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7. Supplementary Material 
Supplementary Table 1. Internalizing Symptoms in Participants with Elevated ADHD Symptoms but not Internalizing Symptoms (<4)

	Number of Internalizing Symptoms
	Frequency (n)
	Percentage (%)

	0
	3
	9.7%

	1
	3
	9.7%

	2
	15
	48.4%

	3
	10
	32.3%


Note. Total n = 31. 


Supplementary Table 2. Mean Differences in Study Variables across Country of Origin 

	Variables
	IG/FB
Not Blocked
(n = 319)
	IG/FB
Blocked
(n = 39)
	Comparison
	

	
	M
	SD
	M
	SD
	t (df)
	p

	Internalizing psychopathology T0
	47.46
	23.82
	38.26
	25.72
	2.25 (342)
	.03

	Internalizing psychopathology T1
	41.01
	23.71
	28.94
	22.46
	2.75 (327)
	.01

	Internalizing psychopathology T2
	39.77
	25.65
	34.29
	24.58
	1.2 (323)
	.23

	Internalizing psychopathology T3
	36.68
	26.35
	27.55
	25.63
	1.83 (291)
	.07

	Observed IG/FB screentime T0
	415.40
	285.48
	275.77
	351.15
	2.47 (287)
	.01

	Observed IG/FB screentime T1
	368.52
	328.46
	191.20
	237.90
	2.73 (285)
	.01

	Observed IG/FB screentime T2
	362.39
	306.55
	141.09
	191.61
	5.13 (38.23)
	<.001

	Observed IG/FB screentime T3
	343.95
	303.72
	213.88
	339.77
	2.08 (254)
	.04

	Self-reported IG/FB screentime T0
	133.23
	109.51
	91.16
	87.75
	2.25 (336)
	<.001

