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Introduction. Modern society is characterized by the widespread use of social ~ Keywords:

media, which provides users with communication, leisure, work, and study op- Virtual identity,
portunities. With the growth of such opportunities, more time is being spent on- social media,
line. These circumstances explain why we developed a test entitled the Virtual social media
Identity of Social Media Users (VISCMU). users, test,
Objective. To develop and test the psychometric characteristics of the VISMU psychometric
test. characteristics,
Design. The research methods included theoretical analysis, modeling, expert standardization,
assessments, questionnaires, and statistical analysis. The research sample was specification

comprised of 285 users of VKontakte and other social media.

Results. The results of factor analysis proved the acceptability of the three
scales identified in the test. Expert assessments showed that the test had suf-
ficient face and content validity. The scales were characterized by optimal in-
dicators of internal consistency, homogeneity, and discriminatory power. The
test-retest reliability values demonstrated that the test indicators were stable.
Statistically significant differences in the parameter measuring virtual identity
in groups with different levels of success in adult life justified a sufficient level
of criterion validity. The correlation between the test scales and the components
of the factor structure of the modified test “Who am I online?” indicated its
compliance with construct validity norms. Positive connections between virtual
identity and Internet addiction, smartphone addiction, aggressiveness, hostility,
and negative relationships with vitality, indicated sufficient convergent validity.
The test has been standardized and specified.

Conclusion. The test was aimed at measuring the extent to which a person’s
virtual identity would reveal the specific characteristics of its impact on the indi-
vidual’s personal development.
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Introduction

Modern life is difficult without the use of the Internet. Since the 1990s, a new virtual
socio-cultural space has formed, characterized by wide access to various sources of
information. Information openness is becoming one of the defining vectors of social
development (Norman, 2017).

Various digital devices mediate mental functions as cultural tools, which leads to
the appearance of new activities, the transformation of social interactions, and the
formation of new cultural practices. An individual socializing in a digitalized world
acquires social experience in online contexts, which leads to people forming a digital
persona as part of their personality profile (Soldatova & Rasskazova, 2020).

Currently, social media are one of the most popular online Internet services (Yu-
dina, 2015). These resources are characterized by almost unlimited possibilities: they
allow people to communicate and to organize leisure, learning, and work. The mas-
sive spread of the Internet in general, and social media in particular, is increasing the
time users spend online (Chen, 2013; McNicol & Thorsteinsson, 2017). The current
situation, along with the increasing importance of the virtual environment, threatens
to reduce the adaptability of individuals to real life and has led to the formation of a
special type of ego identity — the virtual identity of social media users (Soldatova &
Pogorelov, 2018).

Parents, teachers, and psychologists are alarmed by the increase in the time chil-
dren and teenagers spend on social media, and the increase in the severity of Internet
addictions, especially the need to actively get information from the Internet for edu-
cational purposes (Park & Sun, 2017). The global COVID-19 pandemic has also in-
creased the use of the Internet by older generations, which has resulted in the trans-
formation of the subculture of this environment (Chen, Pakpour & Leung, 2020).

Ego identity can be interpreted as the identity and integrity of the personality,
the continuity of the “I” in the transformations taking place during personal growth
and development (Erickson, 1996). The formation of ego identity is based on gen-
eralized childhood identifications, the system of norms and values assimilated by
the personality, the attitudes of society, and the expectations and requirements of
the peer environment. During the development of consciousness, a person general-
izes the experience of past events, which underlies the formation of their system of
goals, values, and attitudes. In this context, an increase in the need to reference the
virtual space of social media is fraught with the potential for the formation of Inter-
net addiction and decreasing interest in the development of real personal qualities
(Moreno, 2019). This subsystem of ego identity—the virtual identity of social media
users—duplicates the real identity in virtual space, acting as a modification of the
image of the real self. The virtual identity of social media users is compiled from the
standardized interface components of the virtual world, aimed at self-presentation
on the Internet, and reflects the integrity and identity of the personality in virtual
space (Asmolov & Asmolov, 2010).

The analysis of domestic and foreign studies on the problem of virtual identity
served as the basis for our development of a conceptual model of the virtual identity
of social network users. The virtual identity structure has three components.
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The first of them, “cyberaddiction,” reflects the individual’s level of reference to
social networks, as well as the emergence of addictive tendencies with excessive use
of social networks (Kochetkov, 2020; Kuss, 2021; Rajesh & Rangaiah, 2020). The
main prerequisite for the development of cyberaddiction is the incomplete resolu-
tion of age-related crises, which manifests itself in the development of an identity
crisis. The Internet environment is attractive for resolving this crisis since it allows
the user to construct a desired reality in it. Unresolved problems of aging, which
serve as criteria-based grounds for the formation of an alternative to a person’s real
identity, indicate a lack of human vitality and actualize various kinds of dependen-
cies, including, probably, cyberaddiction. Virtual “friends,” “likes,” and “posts” are
becoming more valuable than communication in a real environment, which reflects
the high reference of social networks. Moreover, cyberaddiction is characterized by
an increase in tendencies for aimless activity on the Web.

The second component, “acceptance of subculture,” characterizes the degree of
approval by the individual of the specific norms adopted in virtual communities
(Kurbatov, Volkov, & Vodenko, 2019; Senchenko, 2016). The virtual personality
creates a new virtual culture, which becomes part of the culture as a whole. New
forms of mass collective behavior of users on social networks act as a kind of elec-
tronic frontier on which users can oppose traditional reality that does not suit them
for reasons of justice, morality, order, and values. The most striking manifestation
of the subculture of social network users is the potential for user anonymity , which
does not require providing true personal data on social networks, and thus reduces
moral barriers in communication, and permits manifestations of aggressiveness,
including cyberbullying. It is also impossible not to note the ratio of obscene vo-
cabulary, images of a “beautiful life,” and tolerance for punctuation and grammati-
cal errors.

The third component, “virtual image,” reflects a complex representation of the in-
dividual’s physical and psychological properties as projected in virtual space, as well
as the possibilities and advantages of communication in social networks (Luchinki-
na, 2016; Zekeryaev, 2019). This image has no real content, but consists solely of
signs-symbols, including the physical and psychological properties of the individual,
and actions unfolding within the framework of Internet communication. Since the
user is not physically present in the virtual space of social networks, his actions can
be implemented exclusively through virtual communication.

The foregoing determines the importance of adequately measuring the virtual
identity of social media users. However, since this phenomenon is new and insuf-
ficiently studied, there are no special psycho-diagnostic tools for studying aspects of
virtual identity. Such a tool could aid in preventing excessive Internet use and solving
the problem of the negative impact of Internet content on personal development and
interpersonal interaction of people of all ages. The purpose of our study was to de-
velop and test the psychometric characteristics of the Virtual Identity of Social Media
Users (VISMU) test by:

1. Conceptually justifying and developing the structure of the VISMU test to
measure the virtual identity of social media users.
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2. Checking the main psychometric characteristics of the test: face and content
validity, reliability, homogeneity, discriminatory power, and criterion and
construct validity.

