderates the relationship between total hours spent video 

chatting and appearance satisfaction (Pfund et al., 2020). Additionally, respondents who reported 

higher levels of appearance comparison had lower rates of appearance and body satisfaction 

(Pfund et al., 2020). These findings are consistent with research on self-objectification behaviors 

and lowered appearance satisfaction after exposure to social media (Pfund et al., 2020). 

Interestingly, participants who spent more time engaged with family on video chatting services 

also reported greater appearance satisfaction (Pfund et al., 2020). This research is key to consider 

in the current study, as it is the only known study to investigate self-objectification and video 

chatting.  

Summary and Importance of Study 

 Due to the COVID-19 pandemic, people are spending unprecedented amounts of time 

engaging in video chatting services for work, socialization, and education. Even in a post-

pandemic world, the use of video chatting services will remain highly salient. In accordance with 

objectification theory and its established relationship with social media behaviors, video chatting 

may facilitate increased self-objectification in college women (Pfund et al., 2020). Self-

objectification has been found to be a significant mediator and/or moderator in various social 

media behavior and appearance satisfaction relationships (Fardouly et al., 2015; Feltman & 

Szymanski, 2017). Research demonstrates that behaviors of self-objectification in college age 

(and older) women can result in devastating implications such as depression, eating disorders, 

and disruption to social activism (Calogero, 2013; Cohen et al., 2018; Lamp et al., 2019). With 
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the potential for higher risk behaviors in video chatting, such as real time appearance observation 

and comparisons, it is essential to expand the research and knowledge on self-objectification and 

video chatting to protect college women and understand the possible implications of video 

chatting. 

 This study aims to investigate the behaviors of traditionally aged college women 

engaging in video chatting services and the possible practice of self-objectification. The study 

will aim to answer the following research question: Is the use of video chatting services linked to 

behaviors of self-objectification in college women?  

Methods 

 As evidenced by the literature review, self-objectification has many negative outcomes 

and is highly facilitated by social media use behaviors. Utilizing video chatting services has 

become a daily routine for much of the population, including college students, and is projected to 

continue in popularity even in a post-pandemic world. This study is critical to understand the 

attitudes and potential challenges college women face in relation to video chatting use and the 

negative outcomes associated with self-objectification. 

Study Participants 

 Before distribution to participants, this study was approved by the University of 

Wyoming’s Institutional Review Board. Eligible research participants included graduate and 

undergraduate University of Wyoming students who identify as female and were between the 

ages of 18 and 25. Participants (n=170) were recruited through the honors college and social 

work email listservs as well as the honors college weekly newsletter.  

Sampling & Procedure 

 Participants were selected through a non-probability convenience sample (also called an 

availability sample). According to authors and researchers Rubin & Babbie (2017), availability 
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sampling utilizes research participants that are readily available to the researcher. This is an 

appropriate strategy to recruit students for the purposes of this small-scale student led research 

project. Additionally, the alternate route of utilizing a probability sample from the already small 

sample size of email listservs would reduce the number of students exposed to the survey, thus 

decreasing the response rate.  

 The survey was hosted online via the Qualtrics platform. Qualtrics includes a number of 

data analysis and collection features, allowing all data to be collected by Qualtrics. The survey 

design included closed-ended quantitative questions utilizing the Likert scale as well as “sliders” 

to allow participants to report percentages and hours. An online link to the study was generated 

and included in recruitment emails. The link took participants directly to the study where they 

could read an informed consent document including a description of the goals and purpose of the 

study, who is eligible to respond, and the risks and benefits to participating. This allowed 

students to have a thorough understanding of what they would be participating in. Additionally, 

researcher name and contact information as well as IRB contact information was listed in the 

informed consent. Students were informed of their right to leave the survey and discontinue 

consent at any time prior to submitting the survey, then they were given the opportunity to 

proceed and consent to the guidelines by clicking ‘next.’ An email was constructed informing 

students of the goals and purpose of the survey, who was eligible to complete the survey, and 

included a link to the ten-minute online survey. 