	Self-reported IG/FB screentime T1
	88.14
	91.52
	50.19
	71.45
	2.27 (321)
	.02

	Self-reported IG/FB screentime T2
	83.66
	100.54
	49.84
	65.86
	1.86 (304)
	.03

	Self-reported IG/FB screentime T3
	78.13
	92.04
	42.69
	65.44
	2.08 (287)
	.03

	MFIS T0
	3.41
	.58
	3.05
	.55
	3.65 (342)
	.03

	MFIS T1
	2.96
	.80
	2.62
	.85
	2.28 (327)
	.02

	MFIS T2
	2.88
	.82
	2.54
	.83
	2.24 (310)
	.07

	MFIS T3
	2.81
	.86
	2.45
	.82
	2.22 (293)
	.04

	SCRS T0
	49.97
	16.84
	53.82
	15.80
	-1.35 (340)
	.18

	SCRS T1
	52.60
	17.24
	59.07
	16.58
	-1.96 (322)
	.05

	SCRS T2
	53.22
	16.61
	55.73
	15.79
	-.79 (302)
	.43

	SCRS T3
	54.88
	17.28
	60.00
	18.16
	-1.53 (286)
	.13

	INCOM T0
	3.80
	.62
	3.72
	.52
	.83 (342)
	.41

	INCOM T1
	3.49
	.79
	3.27
	.79
	1.47 (327)
	.14

	INCOM T2
	3.42
	.77
	3.32
	.81
	.70 (310)
	.49

	INCOM T3
	3.39
	.76
	3.35
	.79
	.29 (291)
	.77

	Passive IG/FB use T0
	3.81
	.85
	3.59
	.82
	1.58 (340)
	.12

	Passive IG/FB use T1
	3.17
	1.16
	2.48
	1.04
	3.24 (325)
	.00

	Passive IG/FB use T2
	3.00
	1.10
	2.77
	1.23
	1.12 (309)
	.26

	Passive IG/FB use T3
	2.99
	1.06
	2.57
	1.15
	2.05 (291)
	.04

	PT Positive Affect T0
	.36
	.38
	.41
	.50
	-.28 (108)
	.78

	PT Positive Affect T1
	.32
	.37
	.12
	.28
	2.62 (22.4)
	.02

	PT Positive Affect T2
	.29
	.33
	.15
	.29
	1.58 (134)
	.12

	PT Positive Affect T3
	.35
	.36
	.22
	.37
	1.27 (119)
	.21

	PT Connection T0
	.23
	.36
	.00
	.00
	6.23 (93)
	<.001

	PT Connection T1
	.21
	.31
	.11
	.23
	1.24 (132)
	.22

	PT Connection T2
	.21
	.30
	.12
	.31
	.93 (121)
	.35

	PT Connection T3
	.18
	.26
	.18
	.31
	-.06 (109)
	.96

	PT Emo Given T0
	.09
	.22
	.01
	.02
	.89 (98)
	.38

	PT Emo Given T1
	.07
	.19
	.04
	.09
	.55 (132)
	.58

	PT Emo Given T2
	.08
	.20
	.05
	.10
	.60 (121)
	.55

	PT Emo Given T3
	.09
	.16
	.06
	.14
	.71 (109)
	.48

	[bookmark: _Hlk129193940][bookmark: _Hlk237254716]Note. Participants without country of origin information are not included in these analyses, but are retained in the analyses in Figures 1-3, because we used FIML to handle missing data. IG/FB = Instagram and Facebook; Observed IG/FB screentime = phone screenshots of IG+FB minutes over 1 week; Self-reported IG/FB screentime = participant reported IG+FB minutes over 2 weeks; MFIS = Multidimensional Facebook Intensity Scale; SCRS = Social Comparison Rating Scale; INCOM = Iowa-Netherlands Comparison Orientation Measure; PT Positive affect = Observed posts with positive affect on the participant’s profile; PT Connection = Participant posts evidencing connection; PT Emo Given = Participant posts evidencing emotional support given.




Supplementary Table 3. Number of Missing Values in Study Variables Across Timepoints 
	Variables
	Timepoints

	
	T0
N (%)
	T1
N (%)
	T2
N (%)
	T3
N (%)

	Internalizing psychopathology (DASS-21)
	16 (4.0%)
	37 (9.3%)
	44 (11.0%)
	91 (22.8%)

	Observed IG/FB screentime
	75 (18.8%)
	83 (20.8%
	110 (27.6%)
	129 (32.3%)

	Self-reported IG/FB screentime
	25 (6.3%)
	44 (11.0%)
	66 (16.5%)
	96 (24.1%)

	IG/FB intensity (MFIS)
	16 (4.0%)
	37 (9.3%)
	60 (15.0%)
	89 (22.3%)

	Social comparison direction (SCRS)
	18 (4.5%)
	42 (10.5%)
	68 (17.0%)
	96 (24.1%)

	Social comparison amount (INCOM)
	16 (4.0%)
	37 (9.3%)
	60 (15.0%)
	91 (22.8%)

	Passive IG/FB use
	18 (4.5%)
	39 (9.8%)
	60 (15.3%)
	91 (22.8%)

	PT Positive affect
	275 (68.9%)
	241 (60.4%)
	250 (62.7%)
	132 (33.1%)

	PT Connection
	287 (71.9%)
	250 (62.7%)
	265 (66.4%)
	277 (69.4%)

	PT Emotional support
	287 (71.9%)
	250 (62.7%)
	265 (66.4%)
	277 (69.4%)


Note. The missing values for the observed profile engagement variables (PT positive affect, PT connection, and PT emotional support) occurred because participants had too few posts that they made within the 2-week coding period to compute these values.  








Supplementary Table 4. Attrition Rate and Recruitment Source 
	Variables
	Human Subjects Pool 
Completed all timepoints 
N (%)
	Community
Completed all timepoints
N (%)
	Comparison

	Internalizing psychopathology (DASS-21)
	171 (63.3%)
	107 (82.9%)
	χ2(1) = 15.89, p < .001, Cramer’s V = .200

	Observed IG/FB screentime
	121 (44.8%)
	74 (57.4%)
	χ2(1) = 5.50, p = .019, Cramer’s V = .117

	Self-reported IG/FB screentime
	166 (61.5%)
	97 (75.2%)
	χ2(1) = 7.31, p < .007, Cramer’s V = .135

	IG/FB intensity (MFIS)
	173 (64.1%)
	107 (82.9%)
	χ2(1) = 14.85, p < .001, Cramer’s V = .193

	Social comparison direction (SCRS)
	163 (60.4%)
	98 (76.0%)
	χ2(1) = 9.30, p = .002, Cramer’s V = .153

	Social comparison amount (INCOM)
	171 (63.3%)
	107 (82.9%)
	χ2(1) = 15.89, p < .001, Cramer’s V = .200

	Passive IG/FB use
		               167 (61.9%)
	107 (82.9%)
	χ2(1) = 18.05, p < .001, Cramer’s V = .213