3. Standardizing the VISMU test.

4. Giving a descriptive specification of the test.

Method

Our research was based on the methods of theoretical analysis, synthesis and gener-
alization, induction and deduction, modeling, expert evaluation, and questionnaires.
Descriptive statistics, factor analysis (principal component analysis (PCA) followed
by Varimax rotation), Kendall's W, Cronbach’s a, Spearman-Brown’s rt, Ferguson’s
o, Pearson’s r, Mann-Whitney’s U, Kolmogorov-Smirnov’s d, and Student’s ¢ criteria
were used for mathematical processing of the data. The results were processed using
the IBM SPSS Statistics v. 26.0 and MS Excel statistical analysis suites.

Participants

The research sample was comprised of 285 users of VKontakte and other social me-
dia, age 18 to 72 (X =37.49, SD =13.61). The sample involved 197 women (69.1%)
and 88 men (30.9%), including university students, and representatives of the blue
and white collar professions. The procedures of factor analysis and verification of the
psychometric characteristics of the test were carried out on this sample.

To confirm the criterion validity, a content analysis of the pages of users of an
additional sample (N =30) on VKontakte and other social media was carried out.
This type of validity is based on comparing test indicators with data obtained on the
basis of objective (external) criteria. Such criteria can be success in adult life, such
as personal and professional self-determination, creating a family, and performing
pro-social activities (Ananiev, 2001). The first group (N = 15) included subjects who
currently had no families, had no job, showed signs of alcoholism, or use obscene
language. The second group (N =15) included subjects who created families, had a
profession, and showed no signs of obscene language, deviant, or aggressive behavior.

The test was standardized using an additional sample of 495 people, including
231 men (46.7%) and 264 women (53.3%), age 18 to 57 (X =34, 96, SD =10.35). The
sample included students in secondary and higher educational institutions, teaching
staff (educators and heads of preschool educational institutions, teachers and head-
masters, and lecturers at secondary and higher educational institutions), representa-
tives of business (individual entrepreneurs), service professionals (cleaners, store-
keepers, drivers), and the unemployed. In this regard, we can consider this sample to
be representative.

The data was collected and processed between 2017 and 2021.

Procedure

During the first stage, using theoretical analysis, we developed a conceptual model
of the structure of the virtual identity of social media users, which included three
components: Cyberaddiction (CA), Acceptance of Subculture (AS), and Virtual Im-



The Development and Psychometric Characteristics ... 105

age (VI) (Pogorelov & Rylskaya, 2021). In the second stage, we selected methods to
diagnose each of the identified structural components, formed a data base for the
research, and developed test statements (initially 103 items). The third stage included
factor analysis, for which we selected the questions with the maximum factor load.
We then verified the face and content validity of the VISMU test. As a result, we
formed a version of the VISMU methodology which includes 43 items and the three
scales: CA, AS, and VI. Further, we determined the psychometric characteristics of
the VISMU test (internal consistency, test-retest reliability, criterion and construct
validity), and standardization, taking into account that women and men do not differ
in the structural components of their virtual identity; however, we found and took
age differences into account.

Results

A conceptual model of the virtual identity of social media users. The conceptual foun-
dations for the development of the VISMU test are the understanding of virtual iden-
tity as an integral phenomenon, which is a subsystem of ego identity coexisting with
the structure of real identity, consisting of the textual, visual, and audio characteris-
tics of a virtual image, and reflecting the physical and psychological properties and
communication features which determine the integrity and identity of the personal-
ity within the subculture of social media users (Rylskaya & Pogorelov, 2021). Virtual
identity is understood from the standpoint of the relationship between the concepts
of ego identity and vitality at two points of contact: normative crises and life tasks
(Rylskaya, 2005; Soldatova, 2005). To prepare the test, we used the technology devel-
oped by Baturin, which has been actively used by representatives of the Chelyabinsk
School of Psychology (Baturin & Melnikova, 2009).

We described the conceptual model of the virtual identity of social media users
in our previous publications (Pogorelov, 2020; Rylskaya & Pogorelov, 2021). In char-
acterizing virtual identity, we distinguished the three components.

1. Cyberaddiction (CA) is considered an obsessive desire to use the Internet or
to spend much time on the Internet (Kochetkov, 2020; Kuss, 2021; Rajesh &
Rangaiah, 2020).

2. Acceptance of Subculture (SA) is the degree of a person’s approval of the spe-
cial norms, rules, and values characteristic of the virtual space of social media
(Kurbatov, Volkov & Vodenko, 2019; Senchenko, 2016).

3. Virtual Image (VI) ensures the integrity and identity of the personality in the
social media space and reflects the desired image of its creator (Luchinkina,
2016; Zekeryaev, 2019).

According to this conceptual model of the virtual identity of social media users,
we created a databank for the development of test statements. The bases for the test
design were the scales of standardized psycho-diagnostic techniques (Lee and Quig-
ley’s scale for measuring self-presentation tactics; Thomas’ questionnaire “Style of be-
havior in conflict;” Sukhikh and Korytchenkova’s test of the moral and ethical char-
acteristics of a person and the level of their psychoethical development; Mikhelson’s
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communication skills test; Morosanovas questionnaire “Behavioral self-regulation
style;” and the method for diagnosing addictive identity developed by Dmitrieva,
Perevozkina, Perevozkina, and Samoilik). When formulating the test statements, we
both used separate items to diagnose the components of the structure of virtual iden-
tity, and developed new items; this was to ensure that the phenomenon of the virtual
identity of social media users was taken into account as precisely as possible. As a
result, we compiled 103 items for the original version of the VISMU test.

Factor analysis of the test items. At the next stage, we carried out a factor analysis
to select the items with the maximum factor load. An analysis of the eigenvalues for
the items allowed us to identify three factors. After the rectangular Varimax rotation,
we selected the items with the maximum factor loads. At this stage, we analyzed all
the test items and excluded those with unsatisfactory psychometric characteristics.
The selected factors accounted for 75.6% of the variance. The items obtained as a
result of factorization formed a version of the VISMU test, which measured the three
scales: CA, AS, and VL.

CA was formed by statements about the highly subjective significance of social
media, which is often even more significant for users than the real world. This factor
served as a content-related confirmation of the conceptual model.

AS included variables demonstrating the level of changes in the user’s behavior or
opinion under the influence of the norms accepted in virtual communities. The set of
items (variables) of this factor corresponded to the hypothetical scale.

VI described attitudes towards social media presentation and included characteris-
tics linked with the ability to more flatteringly present one’s physical characteristics and
personality traits, as well as the benefits and opportunities of online communication.

Further, we identified the test items with the maximum factor load (no less than
0.4). The items obtained during the factor analysis formed the basis of the original
version of the VISMU test; during the repeated factorization, we obtained a repro-
ducible structure.

Then, this test version was presented to a sample of 285 people simultaneously
with the original version. The results were above the critical values (Table 1).

