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The risk of social media addiction between the ideal/false and true self:

Testing a path model through the tripartite person-centered perspective of authenticity

Abstract

Much previous research has focused on the important role played by personality constructs in developing
addictive use of social media. However, no investigation has yet been conducted examining the association
between dispositional authenticity and online self-idealization, or authentic self-expression hypothesis and
the risk of becoming addicted to social media. To fill this gap, the present study tested a path model that
hypothesized direct and indirect effects of the three components of authentic personality on social media
addiction via selfitis behaviors. Participants (N = 490; M,z = 20.31 years, SD = 3.76) recruited from high
schools and universities completed a self-report survey assessing the three authentic personality traits,
selfitis behaviors, and social media addiction. Results generally confirmed the supposed pathways. Direct and
indirect effects on social media addiction were discussed by integrating the two mechanisms of
compensation related to individual dispositions with the online self-idealizing and authentic self-expression

hypothesis underlying selfitis behaviors. Whereas self-alienation was found to have positive direct and



indirect effects on the increasing of the likelihood of becoming addicted to social media, both traits of the
tendency to accept external influence and authenticity showed indirect effects in opposite directions on the
risk of addictive use of social media. Findings from the present study extended previous research by exploring
inter-individual differences in predisposing and reinforcing factors associated with the online self-

presentation.

Keywords: social media addiction; dispositional authenticity; selfitis; online authentic self-presentation;

online idealized self-exhibition.

1. Introduction

Although social media platforms bring many advantages such as emotional support, self-expression, and
community building (Dalvi-Esfahani et al., 2020), excessive use can sometimes lead to what has been termed
‘social media addiction’ (SMA), ‘compulsive social media use’, and ‘pathological social media use’ (Savci et
al., 2020; Wegmann and Brandt, 2019), and has been considered by many in the field as a type of behavioral
addiction (Andreassen, 2015; Chung et al., 2019; Monacis et al., 2017). Given the increasing prevalence of
daily internet use, research has led to the development and validation of psychometrically robust scales to
assess various online addictions such as social networking addiction (Kuss and Griffiths, 2011) and utilizing
Griffiths” (2005) addiction components model (i.e., salience, mood modification, tolerance, withdrawal,

conflict, and relapse), as well as to the analysis of the risk factors related to SMA.

Among recent studies concerning SMA, the most investigated variables have been gender (e.g., Aparicio-
Martinez et al., 2020), social anxiety and loneliness (e.g., O’'Day and Heimberg, 2021), fear of missing out
(FoMO), compulsive use behavior, self-esteem, attention deficits, impulsivity, life satisfaction, empathy, and
personality constructs (Dalvi-Esfahani et al. 2019; Dalvi-Esfahani et al. 2021). A careful reading of such studies
shows that personality traits have generally been operationalized within the Five-Factor model framework
(e.g., Andreassen et al. 2013; Andreassen and Pallesen, 2014; Kircaburun and Griffiths, 2018) or according to
the Dark Triad/Tetrad traits (e.g., Kircaburun et al., 2018; Lee, 2019; Monacis et al., 2020).



2. Literature review

2.1. Self-presentation on social media

Further personality dispositions, such as dispositional authenticity, should also be taken into account in
association with SMA and in light of the current contrasting perspectives concerning the desire to present
the self on social media in an ideal way (self-idealization hypothesis) or in an authentic way (authentic self-
expression hypothesis) (Bailey et al., 2020). Such ways of self-presentation can be simultaneously desired by
individuals on the basis of their different psychological needs. Authentic self-expression allows users to affirm
their true sense of self and enhances self-esteem and the sense of belonging. Consistently with this
hypothesis, empirical evidence concerning online self-presentation has suggested a positive association
between true/real self-presentation and greater subjective wellbeing (Bailey et al., 2020; Hu et al., 2019).
Reinecke and Trepte (2014) reported that individuals presenting their true self on Facebook have higher
levels of positive affect and lower levels of negative affect. Similarly, Grieve and Watkinson (2016) showed
that individuals who were more authentic on social networking sites (e.g., Facebook) experienced better
social connectedness and less stress, and Wang and colleagues (2018) found that adolescents with a high
level of need for belongingness were more likely to increase their expression of their true selves on social
networking sites. This positive outcome may also echo previous studies carried out into real world true self-
presentation, showing significant associations between authenticity, self-esteem, and well-being (e.g., Wood

et al., 2008).