	PT Positive affect
	34 (12.6%)
	9 (7.0%)
	χ2(1) = 2.86, p = .091, Cramer’s V = .085

	PT Connection
	30 (11.1%)
	9 (7.0%)
	χ2(1) = 1.69, p = .193, Cramer’s V = .065

	PT Emotional support
	30 (11.1%)
	9 (7.0%)
	χ2(1) = 1.69, p = .193, Cramer’s V = .065


Note. Total Human Subjects Pool N = 270; Total Community N = 129.
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Supplementary Table 5. Bivariate Correlations between Study Variables
	 
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	13
	14
	15
	16
	17
	18
	19
	20
	21
	22
	23
	24
	25
	26
	27
	28
	29
	30
	31
	32
	33
	34
	35
	36
	37
	38
	39

	1. DASS-21 (T0)
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	2. DASS-21 (T1)
	0.81
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	3. DASS-21 (T2)
	0.936
	0.789
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	4. DASS-21 (T3)
	0.826
	0.68
	0.789
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	5. Observed IG/FB screentime (T0)
	0.422
	0.459
	0.333
	0.091
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	6. Observed IG/FB screentime (T1)
	0.098
	0.096
	0.058
	-0.179
	0.429
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	7. Observed IG/FB screentime (T2)
	-0.031
	0.036
	-0.129
	-0.239
	0.375
	0.91
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	8. Observed IG/FB screentime (T3)
	-0.137
	-0.168
	-0.263
	-0.281
	0.314
	0.848
	0.91
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	9. Self-reported IG/FB screentime (T0)
	0.15
	0.546
	0.028
	0.061
	0.665
	0.363
	0.429
	0.306
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	10. Self-reported IG/FB screentime (T1)
	0.62
	0.211
	0.538
	0.679
	-0.014
	-0.169
	-0.309
	-0.183
	-0.276
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	11. Self-reported IG/FB screentime (T2)
	0.45
	0.337
	0.318
	0.496
	-0.03
	-0.064
	-0.103
	-0.129
	0.167
	0.568
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	12. Self-reported IG/FB screentime (T3)
	-0.018
	-0.048
	-0.2
	0.035
	0.43
	0.07
	0.308
	0.283
	0.41
	0.079
	0.029
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	13. MFIS (T0)
	0.217
	0.481
	0.251
	-0.053
	0.203
	0.239
	0.181
	-0.043
	0.37
	-0.173
	0.278
	-0.324
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	14.MFIS (T1)
	0.294
	0.441
	0.297
	0.066
	0.293
	0.499
	0.312
	0.137
	0.477
	0.138
	0.523
	-0.128
	0.662
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	15.MFIS (T2)
	0.167
	0.306
	0.17
	-0.063
	0.151
	0.467
	0.234
	0.113
	0.328
	0.077
	0.325
	-0.36
	0.659
	0.9
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	16. MFIS (T3)
	0.127
	0.252
	0.022
	-0.255
	0.596
	0.624
	0.606
	0.531
	0.619
	-0.174
	0.22
	0.287
	0.363
	0.576
	0.361
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	17. SCRS (T0)
	0.062
	0.535
	0.116
	0.114
	0.374
	-0.049
	0.056
	-0.109
	0.627
	-0.436
	-0.406
	0.184
	0.201
	-0.021
	-0.036
	0.022
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	18. SCRS (T1)
	-0.476
	-0.251
	-0.3
	-0.457
	0.067
	-0.283
	-0.273
	-0.195
	-0.015
	-0.451
	-0.674