Table 1

Correlation coefficients between the scales of the VISMU test versions

The scale of the VISMU test Correlation coefficients r
CA 0.721**
AS 0.837**
VI 0.734**

** — the correlation is significant at the level of 0.01

We found that all the selected items made the largest contributions to the corre-
sponding factors and the smallest contributions to the other factors (Table 2). In this
regard, we justified the optimality of the selected 3-factor model.
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Table 2
Factorization of the VISMU test items
Factors/Loads
Statements of the VISMU test
1 2 3

I often photoshop my pictures before posting them on the Internet; 0.045  -0.220 0.887
I prefer being online to being intimate with a partner; 0.844 -0.248  -0.095
I think insults and foul language on the Internet are a matter of 0.038 0.663 0163
course;

I enjoy watching pictures or videos on the Internet rather than 0793 -0071 0.019
reading a text;

¥ believe you should not post photos on social media showing flaws 0122 -0204 0.926
in appearance;

The Internet allows me to express myself; 0.156 0499  -0.221
I communicate on the Internet with people from other cities or 0.074 0920 0185
countries;

Sometimes I use social media without intending to communicate 0.861 0.089 0.023
with anyone;

I feel guilty wherll I reahlze .that my image in the real world is differ- 0163  -0435 0.795
ent from my social media image;

I exaggerate the significance of my achievements on the Internet; -0.017  -0.333 0.867
I fail to reduce my time online; 0.884 0.051 0.245
I like that I can fully express myself on the Internet; 0.186 0.867  -0.139
Sometimes I give incorrect information about my identity on the 0.176 0.884  -0.029
Internet;

I post pictures of important events in my life on social media; 0.806 0.460 0.039
I do not always 1n.d1ca.te my true 1dent1t.y, such as name, picture, 0.299 0527  -0214
location, when registering on social media;

I believe social media posts allow me to convey my thoughts to 0.926 0092 -0.043
many people;

T'am a member of Internet groups dedicated to an ideal appearance; 0.049 0.032 0.919
I often visit profiles of strangers on social media; 0.150 0.503  -0.177
I believe it is not necessary to follow the rules of the Russian lan- 0.024 0538  -0.150
guage on the Internet;

Unfortungtely, the merits of a person in the real world often remain 0815  -0074 0.138
unrecognized, no matter how hard they try;

I.make the impression of a successful and attractive person on so- 0042 -0.032 0.940
cial media;

Playing online or visiting social media helps me to change my 0.841 0.043 0.093
mood;

I feel empty, depressed, and irritated when I'm not connected to 0.860 0272 0202
the Internet;

It is much more convenient to make purchases on the Internet; 0.167 0.883 0.017
I believe my image should be perfect on the Internet; 0.147  -0.185 0.901
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The first thing I do when I wake up is check my email and open

. . 0.888 0.257 0.082
social media pages;

I believe it is quite conceivable to take on a different persona on
the Internet;

The Internet allows me to get rid of boredom; 0.782 0.076 0.006
Internet users think I am more professional than I really am; 0.130  -0.044 0.939

-0.006 0.929 -0.032

I believe I look younger and more attractive in pictures and videos

on the Internet; 0.061 -0.029 0.891

I have entered into conflicts on social media without identifying 0.173 0874  -0.038

my real identity;

I have alternative pages on social media where I take on a different 0378 0.829  -0227
persona;

I think I look more impressive in pictures than in reality; 0.252 0.132 0.892

If T have a bad opinion of a person and do not like their behavior on
the Internet, I hardly try to hide it from them;

I notice that the time I spend on the Internet is increasing; 0.823 0.144 0.020
Internet users think I am smarter than I really am; 0.304 -0.064 0.866

0.051 0.876 -0.257

I do not go to the library, as it is easier for me to find any informa-
tion on the Internet;

I often scroll through the news feed on the social media aimlessly; 0.898 0.229 0.091

0.236 0.817 -0.181

Som§t1mes I feel an overwhelming urge to refresh a page on social 0.867 0.308 0.087
media;
It happens that I insist on my own way when discussing on the

Internet, even when I am not sure that I am right; 0.064 0.950  -0.076

My mood improves when I use the Internet; 0.814 0.193 0.095
I am sure to highlight my achievements and success on social 0.730 0.172 0.145
media;

I aimlessly browse other people’s pages on social media. 0.790 0.154  -0.030

Factoring method: principal component analysis. Rotation method: Varimax
with Kaiser normalization. Rotation converged in 9 iterations.

The factor loading values higher than |0.4| are highlighted in bold and indicated
as the significant loadings for the corresponding factor.

Face and content validity. At the next stage, we determined the face validity of
the test to assess the degree of understanding of the test content by people who did
not know about the social networks where our study was performed. They took part
in the assessment of the face validity evaluating the items according to the criteria
of “specificity,, “literacy;” and “understandability” To measure the concordance of
expert opinions, we calculated Kendall’s concordance coefficients was presented in
Table 3 for the three scales. As a result of analyzing the expert opinions, we reformu-
lated six test items marked as insufficiently specific or understandable.

Further, we determined the content validity to highlight the representativeness of
the content of the test items. To do this, the VISMU test was evaluated by experts to



The Development and Psychometric Characteristics ... 109

determine its compliance with the subject of our diagnostics — the structural com-
ponents of the virtual identity of social media users. Three experts participated in the
evaluation: one PhD in psychology, one PhD in pedagogy, and a practicing psycho-
logist. The experts were experienced in theoretical and empirical research and practi-
cal work on virtualization and the impact of the Internet on personal development.
Based on the expert assessments, we adjusted five items in the test which were not
formulated specifically enough and were not sufficiently substantial.

Table 3
Concordance of the expert opinions on the scales of the VISMU test

Kendall’s concordance coefficients W
The scale of the VISMU test

Non-professional experts Professional experts
CA 0.59** 0.73**
AS 0.71** 0.73**
VI 0.81** 0.82**
Integrated index 0.68** 0.75**

** — the coefficient of concordance is significant at the level of 0.01 (value x°)

Thus, we selected and adjusted 43 items of the VISMU test, or 42% of the initial
103 items.

At subsequent stages, we determined the reliability, homogeneity, discrimina-
tory power, and criterion and construct validity, and performed standardization and
specification.

To determine the main psychometric characteristics of the test, the respondents
were tested using the final version of the VISMU test, the modified Kuhn-McPart-
land test, Young’s “Internet addiction” test (adapted by Loskutova), a short version
of Sheinov’s questionnaire “Smartphone Addiction Scale,” Bass and Darka’s ques-
tionnaire for studying the level of aggressiveness (adapted by Khvanov, Zaitsev, and
Kuznetsova), and Rylskaya’s “Human vitality” test. To determine criterion validity,
we carried out a content analysis of the pages of users from an additional sample
(N =30).

Reliability, homogeneity, and discriminatory power. To determine the test’s reli-
ability as an indicator of its stability concerning measurement errors, we calculated
Cronbach’s a for its final version. To identify the test’s internal homogeneity, we split
the scales into two parts. Then, we calculated the Spearman-Brown coeflicient. We
determined the discriminatory power as the ability of the test to differentiate the
subjects from the minimum to the maximum result by calculating Ferguson’s o. The
results showed satisfactory indicators of the internal consistency, homogeneity, and
discriminatory power of the VISMU test (Table 4).
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Table 4
Indicators of reliability, homogeneity, and discrimination power of the VISMU test

The scale of the Cronbach’s reliability Spearman-Brown ho-  Ferguson’s discrimina-
VISMU test coefficient a mogeneity coefficient rt tion coefficient 6
CA 0.976 0.854 0.938
AS 0.967 0.835 0.946
VI 0.979 0.939 0.943

Further, we determined the coeflicients of the correlation between the test scales,
presented in Table 5. We found that the structural components of virtual identity
were moderately correlated with each other. The results allowed us to assume that the
nature of virtual identity is integral, given a certain autonomy and qualitative unique-
ness of its individual components.