Concerning the self-idealization hypothesis, self-idealization allows social media users to edit their online
selves providing positive self-views, positive impressions of themselves in others, and resulting in positive
psychological wellbeing. Conversely, self-idealizing behavior can be associated with feelings of internal
conflict, psychological discomfort, and strong emotional reactions. In relation to these latter findings, a few
studies have suggested that social media can facilitate false self-presentation, which leads to reduced well-
being and, in extreme cases, to pathology. Indeed, a recent study reported that a strong need for approval
was associated with higher levels of false/lying self-presentation, which significantly increased depression
(Mun and Kim, 2021). Similarly, high levels of false/ideal self-presentation on Facebook have been found to
be related to low self-esteem and an avoidant and anxious attachment style (Gil-Or et al., 2015). Shifting the
attention from predictors to outcomes of online false self-presentation, Turel and Gil-Or (2019)
demonstrated boundary conditions for the false-Facebook self-effects on self-image enhancement by re-
posting/sharing behaviors of an individual’s own content on social media, such as “selfies and images of the
self” (p. 4). Following Turel and Gil-Or’s (2019) suggestion to fill the gap on the effects of online false self-
presentation, the present study focuses on interrelationships between dispositional authenticity and
addictive use of social media in order to provide further insight into the underlying mechanisms facilitating

the risk of SMA.



2.2. The tripartite person-centered perspective of authenticity

The theoretical framework of authentic personality utilized in the present paper was from the Winnicottian
perspective, which distinguishes between the ‘true self’ and the ‘false self’. The former is viewed as being
more spontaneous, authentic, and real, whereas the latter is viewed as being more defensive and protective
of the ‘true self’. Rogers (1959) asserted that the ideal-self represents what an individual really wishes to be
like and stems from a deviation of the real-self due to lacking positive regard in childhood experience. This

leads to incongruity (i.e., inconsistency between the real self and the ideal self).

Based on Rogerian theory, Barrett-Lennard (1998) posited the person-centered tripartite conception of
authenticity, which was later operationalized by Wood et al. (2008). This model comprises the interplay
between three levels of an individual’'s experience: (i) primary experience, which includes the basic,
unconscious or true states, emotions, and thoughts; (ii) symbolized awareness of those states, emotions, and
thoughts; and (iii) outward behavior and communication referred to the lived experience. The first
component of authenticity, self-alienation, concerns the extent to which individuals experience self-
alienation emerging from the incongruity between the conscious awareness and actual experience (the true
self). This dispositional trait reflects the subjective experience of individuals not knowing who they are and
not feeling in touch with themselves and others. The second component, authentic living, refers to the extent
to which individuals behave and express emotions consistently with the conscious awareness of physiological
states, emotions, beliefs, and cognitions. Consequently, these individuals live in accordance with their own
values and beliefs. The third component of authenticity, accepting external influence, refers to the extent to
which individuals accept the influence of others and believe they ought to conform to others’ expectations.
The last aspect can take place between levels one and two and/or levels two and three and describes to what

extent the social environment contributes to self-alienation and authentic living.
3. Problem statement

In the present study, such conceptualization of authentic personality is extended to online environments by
linking it to selfitis behaviors (i.e., individuals’ problematic behaviors related to the taking and sharing photos
via social media) (Balakrishnan and Griffiths, 2017). Selfitis behavior is meant as an optimal venue/vehicle in
engaging strategic self-presentation that refers to an online ideal/false self, in order to enhance users’
profiles and maintain or fills the gap in social connections and interactions. The manipulation of online self-
presentation, which is characterized by self- and/or others-orientated behaviors, meets self-reinforcement
needs and may lead to a seemingly habitual or addictive use of social networking sites. Indeed, selfitis
behavior has been considered as a bridge that, linking personality traits and social needs (Monacis et al, 2020;
Gioia et al., 2021), may establish individuals’ self-importance (Griffiths and Balakrishnan, 2018). This is in line

with the Uses and Gratifications Theory paradigm (Katz and Blumler, 1974) as well as with the dual-factor



model of Facebook use (Nadkarni and Hofmann, 2012) based on two social needs (i.e., the need to belong

and the need for self-presentation).

