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Abstract
Drawing on Uses and Gratifications Theory, this study investigates the link between social media self-disclosure and self-presentation, and perceived interpersonal benefits. Whereas self-disclosure involves communicating personal facts, self-presentation describes selectively using self-enhancing information to influence others’ impressions. We conducted a cross-sectional survey with participants from Brazil (n = 216) and Indonesia (n = 227), examining whether findings from predominantly individualistic samples generalise to collectivistic contexts. Taking the novel approach of considering self-presentation and self-disclosure simultaneously, we aimed to clarify their distinct contributions. Both were positively associated with perceived interpersonal outcomes: relationship maintenance, initiation, closeness, attention, validation, popularity, social support. An exploratory examination of behavioural dimensions (e.g., valence, honesty, intimacy) revealed further nuances and highlighted conceptual differences between the two. Our study extends previous literature by replicating findings in collectivistic contexts and furthers understanding of how social media behaviours support interpersonal goals.
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Statement of relevance
This study examines how everyday social media behaviours, such as self-disclosure and self-presentation, are associated with fulfilling relationship goals such as maintaining relationships, initiating new connections, and receiving validation. Using samples from Brazil and Indonesia, it demonstrates that these associations extend beyond Western contexts. The findings highlight consistent links between social media posting and perceived interpersonal connection and social recognition.