Measures 

 Measures included video chatting behaviors, self-objectification and self-surveillance, 

appearance comparison, and appearance satisfaction. Thanks to the researchers Pfund et al., the 

questionnaire created for the survey closely followed the design of a previous study conducted 

by Pfund et al. (2020) that was found to have good reliability. For the purposes of this study, 
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some questions were omitted and some were added. Participants were asked about their 

behaviors in relation to four different video chatting contexts including social, school/work, 

family, and romantic/dating calls. Respondents who did not report using video 

chatting/conferencing services for a specific context did not answer questions for that context. 

Questions included items such as “what percentage of the time do you look at yourself on the 

screen while participating in a [given context] video chatting/conferencing call?” and “how 

frequently do you compare your appearance to the appearance of others’ on your [given context] 

video chatting/conferencing calls?”  

Findings 

 In total, 170 online survey responses were received (n=170). All participants met the 

survey criteria (being a University of Wyoming student, identifying as female, and being 

between the ages of 18 and 25). Any unanswered questions were omitted from data analysis. As 

expected, 100% of respondents reported using video chatting services following the beginning of 

the COVID-19 pandemic. The dominant video chatting platforms were Zoom (98.77%), 

FaceTime (64.42%), and SnapChat video calling (33.74%). Of those who reported using Zoom, 

almost 10% said that they “always” use the touch-up filter feature and 85% said they never use 

it. Of the four given contexts for video chatting use, 98.77% of respondents reported use for 

school/work, 72.22% reported use for social purposes, 58.64% reported use for family purposes, 

and 11.73% reported use for romantic/dating purposes. The total time spent on daily video 

chatting/conferencing within each context was significant (see Table 1). School/work purpose 

ranked highest with an average of 3.52 hours spent daily and romantic/dating purposes ranked 

lowest with an average of .95 hours a day.  

 

 



 13 

Table 1 – Average time spent video chatting/conferencing per context 

Context Average hours spent 

video 

chatting/conferencing 

daily 

Minimum Maximum Standard 

Deviation 

Total 

users 

School/work 3.52 hours 1 hour 8 hours 1.64  160 

Social 1.22 hours 0 hours 7 hours 1.23 148 

Family 1.05 hours 0 hours 4 hours 0.67 108 

Romantic/dating 0.94 hours 0 hours 5 hours 1.30 48 

 

As reflected in Table 1, participants answered the question “If you currently use video 

chatting/conferencing services for this purpose, about how many hours a day do you spend on 

video chatting/conferencing services for [given context] purposes?” using a slider.  

School/work Context 

 Those who reported use of video chatting/conferencing for school/work purposes (n=160) 

overwhelmingly reported having 10 or more members on their calls (80.13%). 14.57% reported 

having 5-10 people on calls. Interestingly, self-surveillance behaviors rank highest in the context 

of school/work video chatting/conferencing. In response to a question asking, “what percentage 

of the time do you look at yourself on the screen while on a work/school video 

chatting/conferencing call?,” the mean response was almost half of the time (47.39%) with the 

maximum at 95% and minimum at 0% of the time (SD= 25.24). See Figure 1 for a comparison 

of these self-surveillance behaviors according to call contexts. The school/work context also had 

the highest frequency for prepping behaviors (doing hair, doing makeup, or getting dressed up in 

preparation for a video call) with 41.72% of respondents reporting that they “often” or “always” 

engage in these behaviors before a call. When asked if respondents ever feel poorly about their 
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appearance if they do not engage in these prepping behaviors, 1/3 women responded “often” or 

“always,” and 38.41% responded “sometimes.”  

 Appearance comparisons mark another self-surveillance and self-objectification behavior. 

Within the school/work context respondents reported the highest rates of appearance comparison. 

