Exploring the Relationship between Brand Engagement and Self-esteem among Adolescents on Facebook
Summary
The study will explore the relationship between brand engagement and self-esteem among adolescents on Facebook identifying the significance in understanding the impact of online social interactions on psychological well-being. The paper measures Brand engagement with the lens of a social comparison theory and perceived popularity of brands. The study will adopt a mixed method approach in which quantitative data will be collected through surveys from 100 adolescents and additionally qualitative data will include an in-depth interview from twenty-five participants will be collected. 
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Introduction
Facebook has become a dominant social networking platform for adolescents, offering a platform for self-expression and communication. However, concerns have been raised about the impact on adolescents ‘self-esteem, a crucial construct for psychological well-being. The study aims to explore the relationship between Facebook usage patterns and adolescent’s self-esteem, revealing the benefits and risks of online social interactions. This can help develop targeted interventions to promote positive outcomes and mitigate potential harms. The relationship between self-esteem and problematic Facebook use among 313 students at Foundation University Islamabad. Results showed that Facebook use is a popular hobby among youth, especially university students, and that self-esteem affects less problematic use. No gender difference was found in problematic Facebook use (Abrar-ul-Hassan & Safdar, 2022). A study on 2,349 Facebook users found that updating profiles and sharing personal content directly influences feedback frequency and intensity, with a positive link between positive feedback and perceived happiness and self-esteem (Marengo et al., 2021). Facebook behaviors promoting romantic relationships among adolescents, revealing monitoring as the most common behavior and relationship satisfaction as a moderating factor (Langlais et al., 2020). Facebook algorithmically infers users' interests and shapes news exposure. It uses survey data and interest categorization data to audit the algorithmic interest classification system. The results show that algorithmic sorting out users affects exposure to news and politics, with those algorithmically categorized as interested in news or politics more likely to receive such content (Thorson et al., 2021). Social media platforms like Facebook and Twitter influence political participation through distinct routes. Facebook's influence is more effective through strong-tie networks, while Twitter's is more effective through weak-tie networks. A 2014 cross-sectional survey on Chilean youths supports these hypotheses, emphasizing the importance of studying political behavior across different media platforms (Valenzuela et al., 2020) .
This study explores the link between teenage Facebook engagement and self-esteem, analyzing factors like interaction type, content consumption, and frequency, using a mixed-methods approach with quantitative surveys and qualitative interviews.
1. To determine how often and how intensely teenagers use Facebook
2. To find out how different aspects of Facebook use relate to teens self-esteem levels
3. To find out what variables like age, gender, and social support might moderate the relationship between Facebook use and self-esteem. The study aims to understand teenage social media usage’s impact on mental health, guiding the development of evidence-based interventions to promote positive online behaviour and healthy self-esteem. 
Literature Review
Existing Research on Brand Engagement and Self-esteem among Adolescents
Lee et al., (2020) stated that the impact of brand personality self-congruity (BPC) on brand engagement and purchase intention on Facebook. Results show that BPC positively influences brand engagement and purchase intention, with brand engagement partially influencing the relationship. Self-esteem also plays a role, with lower self-esteem users seeking brands that align with their ideal self-concepts (Lee et al., 2020). The study explores factors influencing Facebook brand page liking and commenting behavior among 269 18-32-year-olds, finding two modes of interaction as mediators, providing practical insights for marketing strategies (de Oliveira et al., 2016). The study explores the impact of appearance-related social comparison on social networking services (SNSs) on body esteem in European countries and South Korea. Results show that appearance comparison on Facebook negatively affects girls' body esteem in all European countries, but not in South Korea. Self-worth contingency on others' approval also negatively affects body esteem. The study highlights the importance of cultural contexts in understanding body image-related SNS use (Prieler et al., 2021). This study explores the relationship between self-esteem and consumer innovativeness in adolescents. It reveals two routes: individuation (need for uniqueness) and social network (social betweenness). The study found that a balance between these two factors is necessary for adolescents to be innovative. Age and gender also play a role (Gentina & Kratzer, 2020).
Adolescents' Engagement with Social Media: Trends and Patterns 
The study examined the impact of active private, passive private, and passive public social media use on adolescents' affective well-being. Results showed that different types of social media use rarely resulted in different effects within the same adolescent. Only one adolescent experienced the expected positive effect of active private and passive private use and negative effect of passive public use (Beyens et al., 2021). The study explores the relationship between social media motivations, engagement types, and body satisfaction and well-being among 1432 Australian adolescents. Results show mixed associations between motivations like information sharing, escapism, social interaction, and appearance feedback, and suggest the need for future research to consider these factors in understanding adolescents' social media usage (Jarman et al., 2021). The study examined exposure to body image content on social media platforms and potential eating disorder diagnoses among adolescents and young adult females. It found that 84% of participants had symptoms consistent with clinical/subclinical ED, with reduced quality of life and comorbid depression and anxiety. Only 14% had received treatment, with common barriers being believing the problem was not serious enough and self-help. The majority approved of harnessing technology for treatment (Fitzsimmons-Craft et al., 2020).