From Shares to Social Ties: Social Media Self-Disclosure, Self-presentation, and Social Benefits in a Collectivistic Cultural Setting
Modern computer-mediated communication began relying more heavily on social networking sites (SNS) with the emergence of popular platforms such as Facebook and Myspace in the early 2000s. By 2024, SNS had reached over 5 billion users (Statista, 2025), a figure unsurprising given the range of global (e.g., Instagram, TikTok) and national-level SNS platforms available. Despite their widespread use, debate continues over whether social media is ultimately beneficial or detrimental to individuals (Burke & Kraut, 2014). The present study examined outcomes of active SNS use (i.e., self-presentation and self-disclosure behaviours) in terms of perceived interpersonal and relational benefits.
Active Social Media Use: Self-disclosure and Self-presentation
We focused on posting as an active SNS use (Heyman et al., 2022), given its prevalence across social media platforms, differentiating between self-disclosure and self-presentation. Self-disclosure aids relationship development and promotes interpersonal closeness (Altman & Taylor, 1973) and refers to communicating personal information about the self to others (Johnson, 1981; Wheeless & Grotz, 1976), for example, by sharing one’s feelings, experiences, or opinions in a post (e.g., writing about a recent event). Considering the nature of social media posts, self-disclosed information is by default shared with large audiences (Utz, 2015), irrespective of closeness (Rains & Brunner, 2018). Contrastingly, self-presentation involves increased control and/or editing, and involves selecting information that creates favourable impressions to SNS audiences (Börsting & Trepte, 2025; Johnson, 1981), through self-enhancement; for example, users can carefully curate posts to appear successful, or use attractiveness-enhancing filters, overtly self-promoting. This is facilitated by platform affordances that allow planning ahead and extensive editing options at one’s own pace (Bij de Vaate et al., 2018; Börsting & Trepte, 2025).
Previous literature rarely delineates self-disclosure and self-presentation in SNS contexts (Șurariu et al., 2025). Schlosser’s (2020) narrative review highlighted features of online environments that differently facilitate these behaviours; for example, reduced non-verbal cues can increase reliance on self-disclosure to reduce uncertainty about interaction partners, whereas quantifiable audience feedback and asynchronous communication encourage self-presentation. However, research has rarely examined whether these behaviours are associated with distinct interpersonal outcomes. Instead, self-presentation has sometimes been treated interchangeably with self-disclosure, conceptualised as a motivational factor within the dual-factor model (Seidman, 2014), or implicitly framed as inauthentic self-disclosure (Lv et al., 2022). Therefore, it remains unclear whether self-disclosure and self-presentation behaviours have similar or distinct social consequences in online contexts. We address this gap by examining both behaviours simultaneously in relation to multiple social outcomes.
The Uses and Gratifications Theory Perspective
Literature shows that communicating through Facebook is positively associated with increased closeness and strength of interpersonal ties, beyond face-to-face interactions, phone calls, and emails, especially for non-family relationships (Burke & Kraut, 2014). Additionally, more frequent Instagram and Snapchat use is associated with positive in-person initial interactions, regarding liking others and making better first impressions (Heyman et al., 2022). We draw on Uses and Gratifications (U&G) Theory (Rubin, 2002), which conceptualises media users as active and engaging in media behaviours to satisfy specific needs/goals. In SNS contexts and directly relevant to this study, this translates to posting behaviours, such as self-disclosure and self-presentation, being intentional, functional, and goal-directed, aimed at obtaining social benefits. We include social outcomes reflecting the idea that social behaviours serve two types of goals (Zeigler-Hill et al., 2018): status goals (e.g., popularity) and affiliation goals (e.g., relationship maintenance). This goal-based distinction aligns closely with the dual-factor model of social media use, which states that SNS use is primarily motivated by need to belong (acceptance and affiliation) and self-presentational needs (making positive impressions; Nadkarni & Hoffman, 2012; Seidman, 2013).
Privacy concerns could make people reluctant to provide personal information on social media (Abramova et al., 2017) but expected benefits of self-disclosure sometimes outweigh the costs (Chang & Heo, 2014). Self-disclosure motives include need to belong (Winter et al., 2014), need for popularity (Chen et al., 2015), status and forming relationships (Castillo, 2020), gaining validation and support (Zani et al., 2022), and relationship maintenance (Krasnova et al., 2010). Consistent with these motivators, self-reported self-disclosure is generally associated with perceiving relational benefits, including friendship maintenance, social support, and belongingness (Lee et al., 2013; Pang, 2018). From the audience’s perspective, people felt increased emotional closeness towards frequent self-disclosers (Lin & Utz, 2017).
Self-presentation, in turn, is motivated by the need for approval, need to belong, or need for popularity, which are positively associated with dishonest self-presentation, strategic self-presentation, or profile enhancement (Mun & Kim, 2021; Utz et al., 2012). In terms of positive social outcomes, self-reported self-presentation is positively associated with perceived friendship development (Lee & Borah, 2020) and attention quantified through ‘likes’ and comments (Bareket-Bojmel et al., 2016), whereas dishonest self-presentation is positively associated with perceived popularity (Mun & Kim, 2021). At the same time, unlike self-disclosure, evidence points to potential interpersonal costs of self-presentation. Dishonest self-presentation is negatively associated with SNS feedback (Tian et al., 2023), and experimental work shows that profiles posting neutral daily-life content were rated as more likeable than self-presentational profiles and less interpersonally distant (Bai et al., 2024), suggesting self-presentation is less favourably evaluated from the audience’s perspective.
Posting behaviours also vary along self-disclosure dimensions, as evidenced in the literature. Quantitative dimensions include frequency and depth/intimacy of disclosed facts, whereas qualitative dimensions include valence (positivity vs. negativity) and honesty, describing how accurately self-disclosure reflects the self (Wheeless & Grotz, 1976). Dimensions of self-disclosure can be intentionally altered for the purpose of selective self-presentation (Kim & Dindia, 2011).
Prior literature suggests that these features are meaningfully associated with interpersonal outcomes. Positive posts are linked to increased likes and positive comments, possibly indicating attention and validation from audiences, as well as greater perceived connectedness (Burke & Develin, 2016; Utz, 2015), whereas negative posts receive longer, more supportive comments (Burke & Develin, 2016). Post intimacy is also positively associated with connectedness (Utz, 2015), though highly intimate posts may reduce social attraction when perceived as inappropriate (Lin & Utz, 2017). Lastly, honest posting is positively associated with perceived positive SNS feedback (Tian et al., 2023).
Cross-cultural Differences in the Link between SNS Behaviours and Social Outcomes
Most studies on interpersonal outcomes of self-disclosure and self-presentation have been conducted in Western, high-income, individualistic cultures. Liu et al.’s (2018) meta-analysis shows that two thirds of studies linking SNS use, self-presentation, and social support were from USA scientists; similarly, Șurariu et al.’s (2025) systematic review on social benefits of observable SNS self-disclosure and self-presentation found that little over half of the included studies were USA-based, with 68% overall from individualistic countries. Rather than implying an absence of research in non-Western contexts, this pattern reflects a strong concentration of evidence within U.S. and individualistic samples, suggesting the need to further examine findings’ replicability and generalisability in other cultural and/or socio-economic contexts (Henrich et al., 2010). Although SNS affordances are likely consistent across countries, individual use and associated outcomes may vary. Individualistic cultures encourage self-expression, whereas collectivistic cultures prioritise relationships and group harmony (Markus & Kitayama, 1991), norms which can influence SNS behaviours and interpersonal goals. We examined the associations between social media self-disclosure and self-presentation and relational outcomes in middle-/low-income, collectivistic cultures, contributing evidence on the broader applicability of existing theories. We recruited participants from Brazil and Indonesia, countries described as collectivistic (Taras et al., 2012).