In addition, following Wegmann and Brand’s (2019) model that describes the process of development and
maintenance of problematic social networking use based on conditioned learning processes and on the
impact of reinforcement mechanisms, the concept of selfitis behavior may be referred to as the experience
of gratification and/or compensation of the aforementioned self-reinforcement needs. The model assumes
that two different reinforcements resulting from the fear-driven/compensation-seeking hypothesis and the
reward-driven hypothesis. The former hypothesis involving a negative reinforcement mechanism, identifies
individuals who, characterized by low social competence and/or high (social) anxiety and motivated by
negative drives of the compensation of their social deficits, are engaged much more frequently and
intensively in social media use, consequently becoming more vulnerable to SMA. The latter hypothesis
implying a positive reinforcement mechanism combined with the experience of gratification and satisfaction
of social needs, explains how individuals with specific personality traits associated with high need of self-
presentation, popularity, and impression management, may also develop problematic/addictive social media
use. Both reinforcement mechanisms reflect respectively the social compensation hypothesis and the ‘rich-

get-richer’ hypothesis, both developed by Valkenburg and Peter (2007).
4. Research contribution

In light of these aforementioned theoretical frameworks and empirical findings, and given the lack of studies
taking into account authenticity as an additional personality disposition related to SMA, the present study
examined individual differences in the authentic personality traits associated with selfitis behaviors and the
risk of SMA. Consequently, specific pathways implicated in the development of SMA were analyzed by testing
direct and indirect effects of the three components of authentic personality constructs on the risk of SMA via

selfitis behaviors.

It was hypothesized that the risk of SMA would be directly influenced by high levels of the self-alienation trait
(H1) and by the high propensity to accept external social influences (H2). For H1, the influence may be
explained according to a fear-driven/compensation-seeking hypothesis. Like socially anxious and lonely
individuals seeking social support and connectedness to others on social media (e.g., O’'Day and Heimberg,
2021), individuals who are aware of being alienated/disconnected from themselves and others, tend to
experience emotional distress, constant preoccupation, anxiety, and fear. Therefore, their lack of self-worth
and their feeling different or separate from everyone else could lead to an excessive use of social media in
order to reduce their fear of isolation and to seek relief. Consistently, driven by this sort of compensation

mechanism, users are negatively reinforced and potentially become addicted to SMA.



Conversely, as for H2, the direct association might be explained in terms of a reward-driven hypothesis
involving a positive reinforcement mechanism, that is individuals who live in accordance with others’
expectations and need for social recognition and popularity, use social media to experience gratification and
to satisfy their social need. This positive reward may increase the likelihood of being at higher risk of SMA.
This in line with previous findings demonstrating that the interaction of specific psychosocial characteristics,
such as narcissism, with positive reinforcement mechanisms may develop into an addictive use of social

media (Monacis et al, 2020; Sherman et al. 2016; Sherman et al., 2018).

Beyond the direct paths, the hypothesized model also assumes two indirect paths within the self-alienation-
SMA relationship (H3) and the tendency to accept external influence-SMA relationship (H4) via selfitis
behaviors. This further supports the mediating role played by selfitis behavior in determining and maintaining
the onset of addictive use of social media. By combining the two assumed approaches with the self-
idealization hypothesis, selfitis behaviors could afford the opportunity to present an idealized self-image on
social media, therefore positively influencing the associations between these two individual dispositions and
the risk of becoming addicted to social media. Consequently, both traits driven by the two different
mechanisms of reinforcement were expected to be positively associated with the increase of online self-
manipulation (selfitis behaviors) involving a greater tendency to exhibit an ideal/false self in virtual platforms.
Such association could lead to addictive use of social media. This concurs with the association between online
false self-presentation and negative mental health reported in previous investigations (Mun and Kim, 2021;

Turel and Gil-Or, 2019; Wright et al., 2018).

