	Content Characteristics 
	
	
	
	
	
	

	Social Media Platform
	Instagram
	TikTok
	Total
	2
	Cramér’s V
	Fisher’s exact p

	Variables
	N (%)a
	N (%)
	N (%)
	
	
	

	Content Feature
	
	
	
	8.42
	.17
	.014

	People
	22 (14.7)
	23 (15.3)
	45 (15)
	
	
	

	Food
	8 (5.3)
	23 (15.3)
	31 (10.3)
	
	
	

	Both (Food, People)
	120 (80)
	104 (69.3)
	224 (74.7)
	
	
	

	Qualified Status
	
	
	
	
	
	.68

	Qualified
	35 (23.3)
	31 (20.7)
	66 (22)
	
	
	

	Unqualified
	115 (76.7)
	119 (79.3)
	234 (78)
	
	
	


Supplementary Material
Code Categories, observed frequencies, 2, and Cramér’s V across Instagram and TikTok

a The proportion in parentheses for each platform specify the percentage within the sample for the specific platform (i.e., Instagram or TikTok), not the entire sample
	Eating Behaviours 
	
	
	
	
	
	

	Social Media Platform
	Instagram
	TikTok
	Total
	2
	Cramér’s V
	Fisher’s exact p

	Variables
	N (%)a
	N (%)
	N (%)
	
	
	

	Dieting
	
	
	
	
	
	

	Diet 
	50 (33.3)
	59 (39.3)
	109 (36.3)
	
	
	.34

	Goal of Diet- Wellness
	5 (3.3)
	24 (16)
	29 (9.7)
	13.78
	.21
	<.001

	Goal of Diet- Weight Loss
	19 (12.7)
	13 (8.7)
	32 (10.7)
	
	
	.35

	Goal of Diet- Fitness
	31 (20.7)
	28 (18.7)
	59 (19.7)
	
	
	.77

	Goal of Diet- Weight Gain
	1 (0.7)
	0 (0)
	1 (0.3)
	
	
	1.00

	Restriction to Health-Focused Diet
	5 (3.3)
	2 (1.3)
	7 (2.3)
	
	
	.49

	Culinary Instruction
	11 (7.3)
	10 (6.7)
	21 (7.0)
	
	
	1.00

	Calorie Counting
	18 (12)
	7 (4.7)
	25 (8.3)
	5.28
	.13
	.04

	Clean/Healthy Eating Emphasis
	101 (67.3)
	101 (67.3)
	202 (67.3)
	
	
	1.00

	Macronutrient Emphasis
	52 (34.7)
	42 (28.0)
	94 (31.3)
	
	
	.26

	Food Rules/Restriction
	35 (23.3)
	51 (34.0)
	86 (28.7)
	
	
	.06

	Moral Language
	30 (20.0)
	29 (19.3)
	59 (19.7)
	
	
	1.00

	Healthy Lifestyle as Status
	54 (36.0)
	37 (24.7)
	91 (30.3)
	4.56
	.12
	.04

	Fear Messaging/Food Avoidance
	20 (13.3)
	28 (18.7)
	48 (16.0)
	
	
	.27

	Supplements/Superfood Promotion
	113 (75.3)
	113 (75.3)
	226 (75.3)
	
	
	1.00

	Aestheticisation of Healthy Eating
	75 (50)
	73 (48.7)
	148 (49.3)
	
	
	.91

	Non-Dieting Approaches
	
	
	
	
	
	

	Discretionary Items
	25 (16.7)
	28 (18.7)
	53 (17.7)
	
	
	.76

	Pleasure-Based Eating
	26 (17.3)
	35 (23.3)
	61 (20.3)
	
	
	.25

	Anti-Diet Advice
	16 (10.7)
	25 (16.7)
	41 (13.7)
	
	
	.18

	Balanced Messaging
	18 (12.0)
	27 (18.0)
	45 (15.0)
	
	
	.20

	Recovery Advice
	4 (2.7)
	4 (2.7)
	8 (2.7)
	
	
	1.00




a The proportion in parentheses for each platform specify the percentage within the sample for the specific platform (i.e., Instagram or TikTok), not the entire sample



	Appearance/Body Image and Weight
	
	
	
	
	
	

	Social Media Platform
	Instagram
	TikTok
	Total
	2
	Cramér’s V
	Fisher’s exact p

	Variables
	N (%)a
	N (%)
	N (%)
	
	
	

	Fitness Journey (FJ)/Body Transformation
	
	
	
	
	
	

	Fitness Journey Undertaken
	19 (12.7)
	12 (8.0)
	31 (10.3)
	
	
	.26

	FJ to Weight Loss
	10 (6.7)
	6 (4.0)
	16 (5.3)
	
	
	.44

	FJ to Weight Gain
	1 (0.7)
	0 (0)
	1 (0.3)
	
	
	1.00

	FJ to Weight/Muscle Gain
	12 (8.0)
	8 (5.3)
	20 (6.7)
	
	
	.49

	Body Image
	
	
	
	
	
	

	Weight Measurement
	4 (2.7)
	3 (2.0)
	3 (2.0)
	
	
	1.00

	Body Comparison
	19 (12.7)
	13 (8.7)
	32 (10.7)
	
	
	.35

	Body Objectification
	117 (78.0)
	72 (48.0)
	189 (63.0)
	28.96
	.31
	<.001

	Muscular/Lean Ideal
	106 (70.7)
	71 (47.3)
	177 (59.0)
	16.88
	.24
	<.001

	Hyperfocus
	70 (46.7)
	46 (30.7)
	116 (38.7)
	8.11
	.16
	.006

	Body-Relevant Food Selection (Fitness)
	47 (31.3)
	24 (16.0)
	61 (23.7)
	9.76
	.18
	.003