Social media use is widespread in both Brazil and Indonesia, with approximately 76% of the population in Brazil and 62% in Indonesia using social media, and users in both countries naming staying in touch with friends and family as their main reason for using SNS (Statista, 2026). Previous studies highlight that cultural norms may shape social media behaviours in collectivistic cultures. Furtado-Gilliam (2011) found that both USA (individualistic) and Brazilian (collectivistic) participants used SNS mainly to interact with friends and family; however, Brazilians reported feeling more in touch with their relations and expressed more support via social media. Similarly, Indonesian collectivistic values manifest on SNS through indirect self-disclosure, emphasis on social harmony and group activities, and privacy settings aimed at protecting the group (Rachman et al., 2025). Cross-cultural comparisons indicate that Indonesians self-disclose more often, with greater depth, and lower positivity than users in individualistic contexts, patterns associated with motivational factors such as need for popularity and need to belong (Ardi & Maison, 2014; Hasan & Wibowo, 2018). Notably, empirical research directly examining posting behaviours and their interpersonal outcomes in Brazil and Indonesia remains limited.
Previous social media literature has often focused on motivators of self-reported self-disclosure and/or self-presentation, with comparatively less emphasis on benefits of already-performed posting behaviours. Additionally, some studies examined audience impressions using simulated SNS profiles, rather than posters’ perspectives (Șurariu et al., 2025). Although these approaches provide experimental control, understanding posters’ perceptions of social outcomes remains important. Perceived network support and subsequent well-being (Lee et al., 2013) can influence users’ continued engagement with SNS platforms (Lin et al., 2021). The present study investigates posters’ perceptions of social outcomes resulting from their self-disclosure and/or self-presentation, considering both status-related and affiliation-related outcomes, building on and extending previous findings. The social outcomes of posting reflect theoretically distinct interpersonal goals; examining multiple outcomes allows for finer-grained assessment of the association between social media behaviours and perceived social experiences, beyond the single-outcome focus common in prior work. Additionally, considering fewer studies were conducted in non-WEIRD cultures (Henrich et al., 2010), we focus on participants from collectivistic, developing countries. We propose the following research question: what is the association between self-disclosure and self-presentation, and social rewards perceived due to posting, in collectivistic cultures?
The following hypotheses1 are informed by prior research conducted predominantly in individualistic cultural settings; we examine whether these associations extend to specific collectivistic contexts. Moreover, we build on prior work regarding Uses and Gratifications of SNS use, by examining self-disclosure and self-presentation simultaneously in relation to social outcomes. Consistent with evidence that social media use is associated with forming connections and initial interpersonal liking, we predict that self-presentation levels (H1a) and self-disclosure levels (H1b) will be positively associated with relationship initiation benefits. In line with research and theory linking self-disclosure to friendship maintenance, belonging, and interpersonal closeness (e.g., Altman & Taylor, 1973; Pang, 2018), we expect higher self-disclosure levels to be associated with increased relationship maintenance and closeness (H2a). However, evidence that strategic self-presentation can prompt scepticism from audiences, potentially weakening perceptions of closeness (e.g., Bai et al., 2024), suggests its potential interpersonal costs; thus, we anticipate that higher levels of self-presentation will be associated with decreased relationship maintenance and perceived closeness (H2b), particularly in collectivistic cultures that value social cohesion over self-promotion. Given prior evidence linking self-presentation to increased popularity and attention from others (e.g., Bareket-Bojmel et al., 2016; Mun & Kim, 2021), we predict that self-presentation will be positively associated with perceived popularity, attention, and validation benefits (H3). Lastly, consistent with prior findings linking disclosure to supportive network responses (e.g., Lee et al., 2013), we expect self-disclosure to be positively associated with perceiving more support from one’s network (H4). In addition to the listed hypotheses, we conduct several exploratory analyses, examining posts characteristics (i.e., emotionality, honesty, intimacy, positivity, negativity, use of filters, tagging of others) in relation to perceived social benefits. Details on exploratory analyses are provided in Supplementary materials. 
Method
	The present study was part of a larger project investigating associations between personality traits, social media use, and interpersonal outcomes. We collected data between October 2024 and January 2025 via Besample (www.besample.app), which provides non-probability, opt-in samples. The project was pre-registered on Open Science Framework (https://osf.io/dfv2q/overview). We used the STROBE cross sectional checklist when writing our report (von Elm et al., 2014).
Participants
	A post-hoc power analysis using G*Power (Faul et al., 2009) suggested that 400 participants provide 81% power for small cross-sectional effects. The study received ethics approval from the University of Southampton Ethics Committee (ERGO number: 99739), and participants received monetary compensation upon study completion. Participants had to be over 18 years old, speak English, and have an active social media account. Data was collected from 508 participants; we excluded 60 participants for failing both attention checks, and five for not having an SNS account.
	The final sample consisted of 443 participants, all identifying as either female (n = 263) or male (n = 180). Based on country of participation, 216 participants were from Brazil, whereas 227 were from Indonesia. Participant age ranged between 18 and 66 years old (M = 32.10, SD = 8.87), with 5 participants not reporting age. Most participants chose Instagram as their preferred SNS (n = 213), followed by Facebook (n = 86), TikTok (n = 52), YouTube (n = 39), X (n = 34), or other options. The average length of having an account on their preferred SNS was 8.41 years (SD = 4.35), with a median of 500 ‘friends’/followers. We provide detailed sample characteristics by country in Table S1 of Supplementary materials.
Procedure
	The study involved completing a 10-minute Qualtrics survey after providing informed consent. Questions covered demographic information, general SNS self-presentation and self-disclosure, posting behaviour on the preferred SNS in the past month, and social outcomes perceived from posting2. The survey ended with a Debriefing Statement. Participants who did not fail both attention checks received monetary compensation for study completion.
Measures
Demographics and Social Media Use
	Participants reported demographic information, including age, nationality, and religious affiliation (open-ended), country of participation (dichotomous choice), gender (male, female, non-binary, ‘prefer not to say’, or an open-ended option) and relationship status (single, dating, committed relationship, cohabiting, married/civil partnership, or an open-ended option). We also included questions on general social media use, specifically about participants’ preferred SNS platform (e.g., frequency of posting, frequency of checking SNS, number of ‘friends’/followers, time having account).
Posting Behaviour
	Participants considered their social media posts from the past month, answering questions regarding their nature; all items referred to their indicated preferred SNS. Participants rated the intimacy and honesty of posts from 1 to 3 (e.g., “how honest were your posts?”), and negativity, positivity, and emotionality of posts from 1 to 4. Additionally, we asked about use of filters (“If your posts included photos, did you use special effects and/or filters?”), and picture content (“If your posts included photos, what would the content most often be?”). Lastly, we asked if posts usually included tags of other people and/or SNS pages.
Honest Self-disclosure
	We used items adapted from the honesty-accuracy factor in Wheeless and Grotz’s (1976) Self-disclosure Scales to assess honesty of SNS self-disclosure; initial reported internal consistency for this factor was α = .74. Participants considered the past month when responding to four items: “I am sincere when I reveal my own feelings and experiences on social media”, “My self-disclosures on social media are accurate reflections of who I really am”, “On social media, my statements about my feelings, emotions, and experiences are accurate self-perceptions”, and “I am honest in my self-disclosures on social media”. Agreement with the items was measured on a 7-point Likert scale (1 = do not agree at all, 7 = completely agree). We computed a self-disclosure index as the mean score across items. Reliability for this measure in the present study is reported in Table 1, along with descriptive statistics and reliabilities for all predictors and social outcomes used in analyses.