With regard to the trait of authenticity, a negative association of high score on this trait with addictive use of
social media was hypothesized (H5). Indeed, individuals characterized by a high sense of self-worth that lead
them to consider others’ evaluation less important, tend to may be less inclined to addictive use of social
media. Finally, an indirect and negative association between the two constructs via selfitis behaviors was also
hypothesized in order to support the authentic online self-expression hypothesis. Here, high scores on this
trait are hypothesized to be negatively related with low scores of selfitis behaviors (i.e., the online ideal/false
self-presentation) that, in turn, could lead to lower the risk of becoming addicted to social media (H6). The
final hypotheses were formulated in light of the aforementioned findings (Bailey et al., 2020; Grieve and
Watkinson , 2016; Hu et al., 2019; Reinecke and Trepte, 2014; Wang et al., 2018) confirming the authentic

self-expression hypothesis.

5. Method

5.1. Participants, procedure, and ethics

A convenience sampling technique was used to select participants due to their easy accessibility and
proximity to the researchers. The initial sample comprised 520 undergraduate and school students recruited
from different university courses (humanistic and social sciences courses) and from a secondary school next
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to the university in Southern Italy. Written informed consent was obtained from the head of the school.
Students aged over 18 years and attending the last year of the school were randomly selected from a pool of
classes. A well-trained researcher was present in online classroom settings during data collection to explain
the procedure. All participants voluntarily and anonymously completed an online survey, which took
approximately 15 minutes during the traditional online lessons. Thirty cases were removed from data analysis
due to missing data. A total of 490 students (Males = 228; M,,. = 20.31 years, SD = 3.76) completed the
survey. Data collection took place during November and December 2020. The study was approved by the
Ethics Committee of the corresponding author’s affiliation. Participants provided informed consent according

to the Helsinki Declaration and the ethical rules of the Italian Psychological Association.

5.2. Measures

The battery of survey questions included a socio-demographic section related to questions concerning

gender and age, as well as the three psychometric scales below.

The Authenticity Scale (AS: Wood et al., 2008) comprises 12 items that assess authentic personality and are
rated on a seven-point Likert scale from 1 (does not describe me at all) to 7 (describes me very well). The AS
comprises three subscales: Self-Alienation, Authentic Living, and Accepting External Influence, each of which
comprises four items. A total score is calculated for each scale. Higher scores on the Self-Alienation subscale

07

indicate higher levels of self-alienation (e.g., “I feel out of touch with the ‘real me’”). Higher scores on the
Authentic Living subscale indicate higher levels of living in accordance with one's beliefs (e.g., “/ think it is
better to be yourself, than to be popular”). Higher scores on the External Influence subscale indicate the
tendency to accept external influence (e.g., “I am strongly influenced by the opinions of others”). The scale
was translated into Italian for the present study. Forward and backward translation method was used
following an internationally recognized standardized method (Beaton, Bombardier & Guillemin, 2000). As a
result of CFA, the Italian AS demonstrated that the goodness of fit indices generated adequate values (x>=

128.612 df = 51, p<.001; RMSEA= 0.056 (Cl 95% [0.044, 0.068]), SRMR=0.053, CFI=0.919). In the present

study, the Cronbach's alphas of the total scale and subscales ranged from a = 0.71 to a = 0.82.