Table 5
Correlation of the scales of the VISMU test

The scale (:f‘stth e VISMU CA AS VI Integrated index
CA - 0.302** 0.169** 0.826**
AS 0.302** - 0.274** 0.505**
VI 0.169** 0.274** - 0.528**
Integrated index 0.826** 0.505** 0.528** -

** — the correlation is significant at the level of 0.01

Test-retest reliability. We calculated the test-retest reliability to assess the stability
of the VISMU test indicators during repeated measurements. To this end, we twice
tested the participants of advanced training courses of the State Budgetary Institu-
tion of Additional Professional Education Chelyabinsk Institute of Professional De-
velopment and Retraining of Educators (N =92) using the VISMU test. The interval
between the tests was three weeks. The correlation indicators between the results of
the first and second tests demonstrated high test-retest reliability, which indicated the
stability of the VISMU test as to time and, consequently, the stability of the virtual
identity of social media users over time (Table 6).

Table 6
Indicators of the test-retest reliability of the VISMU test

The scale of the VISMU test Correlation coefficient r

CA 0.945**
AS 0.963**
VI 0.956**

** — the correlation is significant at the level of 0.01.
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Criterion validity. This type of validity is based on comparing test indicators with
data obtained on the basis of objective (external) criteria using the extreme group
approach. Based on the theoretical analysis, such criteria can be the success in adult
life — namely, personal and professional self-determination, creating a family, and
performing pro-social activities (Ananiev, 2001). These tasks can be carried out when
performing such social roles as citizen, family member, or professional (Rylskaya,
2013). For the formation and harmonious development of a mature personality in
the real world, it is necessary to successfully solve the main life tasks of this period in
life. Successfully solved age-related tasks are correlated with weakly expressed virtual
identity. Low success rates in solving the main life tasks of the period of maturity
(lack of a family, a permanent place of work, a tendency to addictive behavior) are
associated with dissatisfaction with life in the real world. These characteristics lead to
a pronounced virtual identity.

As a result, two samples were formed based on the content analysis of the pages of
the social media users, which took note of their personal semantic units (the content
of the profile, topics of posts, content of visual and textual information) and universal
semantic units (having a family, having a job, the presence of obscene language, dem-
onstrating deviant and aggressive behavior). The first group (N =5) included subjects
who currently had no families or job, showed signs of alcoholism, or used obscene
language. The second group (N=15) included subjects who created families, had a
profession, and showed no signs of obscene language, deviant, or aggressive behav-
ior. As a result of applying the Mann-Whitney U criterion, we obtained statistically
significant differences between the two groups of respondents in terms of the integral
indicator of virtual identity (U =33, p<0.01), as well as in all scales, in particular, CA
(U=34,p<0.01), AS (U=39, p<0.01), and VI (U=36, p<0.01).

Accordingly, those users who were assigned to the group with high rates of suc-
cess in adult life were found to have the lowest rates of virtual identity in general as
well as on individual scales, which significantly differed from the group with low
rates of success in adult life. Users who were assigned to the group with high rates of
success in adult life were less prone to Internet addiction, more critical of the specific
norms of the subculture of social network users, and less prone to idealization of
their virtual image.

The Contextual (concept) validity of the test was based on a factor analysis of the
results of the modified Kuhn-McPartland’s test, with the subsequent calculation of
correlations with the scales of the VISMU test. This method highlights the substan-
tive features of the identity revealed through the use of the respondents’ answers to
the question “Who am I?” through self-descriptions of the personality. Accordingly,
the modification of the “Who am I online?” method assumes the respondents’” an-
swer to the corresponding question regarding the virtual environment. The primary
processing of the Kuhn-McPartland’s test included the conversion of qualitative data
represented by identification characteristics into quantitative indicators by the cod-
ing data. The factor analysis of the results of the PCA (principal component analysis)
followed by Varimax rotation allowed us to identify the factor structure correlated
with the previously identified structure of the virtual identity of social media users.
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The first factor included self-descriptions related to the specific features of their
social media activities (“user”), which were often aimless (“gamer,” “music addict”)
and reflected the high importance of social media for them (“writer;” “reader”). This
factor also included self-descriptions of emotional states arising from these activities
(“cheerful,” “joyful,” “inspired,” “delighted”). Notably, positive emotions arising from
social media activities can reinforce the tendencies toward cyberaddiction described
within the factor structure of the virtual identity of social media users. This factor is
called Virtual Activity and is correlated with the CA factor.

The second factor involved self-descriptions reflecting the norms accepted in
the virtual space of social media: an aggressive style of behavior (“harsh,” “evil”), a
tendency to conceal information about oneself and hide behind the associated ano-

» « .

nymity (“deceptive,” “opposite”), and the desire to attract attention and openness in
communication (“demonstrative,” “critic”). This factor was called “Norms of behavior
in social media” and correlates with the AS factor.

The next factor described the specific features of the user’s self-presentation on
social media. This factor included a self-description of the virtual image (“user pic-

» <«

ture,” “depicted”) at the level of physical (“fashionable,” “beautiful”) and psychological
properties (“sociable,” “active;,” “open-minded”). This factor included idealized self-
descriptions (“ideal,” “bright”). The factor included self-descriptions demonstrating
the particular features of the sphere of communication and interaction with people
(“sociable;” “friend,” “open-minded”), as well as the ratio of the real and virtual image
(“real,” “as in life;” “true,” “different”). This factor was called “Virtual self-presenta-
tion” and correlated with the VI component.

Next, we calculated the correlations between the scales of the VISMU test and the
components of the factor structure of the modified Kuhn-McPartland test (Table 7).
The correlation coefficients were found to be satisfactory, which indicated the opti-
mal level of construct validity and simultaneously emphasized the uniqueness of the

VISMU test.

Table 7

Correlations between the scales of the VISMU test and the components of the factor structure of
the modified Kuhn-McPartland test

The scale of the Component of the factor structure Correlation coefficient r
VISMU test of the modified Kuhn-McPartland test
CA Virtual activity 0.524**
AS Norms of behavior in social media 0.457**
VI Virtual self-presentation 0.431**

** — the correlation is significant at the level of 0.01.

For convergent validity, the virtual identity of social media users diagnosed by the
questionnaire should have positive correlations with Internet addiction, smartphone
addiction (Luppicini, Alotaibi, 2021; Sheinov, 2020), and aggressiveness and hostility
(Terizi, Chatzakou, Pitoura, Tsaparas, & Kourtellis, 2021), and negatively correlate
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with vitality (Rylskaya, 2016). To establish convergent validity, we used several psy-
chodiagnostic techniques: to determine Internet addiction—Young’s test “Internet
addiction” (adapted by Loskutova); to identify smartphone addiction—a short ver-
sion of Sheinov’s questionnaire “Smartphone Addiction Scale”; to diagnose the level
of aggressiveness and hostility—Bass and Darka’s questionnaire for studying the level
of aggressiveness (adapted by Khvanov, Zaitsev, and Kuznetsova); and to identify the
level of vitality—Rylskaya’s test “Human vitality” The results of the correlation analy-
sis are presented in Table 8.