Self-presentation
We measured self-presentation with three items previously proposed by Krasnova et al. (2010): “I try to make a good impression on others on social media”, “I try to present myself in a favourable way on social media”, and “Social media helps me to present my best side to others”. Krasnova et al. (2010) reported good internal consistency (α = .86) and convergent validity (AVE = .75) for this scale, along with correlations in the expected range with related constructs (e.g., self-disclosure, r = .24). Participants considered the past month and rated their agreement with the items on a 7-point Likert scale (1 = do not agree at all, 7 = completely agree). We calculated the mean of all items to obtain an index self-presentation score.
Social Outcomes
	We included 31 items covering social outcomes perceived due to posting in the past month. We created this list inspired by scales in the literature (e.g., Hollenbaugh & Ferris, 2014; Malik et al., 2016; Menon, 2022) and based on outcomes of social media posting previously identified in the literature (Șurariu et al., 2025). Ten items were reverse-coded. Because this scale has not been previously validated in the current form, evidence of reliability and validity is limited to the present study. The items cover seven social outcomes: relationship initiation (4 items, e.g., “I made new friends”), relationship maintenance (4 items; e.g., “I felt part of a group”), popularity (7 items; e.g., “I felt liked”), receiving attention (3 items; e.g., “I received a great deal of attention”), validation (8 items; e.g., “I felt accepted”), closeness (3 items; “I felt closer to my friends”), and support (2 items; e.g., “I received support when I needed it”). Consistent with the theoretical distinction between affiliation/belonging goals and status/self-presentational goals, relationship initiation, relationship maintenance, closeness, and support capture affiliation-related outcomes, whereas popularity, validation, and receiving attention capture status-related outcomes. Participants expressed agreement with the items using an 8-point Likert scale (1 = not at all, 8 = very much); for each social outcome, we calculated an average score across all corresponding items. An open-ended question allowed participants to list other social outcomes perceived due to posting. We conducted an exploratory factor analysis (EFA) on the 31 items. The resulting factor structure did not clearly map onto the theoretically proposed subscales (see Supplementary materials, Table S2); however, we conducted the analyses using the pre-registered subscales and in line with conceptual distinctions between outcomes.
Data Analysis
	We conducted analyses using IBM SPSS Statistics, version 29.0 (IBM Corp., 2022). To examine associations between self-disclosure and self-presentation predictors and social outcomes, we ran regression analyses. For each social outcome, we tested the two predictors separately to understand their individual roles. We then included both predictors in multiple regression models to clarify unique contributions. Consistent with our pre-registration, we handled missing data by using pairwise deletion.
Results
Preliminary Analyses
Prior to data analysis, we checked distributions’ normality using the ±2 skewness and ±7 kurtosis non-normality thresholds following recommendations in the literature (West et al., 1995). Most variables were normally distributed, except for participants’ number of SNS ‘friends’/’followers’; this variable was log-transformed.
Next, we examined correlations between social outcomes to assess their empirical distinctiveness; these, alongside correlations between social outcomes and proposed predictors, are reported in Table 2. Our pre-registration proposed combining closeness and relationship maintenance, should they correlate above .70; we indicated the same for popularity, receiving attention, and validation. Correlations between popularity and receiving attention, and between closeness and relationship maintenance, respectively did not reach .70; therefore, we retained these outcomes as separate constructs, only combining validation and receiving attention. 
We tested whether social outcomes correlated with demographic factors or general SNS use variables. Results are reported in Tables S3 and S4 of Supplementary material. In cases of significant associations, we included the demographic/SNS variable in all relevant analyses concerning that outcome. 
Social Outcomes of Self-disclosure and Self-presentation
	We report the results of regression analyses, with self-disclosure and/or self-presentation as predictors of social outcomes. For each outcome, we specify control variables included in the models. We dummy-coded two demographic controls, gender (males coded as 0, females as 1) and country of participation (Indonesia coded as 0, Brazil as 1).
Relationship Initiation
	We first tested self-presentation as a key predictor, controlling for country of participation, frequency of checking SNS, frequency of posting, and number of 'friends'/'followers'. The model was significant, with higher engagement in self-presentation being associated with greater perceived relationship initiation benefits, supporting H1a. Additionally, participation from Indonesia, posting more often, and having more ‘friends’/’followers’ were positively associated with relationship initiation; the contribution of frequency of checking SNS was not significant. Statistical results for all regression models are reported in Table 3.
	Similarly, we examined self-disclosure as a key predictor, controlling for the same factors. The model was significant, increased engagement in self-disclosure being associated with greater perceived relationship initiation benefits, supporting H1b. We obtained similar results for the control variables.
Lastly, we included both self-disclosure and self-presentation in the same regression model, with the aforementioned control variables. Increased self-presentation and self-disclosure were both associated with greater perceived relationship initiation benefits, supporting H1b and H2a. The contribution of control variables was similar to the previous models.
Relationship Maintenance
We conducted a regression analysis with self-disclosure as the main predictor, controlling for frequency of checking SNS, frequency of posting, and number of ‘friends’/’followers’. This model was significant, self-disclosure being positively associated with perceived relationship maintenance benefits, thus supporting H2a. Additionally, posting more often and having more SNS friends were associated with greater relationship maintenance benefits; the contribution of frequency of checking social media was not significant.
	Similarly, we examined self-presentation as a key predictor, controlling for the same factors. The model was significant, and higher levels of self-presentation were associated with greater perceived relationship maintenance benefits, contradicting H2b. Posting frequency positively predicted relationship maintenance, whereas frequency of checking social media and number of ‘friends’/’followers’ were not significant predictors.
Lastly, we conducted a multiple regression with both self-disclosure and self-presentation as predictors, with the same controls. Increased self-presentation and self-disclosure were both associated with greater perceived relationship maintenance benefits, whereas the contribution of control variables was no longer significant.
Closeness
	We examined self-disclosure as the main predictor of closeness, controlling for age, gender, and posting frequency. The model was significant, and increased self-disclosure was associated with greater perceived interpersonal closeness, supporting H2a. Additionally, being older and posting more often were associated with greater perceived closeness; the contribution of gender was not significant.
	Similarly, we examined self-presentation as the main predictor of closeness, controlling for the same factors. The model was significant, self-presentation being positively associated with perceived interpersonal closeness, contradicting H2b. Furthermore, being older, being female, and posting more often were associated with higher perceived closeness.
Lastly, we included both self-disclosure and self-presentation as predictors of closeness, with the same control variables; the model significantly predicted perceived closeness. This was mainly driven by self-disclosure, which positively predicted perceived closeness even after accounting for other variables. Contrastingly, self-presentation did not have an independent association with perceived closeness when self-disclosure was considered. The result thus supports H2a but not H2b. The positive contribution of age and gender was still significant, but not that of posting frequency.
Popularity