	-0.001
	-0.043
	-0.382
	-0.333
	-0.082
	0.426
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	19. SCRS (T2)
	-0.043
	0.357
	-0.017
	0.086
	0.395
	-0.103
	-0.029
	-0.064
	0.582
	-0.445
	-0.399
	0.112
	0
	-0.178
	-0.127
	-0.118
	0.874
	0.39
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	20. SCRS (T3)
	-0.442
	-0.181
	-0.322
	-0.28
	0.069
	-0.199
	-0.016
	0.016
	0.073
	-0.562
	-0.777
	0.197
	-0.219
	-0.615
	-0.573
	-0.274
	0.632
	0.778
	0.653
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	21. INCOM (T0)
	-0.124
	0.063
	-0.072
	0.017
	-0.576
	-0.082
	-0.161
	-0.229
	-0.076
	0.078
	0.292
	-0.468
	0.21
	0.46
	0.585
	-0.167
	-0.08
	-0.352
	-0.169
	-0.423
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	22. INCOM (T1)
	0.355
	0.224
	0.517
	0.327
	-0.419
	-0.207
	-0.417
	-0.449
	-0.52
	0.445
	0.154
	-0.636
	0.061
	0.209
	0.28
	-0.298
	-0.231
	-0.221
	-0.363
	-0.399
	0.595
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	23. INCOM (T2)
	0.392
	0.303
	0.379
	0.312
	-0.299
	-0.266
	-0.435
	-0.345
	-0.256
	0.525
	0.451
	-0.584
	0.223
	0.268
	0.367
	-0.07
	-0.291
	-0.299
	-0.332
	-0.564
	0.559
	0.758
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	24. INCOM (T3)
	0.636
	0.56
	0.46
	0.472
	0.181
	0.164
	0.113
	0.107
	0.251
	0.405
	0.452
	0.039
	-0.025
	0.273
	0.169
	0.428
	-0.06
	-0.538
	-0.169
	-0.565
	0.17
	0.287
	0.538
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	25. Passive IG/FB use (T0)
	-0.015
	0.026
	0.162
	-0.183
	0.165
	0.393
	0.281
	0.062
	-0.041
	-0.409
	-0.229
	-0.348
	0.372
	0.252
	0.3
	-0.037
	0.055
	-0.047
	0.098
	0.053
	-0.048
	0.028
	-0.355
	-0.468
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	26. Passive IG/FB use (T1)
	0.657
	0.268
	0.616
	0.61
	0.139
	0.183
	0.052
	0.002
	-0.248
	0.714
	0.241
	0.045
	-0.088
	0.177
	0.201
	-0.256
	-0.248
	-0.599
	-0.269
	-0.438
	0.035
	0.397
	0.178
	0.215
	0.183
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	27. Passive IG/FB use (T2)
	-0.03
	-0.124
	-0.026
	-0.279
	0.38
	0.08
	0.138
	0.125
	-0.095
	-0.111
	-0.409
	0.106
	0.27
	-0.187
	-0.068
	-0.074
	0.098
	0.319
	0.11
	0.378
	-0.513
	-0.258
	-0.272
	-0.511
	0.352
	0.169
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	28. Passive IG/FB use (T3)
	0.325
	0.116
	0.356
	-0.028
	0.377
	0.25
	0.078
	-0.117
	-0.034
	0.269
	0.136
	0.151
	0.304
	0.509
	0.42
	0.319
	-0.218
	-0.126
	-0.428
	-0.426
	-0.099
	0.172
	-0.046
	0.01
	0.348
	0.455
	0.282
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	29. PT Positive affect (T0)
	-0.504
	-0.394
	-0.44
	-0.327
	0.062
	-0.253
	-0.319
	-0.205
	0.058
	-0.38
	-0.364
	-0.049
	-0.287
	-0.277
	-0.11
	-0.34
	0.18
	0.414
	0.527
	0.393
	-0.13
	-0.37
	-0.395
	-0.573
	0.234
	-0.297
	0.09
	-0.197
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	30. PT Positive affect (T1)
	0.348
	0.227
	0.285
	0.512
	0.116
	-0.129
	-0.238
	-0.158
	0.072
	0.312
	-0.072
	0.186
	-0.449
	-0.262
	-0.229
	-0.209
	0.198
	0.023
	0.235
	0.024
	-0.222
	-0.066
	-0.063
	0.337
	-0.35
	0.225
	-0.352
	-0.067
	0.171
	 