Table 8

Correlations between the virtual identity of social media users and its components and
conceptually related mental properties

The scale of the Internet Smartphone  Aggressive-

VISMU test addiction addiction ness Hostility Vitality
CA 0.703** 0.601** 0.375%* 0.332%* -0.574**

AS 0.312*%* 0.404** 0.511** 0.401** -0.291*

VI 0.366** 0.303** 0.115* 0.141* -0.52%*
Integrated index 0.759** 0.71** 0.52** 0.465** -0.685**

* — the correlation is significant at the level of 0.05; ** — the correlation is significant at the level of 0.01

The results demonstrated the presence of significant positive correlations be-
tween virtual identity and its components with Internet addiction, smartphone ad-
diction, aggressiveness, and hostility, as well as significant negative correlations of
virtual identity and its components with vitality, which indicates that the test has
sufficient convergent validity.

The test was standardized using a sample of 495 people, including 231 men (46.7%)
and 264 women (53.3%) age 18 to 57 (X =34, 96, SD=10.35). The sample included
students from secondary and higher educational institutions, teaching staft (educa-
tors and heads of preschool educational institutions, teachers and headmasters, lec-
turers of secondary and higher educational institutions), representatives of business
(individual entrepreneurs), service professions (cleaners, storekeepers, drivers), and
the unemployed. In this regard, we can consider this sample to be representative.

The check of the distribution type of the test scores (Kolmogorov-Smirnov’s d
test) according to the final VISMU test version showed that the empirical distribu-
tions for the indicator had a normal form (p>0.05). The results obtained using a Stu-
dent’s t test allowed us to assert that women and men do not differ in their degree
of expressing their virtual identity. Therefore, to standardize the results and build
norms, we did not take gender into account. However, we found age differences for
some components of virtual identity, namely, according to the CA and VI scales.

At ages under 35 years, the indicators of cyberaddiction (t=2.534; p=0.05) and
virtual image (t=2.642; p=0.05) were significantly higher. Age differences in the de-
gree of expressing virtual identity were apparently linked with the fact that these
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resources are more actively used by young people, for whom social media is more ref-
erential. We divided the sample into two subgroups: younger and older than 35, be-
cause, according to Strauss and Howe’s generational theory (Howe & Strauss, 1991),
people under 35 (representatives of generations Y and Z) are most susceptible to the
influence of digitalization, since their socialization from an early age was connected
with the spread of the Internet.

Table 9

Mean values and standard deviations for the virtual identity of social media users and each of
its components

M=o Integrated index CA AS VI
Users aged from 18 to 35 143.92+26.62 57.83%9.25 48.18+8.91 37.9+7.15
Users aged from 36 to 57 133.73+24.64 53.74+8.6 47.25+8.62 32.74+6.37

Table 10
Recalculation of raw scores of the VISMU test into stens

Stens 1 2 3 4 5 6 7 8 9 10
Levels Low level Medium level High level
Users from CA
age 18 to 35 39 40— 45— 50- 54— 59- 63— 68—  73- 577
44 49 53 58 62 67 72 76
AS
<30 31- 36— 40- 45— 49- 54- 58- 63- >67
35 39 44 48 53 57 62 66
VI
<24 25— 28— 32- 35- 39- 42— 46— 50- >53

27 31 34 38 41 45 49 52

Integrated index

<1 92- 105- 118- 132- 145- 158- 171- 185- >198
104 117 131 144 157 170 184 197

Users from CA
age 36 to 57 - - — — _ _ _ _
ge 0o <37 38 42 46 50 55 59 63 68 >72
41 45 49 54 58 62 67 71
AS
<30 31- 35—  40- 44—  48-  53- 57-  61- 65
34 39 43 47 52 56 60 64
VI
<20 21- 24— 27- 31- 34- 37- 40- 43— >46

23 26 30 33 36 39 42 45

Integrated index

<84 85— 98- 110- 122- 135- 147- 159- 172- >184
97 109 121 134 146 158 171 183
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During the standardization procedure, we calculated mean values and standard
deviations for the virtual identity of social media users and each of their compo-
nents (Table 9). They were converted to a standard 10-point sten scale (Table 10). The
number of points scored according to the integrated index from 1 to 3 corresponded
to a low level of virtual identity, from 4 to 7 to a medium level, and from 8 to 10 to
a high level. The levels of manifestation for the components of virtual identity were
determined similarly.

Processing of the results. To calculate points for each of the scales and the integrat-
ed index, scores from 1 to 5 were assigned to the answers to the test items according
to the Likert scale (from 1 = strongly disagree to 5 = strongly agree). The indicators
were summed for each scale and the integrated index of virtual identity. The Ap-
pendix contains the instructions, stimulus material, the answer sheet, and the key for
processing the results.

Discussion

The design of the VISMU test assumed the construction of a conceptual model of the
structure of virtual identity which included three components: Cyberaddiction (CA),
Acceptance of Subculture (AS), and Virtual Image (VI). Based on the empirical data
and using factor analysis, we showed that distinguishing the corresponding scales in
the VISMU test is justified.

When checking face and content validity, based on the results of the expert as-
sessment (non-professional and professional experts), we adjusted some items, which
allowed us to increase the degree of their content-richness and specificity.

We determined that the scales of the VISMU test were characterized by sufficient
indicators of internal consistency (a=0.967-0.979), homogeneity (rt=0.835-0.939),
and discriminatory power (0=0.938-0.946). The test-retest reliability check showed
satisfactory results (r=0.945-0.963).

When determining criterion validity, a comparison of the extreme groups ac-
cording to the criterion of success in adult life showed statistically significant differ-
ences in the parameter of the extent of virtual identity (U=33, p<0.01).

When justifying construct validity, we faced difficulties connected with the insuf-
ficient development of the concept of the “virtual identity of social media users” in the
literature, on the one hand, and in choosing diagnostic tools to measure the indica-
tors with which the components of virtual identity could be correlated, on the other.
When analyzing the diagnostic tools, it seemed to be most appropriate to use the
modified Kuhn-McPartland test, as it allowed us to diagnose the features of virtual
identity based on personality self-description. The structure revealed on the basis of
the factor analysis was correlated with the factor structure of the VISMU test. These
correlations between the scales of the developed test and the components of the factor
structure of the modified Kuhn-McPartland test were satisfactory (r=0.431-0.524),
which indicates the construct validity of the VISMU test.

When checking convergent validity, we relied on the conceptual model of virtual
identity, according to which there are positive connections between virtual identity
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and its components with Internet addiction (r=0.312-0.759), smartphone addiction
(r=0.303-0.71), aggressiveness (r=0.115-0.52) and hostility (r=0.141-0.465), and
negative connections with vitality (r=-0.291--0.685). The correlations indicated the
convergent validity of the test.

The standardization of the VISMU test involved the calculation of the mean val-
ues and standard deviations for virtual identity and each of its components. The data
were converted into a standard 10-point sten scale. When analyzing the data, we
found no significant differences for gender; however, there were differences for age.
At ages under 35 years, the components CA and VI were significantly higher, which
was taken into account to standardize the VISMU test.

When developing the test specification, we described the interpretation of the
test results in general, as well as for the scales separately using three indicators: high,
medium, and low.

The VISMU test enriches the range of diagnostic tools that can be used in theo-
retical and applied research on personal development in the digital world. The VIS-
MU test can be used in practical psychology when organizing preventive work on the
problems of Internet addiction, and reducing the negative impact of virtual content
on personal development in representatives of all age groups.