	We examined self-presentation as key predictor of popularity, controlling for age, posting frequency, and number of ‘friends’/’followers’. Our model was significant, with engagement in self-presentation being positively associated with perceived popularity, supporting H3. Additionally, being older and posting more often were associated with greater perceived popularity. The contribution of the number of SNS ‘friends’/’followers’ was not significant.
We then tested self-disclosure and self-presentation as simultaneous predictors, with the same control variables. Both self-presentation and self-disclosure were positively associated with perceived popularity. The positive contribution of posting frequency remained significant; however, age and number of social media ‘friends’/’followers’ did not predict popularity.
Attention and Validation
	We examined self-presentation as a key predictor of the attention-validation composite, controlling for age, gender, posting frequency, and number of ‘friends’/’followers’. The model was significant, with increased self-presentation being associated with greater perceived attention and validation, thus supporting H3. Additionally, being older and being female were associated with perceiving more attention and validation from SNS. The contributions of posting frequency and number of ‘friends’/’followers’ were not significant.
Next, we tested both self-disclosure and self-presentation as predictors, with the same control variables. Self-presentation and self-disclosure were both positively associated with receiving attention and validation. Results for control variables were similar to the previous model. 
Social Support
	We examined self-disclosure as a key predictor of support, controlling for posting frequency. The model was significant, and engaging in more self-disclosure was associated with greater perceived support, supporting H4. Additionally, posting frequency was positively associated with perceived support.
Finally, we tested both self-disclosure and self-presentation as predictors, controlling for posting frequency. Self-disclosure was positively associated with social support, and self-presentation also made a smaller yet still significant positive contribution to the model. The contribution of posting frequency was no longer significant.
The Role of Posts’ Characteristics
	Results of exploratory analyses examining the role of specific posts characteristics in predicting social outcomes are reported in Tables S5–S7 of the Supplementary materials. Post characteristics significantly correlated with an outcome were included as predictors in the corresponding regression analyses, alongside self-disclosure, self-presentation, and control variables. 
Both self-presentation and self-disclosure positively correlated with intimacy, positivity, and emotionality in posts, whereas neither correlated with negativity. Additionally, self-disclosure was positively associated with honesty of posts; the correlation between self-presentation and honesty was not significant.
Increased positivity was associated with higher attention-validation, support, closeness, and popularity, beyond previously tested predictors. Increased negativity predicted lower levels of the same outcomes. Intimacy, emotionality, and honesty were not significant predictors of any social outcomes. Using photo filters was associated with higher perceived closeness and popularity, whereas tagging others in posts was associated with increased relationship maintenance benefits.
Discussion
The present study analysed the link between self-reported SNS self-disclosure and self-presentation, and interpersonal benefits perceived due to these behaviours. Findings from a collectivistic sample align with patterns reported in Western/individualistic contexts, offering preliminary evidence of the generalisability of SNS research and theory. We sought to novelly contribute to the literature by examining self-disclosure and self-presentation simultaneously, an uncommon approach, as previous studies typically examined one or the other without clear distinction. Both behaviours were positively associated with social benefits: initiating and maintaining relationships, closeness, popularity, receiving attention and validation, and social support. Overall, our findings align with U&G Theory (Rubin, 2002), highlighting that active SNS use (i.e., self-disclosure and/or self-presentation) is associated with positive social outcomes for the person posting. Consistent with the assumption that media users engage in goal-directed behaviours to obtain specific gratifications, these results suggest that posting behaviours can function as strategic interpersonal actions aimed at achieving relational outcomes. Thus, we provide empirical support for applying both the U&G framework and the dual-factor model to SNS posting and its perceived interpersonal consequences, showing that users can fulfil both self-presentational/status-related and belongingness/affiliation-related needs and goals on these online platforms (Nadkarni & Hoffman, 2012; Seidman, 2013; Zeigler-Hill et al., 2018).
Our findings align with previous research examining posters’ perspectives, finding positive associations between self-disclosure and relationship maintenance (Pang, 2018) and social support (Lee et al., 2013), as well as between self-presentation and friendship initiation (Lee & Borah, 2020) and popularity (Mun & Kim, 2021). Our study complements and extends findings on audience perspectives, which identified positive associations between self-disclosure and receiving attention (Baruh & Cemalcılar, 2015) and closeness (Lin & Utz, 2017); thus, SNS self-disclosure appears beneficial for relationships, both from self-discloser and audience perspectives. 
However, contrary to expectations, self-presentation was not detrimental to already-established relationships; alongside self-disclosure, it contributed to heightened perceptions of all-but-one social outcome; additionally, using filters, a possible self-presentation indicator, was positively associated with closeness. This contrasts with literature highlighting audiences’ preferences for honest, daily-life posts over enhanced content (Bai et al., 2024) and candid over flattering photos (Berger & Barasch, 2018). Our focus on posters’ rather than audiences’ perceptions points to potential discrepancies between posters’ views of self-presentation advantages and their audiences’ thoughts. Indeed, Choi and Taylor (2024) showed that people rate themselves as more socially attractive than their audiences do when posts are positive. Additionally, we did not differentiate self-presentation topics; whereas individualistic samples may emphasise personal qualities and achievements, collectivistic contexts may centre self-presentation around interpersonal topics (e.g., group membership). Thus, findings on social outcomes of self-presentation may need further exploration.
Our exploration of self-disclosure and/or self-presentation dimensions showed encouraging results. Participants who reported posting more positive content perceived interpersonal advantages such as closeness and popularity, complementing previous literature showing that audiences rate positive posters as more likeable (Qin et al., 2021; Rains & Brunner, 2018) and feel more connected to them (Utz, 2015), Likewise, those posting highly negative content reported lower social benefits; surprisingly, higher negativity was associated with lower perceived support, contrasting with studies showing that negative posts receive more informational and emotional support (Burke & Develin, 2016; Li et al., 2023). Our findings support the positivity bias on social media, whereby SNS favour positive self-disclosure over negative self-related content (Reinecke & Trepte, 2014); breaking this norm, therefore, can disadvantage users. Furthermore, our participants were from collectivistic cultures, which value group harmony and concern for others’ perceptions, over individual self-expression (Markus & Kitayama, 1991); negative posting may be viewed as burdening others or affecting social harmony, thus eliciting less support. Surprisingly, intimacy did not predict any outcomes, contrasting with literature showing that audiences feel closer to disclosers of intimate content (Utz, 2015) but rate them as less socially attractive (Orben & Dunbar, 2017); this further highlights potential perception differences between posters and audiences. Similarly, emotionality was not associated with social outcomes; emotion and its valence may overlap, with valence being sufficient in determining the impact of sharing emotions, a question which future research may seek to address.
Although self-disclosure and self-presentation were positively correlated, they did not overlap and therefore are not interchangeable forms of communication. Results on their association with posts’ honesty provide further support for existing differences between the two behaviours. Self-disclosure, which involves sharing personal facts about oneself with others (Johnson, 1981) was expectedly positively associated with posting honest content. However, self-presentation was not associated with honesty. Self-presentation may not necessarily imply dishonest posting, as false information could be questioned by those who already know the poster (Young & Quan-Haase, 2009), but selective sharing of content putting the individual in a positive light. After all, people may reveal true self-related information if it helps them make a good impression (Schlosser, 2020). Thus, our findings support treating self-presentation and self-disclosure as distinct SNS behaviours, rather than conceptualising self-presentation as a motivational factor for self-disclosure, or as an inauthentic form of self-disclosure (Lv et al., 2022; Seidman, 2014).