Empirical Studies Investigating the Relationship between Facebook Usage and Self-esteem
The relationship between social media and self-esteem is complex, with mixed patterns and small statistical effects. Most users don't affect self-esteem, while small minorities experience positive or negative effects. The true relationship is person-specific and based on individual susceptibilities (Cingel et al., 2022). The study explores the relationship between social media use, social comparisons, and self-esteem in young people's mental health. It found that overall levels of use and upward social comparisons independently predict variance in self-esteem scores, even after controlling for demographic and socioeconomic covariates. The study suggests that a shift away from single-platform data is critical for generalizing findings and addressing the limitations of existing studies (Tibber et al., 2020). The study by 370 university students from the University of Chittagong in Bangladesh examined the relationship between social avoidance/distress and self-esteem. Results showed that social media use partially mediated the relationship, while social avoidance/distress predicted self-esteem. However, self-esteem predicted social avoidance/distress, highlighting the need for further research on problematic social media use in Bangladesh (Ahmed et al., 2021). The relationship between text characteristics in branded Facebook image posts and consumer engagement and brand awareness. It found that text length, number of hashtags, and readability indices were positively associated with engagement and awareness metrics. The research contributes to understanding the role of text characteristics in social media and offers insights for brand communication and social media message strategies (Gkikas et al., 2022). Social media allows for non-reactive analysis of far right discourse, allowing for real-life discussions among supporters and enabling leaders to circumvent traditional news channels. This chapter reviews the methodological opportunities and challenges of using social media as a source of data, focusing on Twitter and Facebook discourses. It addresses research questions on differences within far right parties and how far right leaders moderate their ideological outlook (Muis et al., 2020). Over three billion active users worldwide use social networking sites (SNSs), with research exploring the relationship between SNS use and subjective well-being. Self-esteem, a part of self-concept, can be enhanced or deflated based on social cognitive processes, a buffer against harmful activities, and a self-motive. The relationship may differ based on individual differences and SNS type, with some studies finding higher self-esteem with more frequent use, while others find lower self-esteem with more frequent use (Saiphoo et al., 2020).  The study confirms the correlation between loneliness and self-esteem, which predict problematic social media and Facebook use. It suggests that these factors may be linked through self-presentation and extraversion, and identifies 6.0% of 'at-risk' Facebook users (ÇUTUK, 2021). Social media, including Facebook, Instagram, YouTube, Twitter, and LinkedIn, influences various behaviors across the lifespan. Judicious use benefits like increased social support and happiness, while excessive usage can lead to deteriorated psychological well-being. Problematic social media use (PSMU) is a prominent negative effect (Schivinski et al., 2020). 
The Influence of Facebook Engagement on Adolescents
The impact of Facebook addiction on performance and physical and social health in Malaysians. Data from 301 respondents revealed that the Big Five personality dimensions, including conscientiousness, openness to experience, extraversion, and neuroticism, are significantly related to Facebook addiction. The study also found that psychological well-being moderate’s certain personality dimensions' effects on Facebook addiction (Nikbin et al., 2021). Effects of social and entertainment needs on Facebook addiction, while recognition and information needs had no effect. Psychological well-being moderated the relationship between entertainment needs and Facebook addiction, while performance-approach goals positively influenced this relationship (Annamalai et al., 2020). The MMSMU framework offers a theoretical understanding of young people's social media use, focusing on activities, motives, and communication partners, providing empirical evidence and mechanisms for associations (Yang et al., 2021). A scoping review of 79 studies found that 94% were quantitative, with depression being the most studied aspect. Most studies focused on non-specified social network sites, with Facebook being the most studied. About 3/4 of the studies focused on social media and some aspect of pathology (Schønning et al., 2020).
Ethical Considerations and Future Directions for Research in Social Media and Adolescent Development
Adolescents' increased digital connectivity and usage of mobile devices and social media are raising concerns about mental health. A review of data from narrative reviews, meta-analyses, large-scale preregistered cohort studies, and intensive longitudinal assessments reveals conflicting associations between digital technology usage and adolescents' mental health, particularly depression and anxiety. The review suggests future research to improve mental health support in the digital age (Odgers & Jensen, 2020). The study explores the link between fear of missing out (FoMO) and emotional symptoms in 472 Italian adolescents, revealing increased sensitivity to stress from online peer neglect and negative reactions (Fabris et al., 2020). The study consolidates existing knowledge on cyberbullying on social networking sites through a literature review and analysis. It develops an integrative framework based on social cognitive theory, focusing on the triadic reciprocal relationships between perpetrators, victims, and bystanders (Chan et al., 2021).
Theoretical Framework
Social Comparison Theory
Social Comparison theory introduced through Leon Festinger in 1954 suggested that self-worth is determined through comparing oneself against others, impacting self-esteem on social media platforms like Facebook, promoting positive online experiences and well-being (Suls & Wheeler, 2012). 
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Figure 1 Conceptual framework (Created by Author)
Data Collection and Analysis
The study will adopt a sequential mixed-method approach to examine the relationship between Facebook engagement and self-esteem among adolescents. The research process will have two stages:
· Stage 1: Quantitative data will include close-ended survey questionnaires collected through 100 adolescents. Further this will be analysed using Structural equations modeling on SPSS and AMOS applications.
· Stage 2: Qualitative data will include in-depth interviews with 25 selected adolescents. Further this will be analysed using thematic analysis on Nvivo applications.
The study will target adolescents from the age with 13 till 20 years using Facebook, varying about the brand engagement levels to explore the relationship between brand engagement and self-esteem. Demographic variables like gender, socio-economic status, and cultural background will be considered in getting diverse perspectives of the participant.
This approach will provide a nuanced understanding of the complex interplay among Facebook engagement and self-esteem, enhancing the validity and comprehensiveness of the findings. 
Conclusion and Expected Findings
From the research we expect to understand how adolescents are effected by brands and how comparisons can lead to particular brand engagement and further understanding how it effect self-esteem among Adolescents on Facebook. 
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