At the same time, we note that in our study, cyberaddiction acted as one of the
components of virtual identity. This leads to the fact that the severity of virtual iden-
tity acquires a negative meaning, is associated with cyber-aggression, and the low
ability for self-control and low vitality. Meanwhile, studies on the social identity of
the individual (in its organizational, ethnic, civil, and universal aspects) indicate the
inconsistency of this phenomenon, and its multidirectional influence on the indi-
vidual and social interaction. In this regard, it seems appropriate to consider not only
the severity, or strength of identification, but also its valency, that is, an individual’s
assessment of his belonging to a social category.

We believe that in future studies, clarifications are needed which take into ac-
count the motives for users to access social networks, as well as the nature of personal
requests, personal expectations, and subjective preferences in network interaction.
We also suggest that the analysis of the identified phenomenon will be more mean-
ingful if, with the help of cluster analysis, various types of virtual identity are distin-
guished, differing in the degree of expression of its three indicators.

In the future, we plan to continue work on checking the test validity (construct,
competitive, and environmental), and study the social desirability of the respondents’
answers. Another promising area of study is the specifics of the virtual identity of us-
ers of different social media, including those which are currently gaining popularity
(for example, Tik-Tok). We also plan to study the connections between virtual iden-
tity and the personal characteristics of social media users, and regional and national
characteristics.

Turning to the limitations, further plans, and prospects of the study, we note
the importance of expanding the standardization sample of the test to clarify the
levels of virtual identity severity. We also note the need for a more even distribution
of respondents according to the qualitative characteristics inherent in the general
population.
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Conclusion

We developed the VISMU test and analyzed its psychometric characteristics. The use
of the test revealed the extent of the structural and content components of the virtual
identity of social media users. Distinguishing the indicators of virtual identity during
diagnostic procedures will reveal the presence of virtual identity in the personality
structure, determine its components, and reveal their influence on personal develop-
ment.

High scores on the VISMU test were connected with the significance of the virtu-
al space for the user, spending time on social media aimlessly, a high degree of accep-
tance of the norms of social media users’ subculture, and the creation of an idealized
virtual image. Users with high levels of virtual identity were Internet-addicted, prone
to smartphone addiction, aggressive, and less active. Their expressed virtual identity
performed a compensatory function for activity in real life.

The theoretical basis of the test was a conceptual model of the virtual identity
of social media users based on an analysis of domestic and foreign sources on this
problem. We proved that it is optimal to identify the CA, AS, and VI scales in the
VISMU test. These scales were characterized by satisfactory indicators of face and
content validity, internal consistency, homogeneity, and discriminatory power, as
well as test-retest reliability, and meet the norms of criterion and construct validity.
The VISMU test is a standardized psycho-diagnostic tool. Within the development of
the test specification, we described a detailed interpretation of the results.

Limitations

We note the importance of using more precise constructs in assessing the criterion
validity of the VISMU test. The sample of the test standardization could also be ex-
tended to specify the manifestation levels of the indicators of the social media us-
ers’ virtual identity. The sample of the test standardization could also be extended to
specify the levels of manifestation of the integral indicator of virtual identity and its
three components A more detailed interpretation of the scales of the VISMU test is
also needed. These issues will be studied in our future research.
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Appendix
Tecn «Bupmyanvnas udeHmMu4HOCMb NoIv308amerneti COUUATLHBIX cemeil
(«BUIICC»)»

DUO, Bospacm
llama Ilon

Aopec anexkmpoHHOU noumbt

HMucmpyxyus: Tlepen Bamm yTBepkieHMs, Kacalolyecs TeX WIN VHBIX aCIeKTOB IOBEJeHNs,
ob1ieHns, a TakxKe Baiero o6pasa B conmanbHbIx ceTsax. Onupasch Ha IIKaIy OTBETOB OT 1 7o 5,
BI)IpaSI/ITe CTEIIEHDb Bamero corjmacmuA ¢ KaXabIM U3 yTBCp)K,E[CHI/Iﬁ, HPI/IBCJIEHHI)IX HIDKeE. CTeHeHb
Barrero cornacus cOOTBETCTBYeT CIeHYIOLIM II0Ka3aTesLAM:

1 — coBepIIEHHO He COITIACeH;

2 — OTYaCTM He COIJIaceH;

3 — He 3HAIO OTBETA;

4 — coraces;

5 — IIOJIHOCTBIO COT/IACEH.

CTuUMYIbHBI MaTepuan

Yr1BepKaenne 1(2(3|4|5

1 |4 gacro npuberawo K peryiun cob6CTBeHHBIX GoTorpaduii, mpexse 4eM Bbl-
K/IafibIBal0 UX B ceTb VIHTepHeT.

S mpepnounTaio npebpIBaHe B CETU MHTUMHOMY OOLIEHMUIO C TAPTHEPOM.

S cunraro, 4TO OCKOPOIEHNS U HelleH3ypHas 6paTh B VIHTepHeTe — 9TO HOP-
MaJIbHO.

4 | MHe npuATHee CMOTPeTh M300paXkKeHMA WIM BUfieo B VIHTepHeTe, 4eM um-
TaTh TEKCT.

5 | 4 cunraio, 4TO B COLIMAZIbHBIX CETAX HE CTOUT BbIK/IaJIbIBATh (I)OTOI‘pa(bI/II/I, Ha
KOTOPBIX 3aME€THbBI HEAOCTATKN BHEIIHOCTU.

VIHTepHeT N03BOJIAET MHE BBIPA3UTh Cebsl.

S obmarocs B VIHTEepHeTe C MIOAbMY U3 SPYIMX TOPOROB VTN CTPAH.

BbiBaeT, 4TO 51 3aX0XKy B COLMa/IbHbIe ceTy Ge3 HaMepeHNs C KeM-I16o Ho-
0611aThC.

9 S MCTIBITHIBATO YYBCTBO BMHBI, KOI'Ja IIOHNMAI0, 9YTO MO 06p3.3 B pea/IbHOM
MUpe OTIN4YAE€TCA OT MOETO 06pa3a B COUMATbHBIX CETAX.

10 | A IIpeyBenn4rBa 3HaYMMOCTb MOUX JIOCTI/I)KCHI/II?[ B MHTCPHCTC.

11 | Tepmmio mopakeHue B IONBITKaX COKPAaTUTh BpeMsd, IPOBOAVIMOE «OH-
JIaliH».

12 | MHe HpaBuTCsI, 9TO B VIHTEpHETe MOXXHO HOTTHOCTBIO IIPOSIBUTD Cebsl.

13 MHOI")Ia 51 yKa3bIBal0 HEBEPHbIE TaHHbIE O CBOE€ IMYHOCTHU B MHTepHeTe.

14 | S ny6nukyio ¢ororpadum BaXKHBIX COOBITHIT CBOET )XM3HYU B COLIMATbHBIX
CeTsX.

15 | A ue BCE€TMIa yKa3bIBalo MICTMHHBIE TAHHBIE O CBOEI IMYHOCTH, TaKMe KaK UMs,
(1)0T0rpa(1)m1, MECTOITIO/IOKEHNE, ITPU PErNCTPpalliil B COLMA/IPHBIX CETAX.

16 |4 cumrar, 4TO MOCTHI B COLMA/TIBHBIX CETSAX MMO3BOJISAIOT MHE TOHECTY MOU
MBIC/IM 1O GO/IBIIOTO KOIMYECTBA JIIOfIEN.