	 
	 
	 
	 
	 
	 
	 
	 
	 

	31. PT Positive affect (T2)
	-0.356
	-0.247
	-0.52
	-0.181
	-0.164
	-0.268
	-0.158
	-0.057
	0.124
	-0.341
	-0.201
	0.076
	-0.278
	-0.449
	-0.232
	-0.25
	0.155
	0.085
	0.366
	0.203
	-0.055
	-0.487
	-0.194
	-0.025
	-0.262
	-0.368
	-0.15
	-0.48
	0.536
	0.43
	 
	 
	 
	 
	 
	 
	 
	 
	 

	32. PT Positive affect (T3)
	0.383
	0.12
	0.449
	0.407
	0.283
	0.125
	-0.147
	-0.037
	-0.078
	0.383
	-0.067
	0.022
	-0.412
	-0.059
	-0.104
	-0.039
	-0.067
	0.077
	0.024
	-0.082
	-0.344
	0.093
	-0.084
	0.182
	-0.011
	0.34
	-0.231
	0.225
	0.193
	0.768
	-0.048
	 
	 
	 
	 
	 
	 
	 
	 

	33. PT Connection (T0)
	-0.003
	0.27
	-0.002
	-0.121
	0.11
	0.037
	-0.047
	-0.186
	0.31
	-0.421
	-0.198
	-0.313
	0.537
	0.151
	0.362
	0.002
	0.421
	0.224
	0.372
	0.098
	0.037
	-0.201
	-0.056
	-0.099
	0.267
	-0.243
	0.126
	0.045
	0.282
	0.246
	0.506
	-0.012
	 
	 
	 
	 
	 
	 
	 

	34. PT Connection (T1)
	-0.239
	-0.139
	-0.162
	-0.201
	0.334
	0.212
	0.147
	0.264
	0.226
	-0.313
	-0.422
	0.09
	-0.505
	-0.132
	-0.151
	0.11
	0.255
	0.239
	0.503
	0.36
	-0.151
	-0.155
	-0.326
	-0.076
	0.15
	-0.172
	-0.139
	-0.235
	0.539
	0.102
	0.047
	0.337
	-0.263
	 
	 
	 
	 
	 
	 

	35. PT Connection (T2)
	-0.08
	-0.031
	-0.072
	-0.474
	0.412
	0.198
	0.127
	0.117
	0.097
	-0.39
	-0.383
	-0.174
	0.007
	0.042
	0.136
	0.341
	0.083
	0.135
	0.192
	0.059
	-0.106
	0.044
	0.044
	0.101
	0.289
	-0.16
	0.264
	0.16
	0.23
	-0.297
	-0.005
	-0.097
	0.037
	0.536
	 
	 
	 
	 
	 

	36. PT Connection (T3)
	-0.254
	-0.197
	-0.213
	-0.208
	0.068
	-0.014
	-0.161
	0.025
	0.023
	-0.355
	-0.425
	-0.306
	-0.418
	-0.324
	-0.14
	-0.117
	0.125
	0.289
	0.453
	0.253
	-0.117
	-0.131
	-0.088
	-0.019
	0.062
	-0.326
	-0.219
	-0.404
	0.696
	0.397
	0.549
	0.429
	0.26
	0.692
	0.448
	 
	 
	 
	 

	37. PT Emotional support (T0)
	0.043
	-0.016
	0.077
	-0.236
	0.581
	0.44
	0.192
	0.385
	0.235
	0.067
	-0.092
	-0.076
	0.072
	0.302
	0.292
	0.52
	-0.091
	0.288
	0.046
	-0.042
	-0.294
	-0.091
	0.061
	0.04
	0.043
	-0.084
	0.193
	0.202
	0.177
	-0.027
	-0.279
	0.414
	-0.065
	0.468
	0.431
	0.355
	 
	 
	 

	38.PT Emotional support (T1)
	-0.512
	-0.551
	-0.597
	-0.467
	0.025
	0.126
	0.28
	0.455
	-0.029
	-0.278
	-0.356
	0.314
	-0.629
	-0.372
	-0.335
	0.053
	-0.107
	0.016
	0.127
	0.269
	-0.101
	-0.295
	-0.302
	-0.089
	-0.123
	-0.187
	0.029
	-0.343
	0.302
	-0.217
	0.21
	-0.185
	-0.513
	0.668
	0.478
	0.363
	0.136
	 
	 

	39.PT Emotional support (T2)
	-0.215
	-0.242
	-0.261
	-0.149
	-0.164
	-0.358
	-0.293
	-0.249
	-0.192
	-0.112
	-0.168
	-0.039
	-0.493
	-0.306
	-0.176
	-0.323
	-0.031
	-0.165
	0.188
	0.017
	0.253
	0.167
	0.104
	0.05
	-0.031
	0.023
	-0.115
	-0.201
	0.396
	-0.08
	0.324
	-0.2
	-0.24
	0.454
	0.544
	0.394
	-0.228
	0.647
	 

	40. PT Emotional support (T3)
	0.038
	-0.186
	-0.031
	0.141
	-0.289
	-0.217
	-0.262
	-0.256
	-0.192
	0.42
	0.808
	0.012
	0.014
	0.314
	0.173
	0.016
	-0.686
	-0.532
	-0.599
	-0.719
	0.287
	0.125
	0.246
	0.093
	-0.086
	0.14
	-0.381
	0.247
	-0.052
	-0.166
	-0.092
	-0.061
	-0.292
	-0.323
	-0.298
	-0.291
	-0.169
	-0.134
	0.07