The Selfitis Behavior Scale (SBS: Balakrishnan and Griffiths, 2018; Italian version: Monacis et al., 2020),
comprises 20 items that assess selfitis behavior. Each item is rated on a five-point Likert scale ranging from 1
(strongly agree) to 5 (strongly disagree). The scale includes five subdomains: social and emotional subjective
wellbeing (four items; e.g., “Taking selfies gives me a good feeling to better enjoy my environment”), self-
confidence (five items; “I feel confident when | take a selfie”), self-presentation (five items; e.g., “ use photo
editing tools to enhance my selfie to look better than others”), self-approval (four items; e.g., “I post frequent
selfies to get more ‘likes” and comments on social media”) and autobiographical memories (two items; e.g.,

“Taking selfies provides better memories about the occasion and the experience”). Higher total scores indicate



higher levels of selfitis behavior. In the present study, the Cronbach’s alpha value of the overall scale was

0.93.

The Bergen Social Media Addiction Scale (BSMAS) (Andreassen et al., 2016; Italian version: Monacis et al.,
2017) comprises six items that assess the risk of social media addiction over the past year. Each item is rated
on a five-point Likert scale from 1 (very rarely) to 5 (very often). The six items (e.g., “How often during the
last year have you tried to cut down on the use of social media without success?”) reflect six core components
of addiction (i.e., salience, mood modification, tolerance, withdrawal, conflict, and relapse). Higher total
scores indicate a greater risk of addiction to social media. In the present study, the Cronbach’s alpha value

of the overall scale was 0.78.
5.3. Statistical analyses

Descriptive statistics and bivariate correlations were calculated among the variables to explore possible
mediating effects of selfitis behaviors between the three dimensions of authentic personality and risk of
social media addiction. Based on the observed associations, a structural equation model (SEM) approach was
utilized to test the hypothesized mediating role of selfitis behavior. Gender was also included as covariate.
SEM was conducted using the Robust Maximum Likelihood (RML) estimation method. The model fit index of
the SEMs included: the ¥? (and its degrees of freedom and p-value), the Standardized Root Mean Square
Residual (SRMR) “close to” 0.09 or lower, the Comparative Fit Index (CFI) “close to” 0.95 or higher, and the
Root Mean Square Error of Approximation (RMSEA) <0.08. Bootstrapping procedures (5,000 resamples) were
used to generate 95% bias-corrected confidence intervals. The SEMs were performed utilizing Mplus 7.2
while the other tests were conducted by utilizing SPSS 21.0. The level of statistical significance was p<.05

(two-tailed tests)

6. Results

Means, standard deviations, independent t-tests, and zero-order correlations among the study variables in
the total sample, males, and females are shown in Table 1. Gender differences were found among the
variables of interest. Findings showed females scored significantly higher than males on the trait of authentic
living (t[488],-3.337, p<.001), selfitis behavior (t[488],-2.992, p<.01, and the risk of social media addiction,
(t[488],-3.164, p<.01).

Findings from bivariate correlation in the total sample indicated that the risk of social media addiction was
positively associated with both the tendency to accept external influence and self-alienation but was
unrelated with authentic living. Selfitis behavior was positively associated with self-alienation and accepting
external influence, and negatively associated with the authentic living. Similar patterns of associations were

found among males and females.


https://www.sciencedirect.com/science/article/pii/S0191886918304033#t0005

The assessed path model produced adequate fit to the data [x?= 637.524, df=234, p<.001; RMSEA=0.059 (90%
C.l. =0.054-0.065), CFI=0.908, SRMR=0.058]. The standardized estimates are shown in Fig. 1. All coefficients
values for the measurement model were significant (p<.001). Taken together, the results generally confirmed
the hypothesized relationships. Regarding self-alienation, findings showed significant direct and indirect
effects on the risk of social media addiction (supporting H1 and H3). As for accepting external influence, no
significant direct effect on the risk of social media addiction was found (therefore, H2 was not supported).
Conversely, its indirect effect became significant via selfitis behavior (therefore confirming H4). Finally,
concerning authentic living, findings partially supported the hypothesized relationships. More specifically, an
unexpected lack of significant association between authentic living and the risk of social media addiction was
found (H5), whereas a significant indirect effect via selfitis behavior was observed within such an association
(H6). Direct and indirect effects of the three authentic personality traits on the risk of social media addiction

are reported in Table 2.
7. Discussion

In order to provide further insight into the influence of further personality dispositions on the risk of social
media addiction, the present study examined the relationship between individual differences in authentic
personality traits and the risk of developing SMA. The findings are now discussed in accordance to the

aforementioned proposed hypotheses.