17 | 4 cocTowo B VIHTepHeTE B rpymnax, IOCBAIIEHHBIX U[ieaTbHOM BHEIIHOCTH.
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N y 5
TBepIK/IeHme

n/n P

18 | A wacTo mocemrato mpoduIN He3HAKOMBIX JTIOfeil B COLIMAIbHbIX CETAX.

19 | 4 cunraio, uto B VIHTepHeTe Heobs:3aTeIbHO COOMIONATh IPAaBIUIa PYCCKOTO
A3BIKA.

20 | K HecyacTblo, JOCTOMHCTBA Yel0BEKAa B PeabHOI Cpefie YacTO OCTAIOTCS He-
IIPM3HAHHBIMM, KaK ObI OH HY CTapascs.

21 | A mpousBOXY BIEYAT/IEHNE YCIEIIHOTO Y IPUB/IEKATENbHOTO Ye/I0BEKA B CO-
I[Va/IbHBIX CeTAX.

22 | VIrppl B MHTepHETE MM IOCEHIeH)E COLMATbHBIX CETell IIOMOraeT MHe U3-
MEHUTb HaCTPOEHMNE.

23 |4 9yBCTBYIO YCTOTY, JEMPECCUI0, pasfipa)keHNe, HAaXO[ACh He 3a KOMIIbIO-
TEpOM.

24 | B ViHTepHeTe ropasfo yno6Hee COBEPILIATh IOKYIIKIA.

25 | 4 cunuraio, 4TO B ceTyt VIHTepHeT Moit 06pa3 HO/KeH ObITh MeaTbHbIM.

26 | A npoBepA0 3MEKTPOHHYIO IMOYTY M OTKPhIBAIO CTPAaHMLBI B COLIMA/IbHBIX Ce-
TAX IEPBBIM JIe/IOM HOCTIe IPOOYK/IeHN .

27 |4 cumraro, 4TO BIIOJIHE NOIYCTUMO BbIlaBaTh cebd 3a OpYroro 4yenoBeKa B
WurepHere.

28 | MiHTepHeT 103BONAET MHE M306aBUTHCA OT CKYKIL.

29 | ITonp3oBarenu VIHTepHeTa CUMTAIOT, YTO 5 60/Iee IpodeccroHasIeH, YeM eCTb
Ha CaMoM Jiefie.

30 | cuuraio, uto Ha poTorpadusAx U BuAeo B VIHTepHeTe 51 BBIITIDKY MOJIOXKE U
TIpUBJIeKaTeTbHee.

31 | Cny4anocsp, 4TO 5 BCTyNan B KOHQIUKTBI B COLMA/TbHBIX CETAX, HE UIEHTH-
GUIMpPYs CBOIO pealbHYI0 TUMIHOCTD.

32 | Y MeHA ecTb anbTepHaTUBHBIE CTPAHUIIBI B COLMATIBHBIX CETAX, T/ie S BBIJAI0
ce6s 3a JPYTUX JIIOfieit.

33 |4 cuuralo, 4TO BBI/LDKY Ha QoTorpadusx 6oee apdexTHO B cpaBHEHNH C
P€anbHOCTBIO.

34 |Ecnu A nmoxoro MHEHNUS O 4YelOBEKE U MHE HE HPAaBUTCA €ro MOBefieHue B
VnTepHeTe, TO IOYTH He CTApalOCh CKPBITH 3TO OT HETO.

35 | {I 3ameuvaro, 4TO BpeMs, IPOBOAMMOE MHOJ B VIHTepHeTe, yBeIMINBAETCA.

36 |IlonmpsoBatenu VIHTepHETa AYMAIOT, YTO A YMHeEE, 4eM eCTb Ha CaMOM JieTie.

37 | 51 He X0y B 6MOMMOTEKY, TaK KaK MHe Ipolle HaliTy Mo6yo MHPOpMaLuio
B VlnTepHere.

38 | fI yacTo mMUCTaIo IEHTY HOBOCTEN B COLMAIbHOI CETU «IIPOCTO TAK».

39 |Ilopoit 1 4yBCTBYIO HEIIPEOTONMMOE XKe/laHle OOHOBUTh CTPAHUIY B COLM-
aJIbHOV CETH.

40 | bbiBaeT, YTO HacTaMBaIO Ha CBOEM IIpM OOCYK/ieHUM B VIHTepHeTe, jaxke KOr-
fla He yBepeH B CBOEI IIPaBoTe.

41 | IIpu ucnonpsoanuy ViHTepHETAa MO€ HACTPOEHNE YAYyYIIAETCA.

42 | CBOM JOCTYDKEHUA Y YCIIeXU 51 0653aTeNbHO OCBEIAI0 B COIVAbHBIX CETAX.

43 | beiBaeT, s OeclebHO IPOCMATPUBAIO Yy>KIe CTPAHMI[BI B COLMA/TbHBIX CETAX.

Cracub6o 3a cCOTpyfHIYECTBO!
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Virtual Identity of Social Media Users (VISMU) Test

Full name Age
Date Gender
E-mail

Instructions: Here you have statements concerning certain aspects of your behavior, communi-
cation, and image on social media. Using the answer scale from 1 to 5, express your degree of
agreement with each of the statements below. The degree of your agreement corresponds to the
following indicators:

1 — strongly disagree;

2 — disagree;
3 — not sure;
4 — agree;

5 — strongly agree.

Stimulus material

#of

. Statement 112(3[4]|5
item

1 |1 often photoshop my pictures before posting them on the Internet;

I prefer being online to being intimate with a partner;

I think insults and foul language on the Internet are a matter of course;

2
3
4  |Ienjoy watching pictures or videos on the Internet rather than reading a text;
5

I believe you should not post photos on social media showing flaws in ap-
pearance;

The Internet allows me to express myself;

I communicate on the Internet with people from other cities or countries;

Sometimes I use social media without intending to communicate with any-
one;

9 |1 feel guilty when I realize that my image in the real world is different from
my social media image;

10 |1 exaggerate the significance of my achievements on the Internet;

11 |I fail to reduce my time online;

12 | Ilike that I can fully express myself on the Internet;

13 | Sometimes I give incorrect information about my identity on the Internet;

14 |1 post pictures of important events in my life on social media;

15 |I do not always indicate my true identity, such as name, picture, location,
when registering on social media;

16 |Ibelieve social media posts allow me to convey my thoughts to many people;

17 |Iam a member of Internet groups dedicated to an ideal appearance;

18 | I often visit profiles of strangers on social media;

19 |Ibelieve it is not necessary to follow the rules of the Russian language on the
Internet;

20 | Unfortunately, the merits of a person in the real world often remain unrecog-
nized, no matter how hard they try;

21 |Imake the impression of a successful and attractive person on social media;

22 | Playing online or visiting social media helps me to change my mood;
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‘# of Statement 5
item
23 | Ifeel empty, depressed, and irritated when I'm not connected to the Internet;

24

It is much more convenient to make purchases on the Internet;

25

I believe my image should be perfect on the Internet;

26

The first thing I do when I wake up is check my email and open social media
pages;

27

I believe it is quite conceivable to take on a different persona on the Internet;

28

The Internet allows me to get rid of boredom;

29

Internet users think I am more professional than I really am;

30

I believe I look younger and more attractive in pictures and videos on the
Internet;

31

I have entered into conflicts on social media without identifying my real
identity;

32

I have alternative pages on social media where I take on a different
persona;

33

I think I look more impressive in pictures than in reality;

34

If I have a bad opinion of a person and do not like their behavior on the In-
ternet, I hardly try to hide it from them;

35

I notice that the time I spend on the Internet is increasing;

36

Internet users think I am smarter than I really am;

37

I do not go to the library, as it is easier for me to find any information on the
Internet;

38

I often scroll through the news feed on the social media aimlessly;

39

Sometimes I feel an overwhelming urge to refresh a page on social media;

40

It happens that I insist on my own way when discussing on the Internet, even
when I am not sure that I am right;

41

My mood improves when I use the Internet;

42

I am sure to highlight my achievements and success on social media;

43

I aimlessly browse other people’s pages on social media.