Implications
Our study could have important implications for promoting psychological well-being among SNS users. Although internet use is positively associated with life satisfaction and social well-being across the globe (Vuorre & Przybylski, 2024), SNS use / self-disclosure is also positively associated with well-being and happiness, through perceived social support and online responses (Lee et al., 2013; Zell & Moeller, 2018). Relationship initiation (Castillo, 2020), social support (Zani et al., 2022), belonging, affiliation, popularity (Chen et al., 2015; Utz et al., 2012; Winter et al., 2014), and approval (Mun & Kim, 2021) motivate self-disclosure and self-presentation; the present study shows that individuals can fulfil these social needs and goals. Therefore, awareness of social media’s potential to foster positive interpersonal relationships may have advantages and long-term implications for individuals. Furthermore, people who struggle with offline interactions may gain the most from SNS use and self-disclosure, with asynchronous communication making this environment more comfortable for developing and maintaining connections (Desjarlais, 2022).
Social media may be particularly useful in contexts of forced distance between users. Li et al. (2022) showed that internet use benefits communication with family among migrants; social media may contribute to these positive effects in long-distance communication, including long-distance romantic relationship maintenance (Billedo et al., 2015). Similarly, social media use and self-disclosure were associated with reduced loneliness and perceived social connectedness during the COVID-19 pandemic (Latikka et al., 2022; Wu-Ouyang & Hu, 2022).
These implications could also be important to SNS stakeholders, considering users return to platforms that have previously provided supportive environments (Lin et al., 2021), social advantages, and social well-being (Huang, 2016). Additionally, the study may provide strategies for both enhancing social interactions and avoiding potential long-lasting unwanted effects, considering SNS information is usually available to broad audiences, easily found and shared, and potentially difficult to permanently remove from online environments (Bij de Vaate et al., 2018). Platform design and policies shape what users choose and are able to share; therefore, SNS policy makers and designers may choose to develop these networks to promote self-expression, while protecting privacy and reducing harmful interactions. Identifying culturally specific SNS patterns can inform culturally responsive policies and designs, ensuring understanding and support across communities. Lastly, Li et al. (2022) found that the benefits of internet use for interpersonal interactions are stronger among individuals with better online skills. Thus, SNS companies could incorporate features that promote digital literacy, helping users navigate self-disclosure and self-presentation in ways that enhance interpersonal connections and ultimately psychological well-being.
Limitations and Future Directions
The study has several limitations. Firstly, the cross-sectional design prevents any conclusions on causality; although the associations between variables are informative, we cannot determine with certainty whether perceived social benefits resulted from self-disclosure and/or self-presentation, or other behaviours and/or SNS functions. Secondly, the study fully relies on self-report data, which may be prone to common self-report biases, such as misinterpretation or desirable responding. Moreover, because participants did not complete the questionnaire in their native language, further misinterpretation could have occurred due to comprehension issues, language proficiency, and cognitive load. Thirdly, although most scales demonstrated good reliability (α > .75), two social outcome measures (closeness and support) had low internal consistency. This is unlikely to reflect participant inattentiveness or general response biases, as other social outcome measures containing reverse-coded items (popularity and attention-validation) demonstrated good reliability. Instead, lower reliability is likely attributable to small item numbers and imbalanced item wording, in addition to severely skewed distributions in negatively worded items. The negative alpha observed for support further suggests that its items may not have been interpreted as reflecting a common construct. Therefore, results involving closeness and support outcomes should be interpreted with caution. Fourthly, although the social outcome constructs were theoretically distinct, exploratory factor analysis did not yield a clear factor structure corresponding to the proposed subscales. This may reflect conceptual overlap between relational benefits of social media use, or the relatively small number of items per construct. Future research may benefit from refining and validating this measurement framework using dedicated scale development procedures. Fifthly, although useful for providing preliminary insights, our findings concerning self-disclosure and/or self-presentation dimensions must also be interpreted with caution; single-item measures may lack reliability and may not capture sufficient detail about the concepts in question. Finally, although we provide results from non-Western, non-individualistic samples, we did not capture potential specific differences in outcomes of social media behaviours based on cultural background. For example, in collectivistic cultures, where group harmony and cohesion are emphasised, individuals may highlight group membership in SNS posts; such content may help maintain these relationships and increase closeness. By contrast, in individualistic cultures, posts may focus more on self-expression and individual achievements; these topics may be positively linked with receiving attention and validation for personal success. Future studies should conduct in-depth cross-cultural comparisons to address these questions. Other suggestions for future research include collecting participants’ real SNS posts, more clearly determining individual posting habits and their classification based on self-disclosure and/or self-presentation dimensions. Furthermore, we encourage longitudinal studies on this topic, tracking changes in perceived social benefits over time, and their associations with self-disclosure and self-presentation. Lastly, we propose conducting cross-platform comparisons to examine how platforms’ various norms, affordances, and audience scope influence SNS behaviour. Given the wide variety of preferred platforms and the uneven number of participants using each, separating analyses by platform to attempt identifying specific mechanisms was not appropriate in the current study.
Conclusion
	The present study explored the association between self-disclosure and self-presentation through social media, and perceived relational benefits of these behaviours, replicating findings predominantly established in individualistic countries within a collectivistic sample, thus supporting their broader applicability. Building on prior research on motives of social media use and audience perceptions, our study focused on several theoretically distinct social outcomes as perceived by the person posting. As expected, self-disclosure was positively associated with relationship enhancement (i.e., initiating and maintaining relationships, closeness), perceived support, but also with feeling popular and perceiving increased attention and validation from social media networks. Self-presentation was positively associated with popularity, receiving attention and validation; however, contrary to our expectations, it was also positively associated with maintaining relationships. The role of self-disclosure and/or self-presentation dimensions was also explored: increased positivity was positively associated with social benefits, whereas increased negativity showed negative links to the same outcomes; surprisingly, intimacy, honesty, and emotionality of posts were not associated with any social outcomes. Beyond replicating and expanding previous findings on interpersonal outcomes of SNS behaviours, we brought a novel contribution to the literature by considering self-disclosure and self-presentation simultaneously and further evidencing subtle differences between the two concepts.
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Footnotes
1The hypotheses test the same associations as hypotheses H1a-H2b in our pre-registration. We re-ordered their content to improve manuscript structure and clarity.
2The survey also included personality measures of narcissism and attachment style, which were proposed predictors as part of the larger research project but were not a focus of the present paper.
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Table 1
Descriptive statistics and reliabilities
	