When asked “how frequently do you compare your appearance to others’ on your work/school 

video chatting/conferencing calls?” 92.05% of women reported behaviors of appearance 

comparison. Almost 17% reported always, 27.15% reported often, and 30.46% reported 

sometimes engaging in appearance comparison during calls. Additionally, almost 1/3 of women 

reported “often” or “always” feeling poorly about themselves due to their appearance during 

work/school calls. See Figure 2 for a comparison of video chatting contexts and feeling poorly 

based on appearance.  

Figure 1 – Self-surveillance behaviors  

 

Social Context 

 Respondents reported an average of 1.22 hours a day on video chatting/conferencing 

services for social purposes with a maximum of 7 hours and minimum of 0 hours. The social 
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context was the second highest ranking for self-surveillance behaviors. Respondents reported 

looking at themselves on screen an average of 45.18% of the time on social video 

chatting/conferencing calls with a maximum of 95% of and a minimum at 0% (SD= 23.44). 

Prepping behaviors were almost 10% less frequent than within the school/work context, with 

32.42% reporting “often” or “always” engaging in these behaviors prior to a call. Additionally, 

respondents reported “often” or “always” feeling poorly about their appearance if they do not 

engage in prepping behaviors about 24% of the time. Appearance comparison rates were lower 

than those in the school/work context with about 81% of respondents engaging in appearance 

comparisons at least “sometimes.” 17.11% of women reported “often” or “always” feeling 

poorly about themselves due to their appearance within the social context of video calling with 

about 43.24% reporting “sometimes.”  

Figure 2 – Self-objectification behaviors  
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chatting/conferencing for family purposes with a minimum of 0 hours and maximum of 4 hours 

(SD=0.67). Much lower rates of self-surveillance and self-objectification behaviors were 

reported when utilizing video chatting/conferencing for family purposes. The mean response for 

percentage of time spent looking at oneself on screen was 25.66% with a minimum of 1% and 

maximum of 74% (SD=18.29). Additionally, prepping behaviors were minimal with only 4.44% 

reporting “often” or “always” prepping for family video chatting calls. Similarly, a much lower 

percentage reported “often” or “always” feeling poorly about their appearance if they do not 

engage in prepping behavior (5.55%). Respondents are much less likely to compare their 

appearance to others on family calls with almost 56% reporting “never” engaging in appearance 

comparison. Only 2.22% reported “often” feeling poorly about themselves due to their 

appearance on family calls (0% chose “always”).  

Romantic/dating Context 

 Fewer questions were asked in the romantic/dating video chatting context due to the 

nature of these calls (likely one other person on these calls, fewer opportunities for appearance 

comparison, etc.). The mean response for percentage of time spent looking at oneself on screen 

was 37.72% with a minimum value of 5% and maximum of 81%. Prepping behaviors were 

greater than those within the family context with almost 37% reporting these behaviors “often” 

or “always” prior to a call. Almost 16% reported feeling poorly about their appearance if they do 

not engage in prepping behaviors. Rates of feeling poorly about oneself due to their appearance 

were low in this context with 0% reporting “always” and 5.26% reporting “often.” The majority 

(42.11%) responded that they “never” feel poorly due to their appearance while on 

romantic/dating calls.  
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Discussion 

Findings support the theory that video chatting/conferencing use is associated with self-

objectification behaviors in college women. These findings are consistent with research on self-

objectification behaviors after exposure to visual social media (Pfund et al., 2020). Significant 

levels of appearance comparison, prepping behaviors, negative self-image due to appearance, 

and self-surveillance were observed, especially in the school/work context. Findings reveal that 

video chatting/conferencing has potentially impacted college women and their behaviors of self-

objectification, which is linked to many negative outcomes. With such high reports of self-

objectification, self-surveillance, and negative attitudes relating to image, it is critical to consider 

the implications and further impacts that video chatting/conferencing may have on college 

women now and in the future.  