Note. IG/FB = Instagram and Facebook; Observed IG/FB screentime = phone screenshots of IG+FB minutes over 1 week; Self-reported IG/FB screentime = participant reported IG+FB minutes over 2 weeks; MFIS = Multidimensional Facebook Intensity Scale; SCRS = Social Comparison Rating Scale; INCOM = Iowa-Netherlands Comparison Orientation Measure; PT Positive affect =  Observed posts with positive affect on the participant’s profile; PT Connection = Participant posts evidencing connection; PT Emo Given = Participant posts evidencing emotional support given.  
Supplementary Appendix 1. Observational Coding

Coding Procedures
All study procedures were approved by an institutional Research Ethics Board. Participants provided informed consent for researchers to access their social media profiles for observational coding. To protect participant privacy, research assistants used IG and FB accounts that were created for the purposes of this study. Additionally, research assistants coded only de-identified data, and we took steps to avoid any research assistants coding profiles of participants they personally knew. Finally, all screenshots were securely stored and permanently deleted following the completion of the study.
Data Reduction of Observed IG/FB Profile Engagement Variables
The observational coding of content posted by participants and their friends on participants’ IG/FB pages generated 18 variables. Attempting to include all 18 variables in a confirmatory factor analysis (CFA) led to convergence and model fit problems. To address these issues, we made modifications guided by both statistical and theoretical considerations. First, we removed 12 variables that occurred infrequently or not at all in our sample during each 2-week coding period: participant and friend connection in comments (two variables), participant and friend emotional support in comments (two variables), participant and friend deviant content in posts and in comments (four variables), participant and friend verbal aggression in posts and in comments (four variables). These codes had large amounts of missing data (69-92%), near-zero variance, and low occurrence, which made them unsuitable for a CFA. That is, most (or for some variables, all) participants had proportion scores of 0 (or near-zero) on these variables, suggesting that in essence, they never occurred. 
This likely happened for several reasons. First, as participants’ IG/FB profiles were observationally coded in four 2-week segments, this was insufficient time for participants to have much new content on their IG/FB at one or more timepoints. Previous work using a similar observational coding system has not limited the coding period, instead coding the most recent 20 posts regardless of how long ago they occurred. Second, certain variables, such as content posted by friends or indicators of negative interactions, occurred infrequently even in when there were posts in the coding period. This may be representative of young adults’ IG/FB experiences in general, or representative of content that is publicly shared with the study. Interactions that occurred in private direct message exchanges, or posts to which the study was not privy, could have increased the codable content, and/or be more likely to contain negative interactions. 
This left six variables with sufficient frequency and variability in our sample: participant connection in posts, friend connection in posts, participant emotional support in posts, friend emotional support in posts, participant positive affect, and participant negative affect. We placed these six variables in a CFA but the model would not converge for T2, and the model fit was poor for T0, T1, and T3 (SRMR values range between 0.09 – 0.12; TLI values range between -36.15 – 4.03; CFI = 1 in all time points; RMSEA = 0 in all time points). Although the obtained values of CFI and RMSEA suggest a good fit to the data, they can be misleading when a model has a relatively low number of degrees of freedom. Indeed, here the model included 12 estimated parameters but only 9 degrees of freedom, meaning that the fit was evaluated with limited residual information. Under conditions like this, the CFI and RMSEA values can be inflated, especially when the fit of the baseline model is poor.  In contrast, the SRMR and TLI values are more sensitive to the parameter to degrees of freedom ratio, and they indicated poor model fit. More specifically, SRMR reflects the average discrepancy between observed and model-implied correlations and the TLI penalizes the addition of parameters that do not improve the fit of the model. In addition, the model had convergence issues in T2. 
Therefore, we examined the bivariate correlation matrix between these six variables. Results suggested that participant connection in posts, participant emotional support in posts, and participant positive affect were the variables that appeared to be correlated with one another (rs = .23 - .52), whereas the other variables tended to have low or zero correlations with one another. This suggested that participant connection in posts, participant emotional support in posts, and participant positive affect would result in a CFA with the best model fit. Models with these three variables were well-fitting and were retained as our measure of observed profile engagement; see Figure 3. Thus, only a limited number of the original 18 codes were retained in the final latent factor.  
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