In relation to the direct and indirect effects of self-alienation on social media addiction (H1 and H3,
respectively), findings confirmed the hypothesized relationships, supporting the combination of a fear-driven
approach with the self-idealization hypothesis. As expected (H1), since self-alienated individuals with high a
level of personal and social deficits tend to experience greater distance between conscious awareness and
the true self, they may engage in excessive social media use in order to compensate their emotional distress
and to reduce their feelings of estrangement and isolation. Consistently with H3, given the anxiety arising
from the discrepancy between the true self and ideal self, self-alienated individuals are engaged in a
defensive process based on a negative drive of compensation, and intentionally manipulate their self-
images/portraits in line with their ideal self, therefore exhibiting an ideal or false self-presentation that may
result in an excessive use of social media, which for some may be addictive. Such interpretation could be
aligned with Turel and Gil-Or’s study (2019) which reported strong associations between levels of falseness
of self-presentation on Facebook and the re-posting and sharing self-image enhancing content. Therefore,
the findings in the present study contribute to and extend the existing literature on false self-presentation

on social media on the basis of the self-idealization hypothesis (Wright, 2018).

Another notable finding concerned the lack of a direct association between the tendency to accept external
influence and risk of SMA (not supporting H2). Although findings initially showed a positive correlation

between the two constructs, a careful inspection of the path analysis demonstrated a non-significant direct
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effect. This leads to the conclusion that, in contrast to self-alienation, the propensity to conform to other’s
expectations is unlikely to be primarily responsible for the development of SMA, and that other underlying
mechanisms or pathways may be involved in determining addictive use of social platforms. That is, individuals
with high scores on this trait appear not to be at risk of addictive behavior on social media, probably due to
the fact that they are not looking for any experience of gratification for their self-reinforcement when using

social media platforms.

However, when looking at the indirect path, findings supported the expected hypothesis (H4), given the
significant mediating role played by selfitis behaviors within this relationship. Individuals who accept external
influences and are motivated to satisfy their need for social recognition and popularity linked to positive self-
reinforcement, tend to show a more frequent engagement in appearance-related behaviors by posting and
sharing digitally edited selfies of their self-idealized portraits. The positive self-views emerging from the
online ideal/false self-expression behavior appear to increase the probability of excessive use of social
networking sites, therefore leading to SMA among a small minority of individuals. For these individuals, social
media represents a medium to communicate their false self-expression by facilitating the “ideal me” as a
function of others-oriented behavior. Such findings support the integration of the two underlying hypotheses
(i.e., reward-driven vs. online self-idealization hypothesis) in explaining the risk of developing SMA. This
implies that the dispositional trait to accept external influences could be considered as a risk factor for SMA

when associated to the actions of self-management via selfitis behaviors (Wegmann and Brand, 2019).

Finally, the idea that the authentic personality trait can be considered as a protective factor against SMA was
partially confirmed. The lack of a negative correlation and of a direct effect between the two constructs was
an unexpected result that should be further investigated. This may be explained by the fact that the trait of
authenticity has a direct bearing on well-being indicators rather than on behavioral indicators of addiction.
It was just in this direction that authenticity may play a role of contributory protective factor, as shown in the
indirect pathway. In fact, for users with high levels on authenticity, social media platforms represent a
cyberspace where an individual can assert their true trait by reducing the manipulation of online self-image

photos and/or selfies, which, in turn, leads to a decrease in the risk of developing an addiction to social media.