Rates of self-surveillance and self-objectification were highest in the work/school 

context. This is seen through prepping behaviors, appearance comparisons, feeling poorly about 

oneself due to appearance, and time spent looking at one’s own reflection on screen. Notably, 

these contexts included the highest average number of people on calls. Additionally, these rates 

may be due to the fact that these groups are often peers. This supports research done by Fardouly 

et al. that states peer to peer appearance comparisons via social media are most significant in the 

relationship between online media and self-objectification (Fardouly et al., 2015). This trend is 

reflected by the highest rates of self-surveillance, appearance comparison, and self-

objectification taking place within the context that is most likely to include large numbers of 

peers, as opposed to the family and dating/romantic contexts. Additionally, social contexts had 

the second highest rates of these behaviors, which likely also consist of a largely peer-based 

group.  
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The number of women who reported engaging in prepping behaviors and especially rates 

of feeling poorly about one’s appearance if they do not engage in these behaviors highlights a 

link to objectification theory. According to objectification theory, women are socialized to see 

their value often solely stemming from their appearance and internalize an observer’s view as 

their primary sense of physical self (Fredrickson & Roberts, 1997). Time spent looking at one’s 

own appearance and engaging in prepping behaviors was significant in this study, suggesting that 

women place significant value on how they appear to others. Additionally, a large portion of 

women reported feeling poorly about themselves due to their appearance, supporting trends of 

basing worth off of physical appearance. This relationship increases self-objectification 

behaviors, thus increasing associated risk factors for college women.  

Implications 

 Literature reviewed above suggest a strong relationship between self-objectification 

behaviors and negative outcomes such as eating disorders, depression, and decreased social 

activism (Calogero, 2013; Cohen et al., 2018; Lamp et al., 2019). The current study highlights 

and reinforces the link between video chatting/conferencing and self-objectification. With such 

critical outcomes related to self-objectification and the pervasive use of video chatting in modern 

life, it is critical for mental health counselors, social workers, and those who work with college 

women to be aware of this relationship and its potential impact on their clients’ health and self-

worth. Practitioners should understand that self-objectification issues are linked to serious 

physical and mental health conditions. To mitigate these adverse effects, practitioners may 

provide education to clients on how the use of video chatting may play into internalized cultural 

ideals and objectification. Additionally, offering clients relevant coping skills may assist clients 

in protecting themselves from self-objectification behaviors (Feltman & Szymanski, 2017). 

Implementing strategies that will support college women and offer tools to overcome the 
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socialized norm of self-objectification is essential to serving and empowering this population. 

One such strategy is outlined by Liss & Erchull (2015) in their findings of lower rates of body 

surveillance in college women who practice specific mindfulness techniques.  

Study limitations include a lack of statistical analysis linking specific video chatting 

behaviors to self-objectification measures. The nature of data analysis used in this study allowed 

for exploratory research but was limited in terms of t-tests and variable comparisons. 

Generalizability may be limited due to the use of a non-random sample and potentially biased 

results due to specific colleges being solicited to take the survey (social work and honors 

students).  

Future research should investigate the trend outlined by Feltman & Szymanski (2017) 

that found stronger feminist beliefs played a moderating role between Instagram use and self-

surveillance. This study suggests that feminist beliefs could play a key role in intervening with 

college women users of visual-media sources (such as Instagram and potentially video chatting) 

and behaviors of self-surveillance (Feltman & Szymanski, 2017). Further suggestions for future 

research include more complex statistical analysis to investigate the relationship between 

different types of variables. For example, testing the relationship between time spent looking at 

oneself on screen and appearance satisfaction measures. Additionally, future studies could 

investigate other genders and their relationship with self-objectification and potential associated 

risk factors such as disordered eating and depression (Pfund et al., 2020). Lastly, qualitative 

research approaches and interviews would meaningfully expand the knowledge on personal 

impacts of self-objectification and video chatting use by allowing researchers to investigate 

deeper relationships and self-esteem issues.  
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