Thank you for your cooperation!
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The Key For Processing the Results of Virtual Identity of Social Media Users
(VISMU) Test

Full name Age
Date Gender
Cyberaddiction Acceptance of Subculture Virtual image
Statement # points Statement # points Statement # points
2 3 1
4 6 5
8 7 9
11 12 10
14 13 17
16 15 21
20 18 25
22 19 29
23 24 30
26 27 33
28 31 36
35 32
38 34
39 37
41 40
42
43
Sum of points Sum of points Sum of points
on the scale on the scale on the scale
Total points
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Test specification

When developing the specifications for the VISMU test, we defined the levels of virtual iden-
tity and its components. Interpretation and detailed description of different levels of the scales
were based on content analysis of profiles of social network users with different kinds of vir-
tual identity. When conducting a content analysis, we relied on an assessment of the specific
content of the profile, and the features of the topics of the submitted posts, as well as the con-
tent of the graphic (photos) and text (signatures, comments) information.

CA scale. A high level (8-10 points) indicated an uncontrollable desire to use social me-
dia daily, generally without pursuing specific goals. We also observed a loss of interest in the
real world combined with the increased importance of the virtual space of social media. There
was a loss of control over the amount of time spent on social media, and a constant desire to
use gadgets (smartphones, tablets, or computers). There was a desire to cover a wide range of
life events on social media in a wide and detailed manner. The nature of users’” time spent on
the Internet was aimless, and they had difficulty interacting with the real world. They experi-
enced a change in mood depending on the possibility of using social media, a lack of critical
attitudes to materials posted on social media, and the negative consequences of excessive
spending time online.

A medium level (4-7 points) indicated the daily use of social media for a wide range of
uses from communication to information searches. We observed the active use of the possi-
bilities of social media, and users emphasized their advantages. Despite a significant amount
of time spent on social media, control and criticality were preserved.

A low level (1-3 points) reflected purposeful, controlled, and non-systematic use of social
media for specific tasks: informal or business communication, viewing news, etc. We ob-
served selectivity in posting materials (pictures, videos, etc.) on social media. The advantages
of real communication were emphasized. A selective attitude towards information posted on
social media was noted.

AS scale. A high level (8-10 points) was characterized by the user’s expressed approval of
the norms of the subculture of social media users in a wide range of situations. A low level of
criticality combined with a fear of possible virtual sanctions was typical. The nature of Inter-
net activities, as well as the user’s opinions, judgments, and perceptions, changed under the
influence of these norms. In particular, users approved of otherwise unacceptable communi-
cation styles (use of foul language, rude and cynical expressions, cyberbullying); anonymity
was acceptable (concealment or indication of false personal information); the use of written
colloquial speech (characterized by tolerance to grammatical and punctuation errors) was
allowed; and the possibilities of remote communication (with representatives of other cities,
regions, countries) were used.

A medium level (4-7 points) reflected a partial acceptance of the norms of the users’
subculture mediated by the tasks of social media, and the specifics of a particular situation.
The attitude towards these norms could change depending on the virtual sanctions imposed
by reference users. The approval of some norms of the subculture and the rejection of other
norms could be combined.

A low level (1-3 points) was characterized by a critical assessment of the norms of the
subculture of social media users based on compliance with the individual’s value attitudes.
The absence of a fear of virtual sanctions and a low dependence on the opinions and judg-
ments of other social media users were typical. We observed independence in decision-mak-
ing and defending on€’s own opinion in the virtual space of social media.

VI scale. A high level (8-10 points) reflected the creation of an idealized self-image in the
virtual space of social media, reflecting a complex of ideas about the user’s desired physical
appearance and preferred psychological properties, through which the user enters into vir-
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tual communication. We observed digital enhancement before publishing pictures on social
media and a critical attitude towards the shortcomings of people’s appearances as presented in
the virtual space. The exaggeration of professional achievements, exaggerated demonstration
of success and status in social media, and the creation of a virtual reputation were evident. In
the case of significant discrepancies between the real and the virtual image, feelings of guilt
might arise.

A medium level (4-7 points) was characterized by the creation of a virtual self-image re-
flecting a complex of physical and psychological personal properties partially corresponding
to the real self-image. We observed the embellishment or concealment of some components
of the created image for a more flattering self-presentation and effective communication on
social media. The user emphasized the advantages of an easy transformation of the virtual
image depending on the goals of using social media and also noted some possibilities for its
idealization.

A low level (1-3 points) indicated the creation of a self-image in the virtual space of so-
cial media reflecting a complex of physical and psychological properties highly correlated (at
the level of the capabilities of the social media interface) with the properties of the real self-
image. We observed authenticity and stability in the user’s virtual image reflecting the genu-
ine, unique, factual aspects of their real image (including ascriptive characteristics). Internet
activities were carried out in the first person.

Integrated index. A high level (8-10 points) indicated the importance of social media for
the user. We observed an increase in the value of online friends and building of virtual com-
munication with a simultaneous decrease in the value of real communication. There was a
lack of purpose for using social media. Reference users’ assessments on the individual’s values
were important. Significant changes in the behavior or opinion, depending on the norms
adopted in virtual communities, were evident. Manifestations of aggressiveness, including
cyberbullying, were possible due to distorting or concealing personal data. We found attitudes
towards a more effective presentation of physical characteristics and personal properties in
social media underlying the creation of a virtual image aimed at demonstrating success and
achievements on social media and creating a special virtual reputation. Playing alternative
roles in the virtual space was possible. We observed the aimless use of time on social media
and idealization in the creation of a virtual image, which performed a compensatory function.

A medium level (4-7 points) was characterized by the systematic use of social media, not
limited to virtual communication. Although the time spent online was significant, the user
showed criticality toward the negative consequences of excessive immersion in virtual space.
Depending on the goals of using social media, the attitude towards the specific norms of the
subculture adopted by the virtual communities changed. When creating a virtual image, both
properties corresponding to the real self-image and idealized properties aimed at a more flat-
tering self-presentation were demonstrated, which was determined both by the goals of using
social media and the specifics of a particular situation. Although there were online friends
and virtual communication, real interactions were still valuable to the user.

A low level (1-3 points) reflected the purposeful and conscious use of social media: com-
munication, information search, and self-presentation. We observed a combination of a criti-
cal attitude towards the information posted on social media and the opportunities provided
by them. The technologically determined limitation of the virtual space of communication
was realized, which indicates more significance for real communication. The attitude towards
the norms of the subculture of social media users was based on compliance with the indi-
vidual’s values. The created virtual image generally reflected the user’s real self and was stable.
We observed the purposeful use of social media and the creation of an authentic image.