	M
	SD
	Range
	α

	Self-disclosure
	5.15
	1.43
	1–7
	.88

	Self-presentation
	4.99
	1.50
	1–7
	.84

	Relationship initiation
	4.66
	1.73
	1–8
	.77

	Relationship maintenance
	5.15
	1.75
	1–8
	.85

	Closeness
	5.57
	1.67
	1–8
	.59

	Popularity
	4.87
	1.37
	1–8
	.76

	Attention-Validation
	5.37
	1.24
	1–8
	.81

	Support
	5.51
	1.48
	1–8
	-.05






Table 2
Correlations between social outcomes and predictors 
	
	1
	2
	3
	4
	5
	6
	7
	8

	1. Self-disclosure
	
	
	
	
	
	
	
	

	2. Self-presentation
	.35***
	
	
	
	
	
	
	

	3. Relationship initiation
	.41***
	.51***
	
	
	
	
	
	

	4. Relationship maintenance
	.45***
	.48***
	.73***
	
	
	
	
	

	5. Closeness
	.21***
	.14**
	.24***
	.38***
	
	
	
	

	6. Popularity
	.44***
	.48***
	.70***
	.72***
	.48***
	
	
	

	7. Receiving attention
	.17***
	.10*
	.24***
	.33***
	.75***
	.55***
	
	

	8. Validation
	.38***
	.38***
	.54***
	.69***
	.68***
	.79***
	.71***
	

	9. Support
	.36***
	.24***
	.38***
	.48***
	.62***
	.55***
	.65***
	.69***


Note. * p < .05. ** p < .01. *** p < .001.