	Body-Relevant Food Selection (Wellness)
	12 (8.0)
	18 (12.0)
	30 (10.0)
	
	
	.34

	Anti-Ideal/Body Positivity
	7 (4.7)
	5 (3.3)
	12 (4.0)
	
	
	.57






a The proportion in parentheses for each platform specify the percentage within the sample for the specific platform (i.e., Instagram or TikTok), not the entire sample

	Exercise Behaviours 
	
	
	
	
	
	

	Social Media Platform
	Instagram
	TikTok
	Total
	2
	Cramér’s V
	Fisher’s exact p

	Variables
	N (%)a
	N (%)
	N (%)
	
	
	

	Exercise Performance
	
	
	
	
	
	

	Exercise Shown
	52 (34.7)
	32 (21.3)
	84 (28.0)
	6.61
	.15
	.014

	Exercise Type – Strength
	40 (26.7)
	13 (8.7)
	53 (17.7)
	16.71
	.24
	<.001

	Exercise Type – Cardio
	32 (21.3)
	26 (17.3)
	58 (19.3)
	
	
	.47

	Exercise Type – Flexibility/Mobility
	13 (8.7)
	14 (9.3)
	27 (9.0)
	
	
	1.00

	Exercise Type – Skill/Sport Focused
	5 (3.3)
	0 (0.0)
	5 (1.7)
	
	
	.06

	Exercise Attitudes
	
	
	
	
	
	

	Moralisation of Exercise
	15 (10.0)
	9 (6.0)
	24 (8.0)
	
	
	.29

	Compensatory/Excessive Exercise
	15 (10.1)
	10 (6.7)
	25 (8.4)
	
	
	.31

	Exercise as Punishment
	1 (0.7)
	1 (0.7)
	2 (0.7)
	
	
	1.00

	Aestheticisation of Fitness
	37 (24.7)
	21 (14.0)
	58 (19.3)
	5.47
	.14
	0.03

	Structured Fitness
	8 (5.3)
	5 (3.3)
	13 (4.3)
	
	
	.57

	Overgeneralised Information
	11 (7.3)
	8 (5.3)
	19 (6.3)
	
	
	.64


a The proportion in parentheses for each platform specify the percentage within the sample for the specific platform (i.e., Instagram or TikTok), not the entire sample









a The proportion in parentheses for each platform specify the percentage within the sample for the specific platform (i.e., Instagram or TikTok), not the entire sample

	Credibility
	
	
	
	
	
	

	Social Media Platform
	Instagram
	TikTok
	Total
	2
	Cramér’s V
	Fisher’s exact p

	Variables
	N (%)a
	N (%)
	N (%)
	
	
	

	Credibility Rating
	
	
	
	
	
	

	Accurate/Credible
	17 (11.3)
	23 (15.3)
	40 (13.3)
	
	
	.40

	Misleading/Deceitful
	108 (72.0)
	96 (64.0)
	204 (68.0)
	
	
	.17

	Harmful
	7 (4.7)
	10 (6.7)
	17 (5.7)
	
	
	.62








	Broader Eating Disorders and Portion Size 
	
	
	
	
	
	

	Social Media Platform
	Instagram
	TikTok
	Total
	2
	Cramér’s V
	Fisher’s exact p

	Variables
	N (%)a
	N (%)
	N (%)
	
	
	

	Broader Eating Disorders
	8 (5.3)
	13 (8.7)
	21 (7.0)

	
	
	.37

	Portion Size
	
	
	
	
	
	

	Small
	23 (15.3)
	45 (30.0)
	68 (22.7)
	9.20
	.18
	.004

	Medium
	78 (52.3)
	64 (42.7)
	142 (47.5)
	
	
	.11

	Large
	2 (1.3)
	1 (0.7)
	3 (1.0)
	
	
	1.00




a The proportion in parentheses for each platform specify the percentage within the sample for the specific platform (i.e., Instagram or TikTok), not the entire sample















	Audio 
	
	
	
	
	
	

	Social Media Platform
	Instagram
	TikTok
	Total
	2
	Cramér’s V
	Fisher’s exact p

	Variables
	N (%)a
	N (%)
	N (%)
	
	
	

	Audio Type
	
	
	
	
	
	

	General
 Inspiration
	89 (59.3)
	76 (50.7)
	165 (55.0)
	
	
	.16

	Fitness/Clean Eating Inspiration
	54 (36.0)

	65 (43.3)
	119 (39.7)
	
	
	.24

	Harmful Themes
	4 (2.7)
	8 (5.3)
	12 (4.0)
	
	
	.38



a The proportion in parentheses for each platform specify the percentage within the sample for the specific platform (i.e., Instagram or TikTok), not the entire sample


	Credibility
	
	
	
	
	
	

	Qualified Status
	Qualified
	Unqualified
	Total
	2
	Cramér’s V
	Fisher’s exact p

	Variables
	N (%)a
	N (%)
	N (%)
	
	
	

	Credibility Rating
	
	
	
	
	
	

	Accurate/Credible
	29 (43.9)
	11 (4.7)
	40 (13.3)
	68.59
	.48
	<.001

	Misleading/Deceitful
	27 (40.9)
	177 (75.6)
	204 (68.0)
	28.54
	.31
	<.001

	Harmful
	1 (1.5)
	16 (6.8)
	17 (5.7)
	
	
	.13
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