Without altering authentic online self-presentation, users also can satisfy their needs to be connected, keep
in touch with others, maintain long-distant relationships and/or support daily face-to-face relationships
(Tosun, 2012; Tosun and Lajunen 2010). Consequently, social media use acts as a means to communicate an
individual’s authentic self-expression by revealing the “real me” in their interaction with others. These
findings are also in line with those reporting that individuals who express their “true self”” on social media,
and have more self-oriented motivations for posting personal and emotional content (e.g., Seidman, 2014),
as well as with those studies demonstrating associations between an authentic self-expression and a positive

mood and affect in online environments (Bailey et al., 2020; Reinecke and Trepte, 2014; Grieve and

10



Watkinson,2016). Such interpretation may support the hypothesis of authentic self-presentation on social
media, suggesting that the addictive use of social media depend on the interplay between individual

dispositions and the way individuals are engaged in online self-expression.

Similarly, the hypothesized model provides further insight into protective and risk factors related to the
problematic use of social media by taking into account the integration of the tripartite person-centered view
of authenticity with the online authentic and idealized self-presentation hypotheses. The findings empirically
demonstrated that both traits of self-alienation and of the tendency to accept external influence motived by
two different mechanisms of compensation equally fostering an online ideal/false self-presentation, may
increase the likelihood of becoming addicted to social media. On the contrary, the trait of authenticity
associated with a decreased manipulation of online self-idealized photos and/or selfies may lower the risk of

SMA.

Finally, some limitations should briefly be mentioned. The cross-sectional method used in the study did not
allow for inferring the causality between the constructs of interest. The data were also self-selected (utilizing
convenience sampling) and self-report which are subject to well-known methods biases. Future research
might include ‘social media authenticity’ as a further criterion variable associated with selfitis behaviors. This
further index could be operationalized by Euclidean distances between authentic personality traits and
authentic personality traits adapted to social media use. Finally, a larger and more representative sample
size, including different age cohorts, should be considered in order to further generalize the findings of the

present study.
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Total sample (n = 490)

1. Authentic living 22.26 4.289 -

2. Accepting external influence 10.45 5.164 -.182™ -

3. Self-alienation 12.39 5.498 -.129™ 434" -

4. Selfitis behavior 38.72 14.388 -179™ .258™ 2447 -

5. Social media addiction 12.54 4.611 -.036 255" .289™ 499"

Males (n = 228)

1. Authentic living 21.56 4.360 -

2. Accepting external influence 10.63 4.797 -.119 -

3. Self-alienation 12.14 5.397 -.085 .386™ -

4. Selfitis behavior 36.62 14.026 -.256™ 154" .154" -

5. Social media addiction 11.83 4,198 -.051 .334™ .334™ 526"
Females (n = 262)

1. Authentic living 22.86 4.159 -

2. Accepting external influence 10.26 5.467 -.225™ -

3. Self-alienation 12.60 5.574 -179™ 427" -

4, Selfitis behavior 40.50 14..566 -.158™ .293* 314

5. Social media addiction 13.14 4.866 -.063 .232™ .251™ 466"

* p<.05, two-tailed; ™ p<.01, two-tailed.

Table 2. Direct and indirect effects of the three authentic personality traits on the risk of social media

addiction

Direct effects

B

p

C.I 95%

1. Authentic living 2 SMA

0.055

>0.05

[-0.060 - 0.171]
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2. Accepting external influence - SMA 0.081 >0.05 [-0.062 -0.224]
3. Self-alienation> SMA 0.203 <0.01 [0.059 - 0.347]
Indirect effects

1. Authentic living - Selfitis behavior-> SMA - 0.067 <0.05 [-0.132 - -0.002]
2. Accepting external influence - Selfitis behavior=> SMA 0.100 <0.01 [0.026 -0.174]

3. Self-alienation—> Selfitis behavior> SMA 0.081 <0.05 [0.010 -0.152]

SMA-=risk of social media addiction

Figure 1. The tested path model
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Highlights

e There are direct and indirect paths from self-alienation to risk for social media addiction

e Thereis an indirect path from accepting external influence to risk for social media addiction

e Thereis an indirect path from authenticity to a lower risk of becoming addicted to social media
e Selfitis behaviors help in understanding individual’s self-presentation on social media
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