Table 3
Regression models predicting social outcomes
	
	Model 1
	Model 2
	Model 3

	Predictor
	F (df1, df2)
	R2
	β
	t
	p
	F (df1, df2)
	R2
	β
	t
	p
	F (df1, df2)
	R2
	β
	t
	p

	Models predicting relationship initiation

	
	33.76 (5, 418)
	.29
	
	
	
	38.98 (5, 418)
	.32
	
	
	
	42.96 (6, 417)
	.38
	
	
	

	Self-disclosure
	
	
	.37
	8.71
	<.001
	
	
	
	
	
	
	
	.27
	6.57
	<.001

	Self-presentation
	
	
	
	
	
	
	
	.42
	9.90
	<.001
	
	
	.34
	7.98
	<.001

	Country
	
	
	-.20
	-4.82
	<.001
	
	
	-.14
	-3.47
	<.001
	
	
	-.17
	-4.32
	<.001

	Checking frequency
	
	
	
	
	.064
	
	
	
	
	.162
	
	
	
	
	.133

	Posting frequency
	
	
	.17
	3.83
	<.001
	
	
	.16
	3.66
	<.001
	
	
	.12
	2.74
	.006

	Number of friends/followers
	
	
	.14
	3.29
	.001
	
	
	.11
	2.61
	.009
	
	
	.11
	2.64
	.009

	Models predicting relationship maintenance

	
	33.30 (4, 417)
	.24
	
	
	
	35.54 (4, 417)
	.25
	
	
	
	42.00 (5, 416)
	.34
	
	
	

	Self-disclosure
	
	
	.40
	9.13
	<.001
	
	
	
	
	
	
	
	.31
	7.13
	<.001

	Self-presentation
	
	
	
	
	
	
	
	.42
	9.56
	<.001
	
	
	.33
	7.64
	<.001

	Checking frequency
	
	
	
	
	.188
	
	
	
	
	.435
	
	
	
	
	.341

	Posting frequency
	
	
	.13
	2.94
	.003
	
	
	.13
	2.91
	.004
	
	
	
	
	.068

	Number of friends/followers
	
	
	.11
	2.46
	.014
	
	
	
	
	.077
	
	
	
	
	.071

	Models predicting closeness

	
	10.62 (4, 425)
	.09
	
	
	
	8.88 (4, 425)
	.08
	
	
	
	9.20 (5, 424)
	.10
	
	
	

	Self-disclosure
	
	
	.18
	3.79
	<.001
	
	
	
	
	
	
	
	.16
	3.12
	.002

	Self-presentation
	
	
	
	
	
	
	
	.14
	2.79
	.006
	
	
	.09
	1.81
	.072

	Age
	
	
	.14
	3.02
	.003
	
	
	.16
	3.36
	<.001
	
	
	.15
	3.16
	.002

	Gender
	
	
	
	
	.051
	
	
	.10
	2.17
	.031
	
	
	.09
	1.99
	.048

	Posting frequency
	
	
	.10
	2.17
	.030
	
	
	.11
	2.24
	.026
	
	
	
	
	.083




Table 3 (continued)
	
	Model 1
	Model 2
	Model 3

	Predictor
	F (df1, df2)
	R2
	β
	t
	p
	F (df1, df2)
	R2
	β
	t
	p
	F (df1, df2)
	R2
	β
	t
	p

	Models predicting popularity

	
	
	
	
	
	
	38.02 (4, 414)
	.27
	
	
	
	43.63 (5, 413)
	.35
	
	
	

	Self-disclosure
	
	
	
	
	
	
	
	
	
	
	
	
	.30
	6.97
	<.001

	Self-presentation
	
	
	
	
	
	
	
	.44
	10.00
	<.001
	
	
	.35
	8.03
	<.001

	Age
	
	
	
	
	
	
	
	.10
	2.34
	.020
	
	
	
	
	.056

	Posting frequency
	
	
	
	
	
	
	
	.14
	3.16
	.002
	
	
	.09
	2.20
	.028

	Number of friends/followers
	
	
	
	
	
	
	
	
	
	.235
	
	
	
	
	.211

	Models predicting attention validation

	
	
	
	
	
	
	13.45 (5, 409)
	.14
	
	
	
	16.93 (6, 408)
	.20
	
	
	

	Self-disclosure
	
	
	
	
	
	
	
	
	
	
	
	
	.26
	5.44
	<.001

	Self-presentation
	
	
	
	
	
	
	
	.29
	6.00
	<.001
	
	
	.21
	4.40
	<.001

	Age
	
	
	
	
	
	
	
	.13
	2.76
	.006
	
	
	.11
	2.43
	.015

	Gender
	
	
	
	
	
	
	
	.10
	2.27
	.024
	
	
	.09
	1.99
	.047

	Posting frequency
	
	
	
	
	
	
	
	
	
	.101
	
	
	
	
	.411

	Number of friends/followers
	
	
	
	
	
	
	
	
	
	.401
	
	
	
	
	.383

	Models predicting support

	
	35.28 (2, 435)
	.14
	
	
	
	
	
	
	
	
	25.72 (3, 434)
	.15
	
	
	

	Self-disclosure
	
	
	.33
	7.30
	<.001
	
	
	
	
	
	
	
	.30
	6.32
	<.001

	Self-presentation
	
	
	
	
	
	
	
	
	
	
	
	
	.12
	2.41
	.016

	Posting frequency
	
	
	.10
	2.27
	.023
	
	
	
	
	
	
	
	
	
	.086


Note. Model 1 = regression models with only self-disclosure as main predictor. Model 2 = regression models with only self-presentation as main predictor. Model 3 = regression models with both posting behaviours as main predictors. All models are significant at a p < .001 level. β and t values for control variables are reported only when significant. Checking frequency = frequency of checking social media account on preferred platform. Posting frequency = frequency of posting on preferred platform. The number of SNS friends/followers variable contains log-transformed data.

