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RESUMEN

Las redes sociales se han convertido no solo en espacios de interaccion y entretenimiento, sino también
de nuevas configuraciones simbolicas construidas algunas con intencion y otras involuntariamente, tanto
de comunicacion a nivel intrapersonal e interpersonal, dadas por las interacciones que suceden ahi. La
presente investigacion analiza bajo la perspectiva del interaccionismo simbdlico la aceptacion o
credibilidad y la construccion de la identidad en relacion con la representacion de la imagen corporal y
sus consecuencias en la autoestima. Entre los hallazgos mas importantes se exponen las dimensiones
que se afectan mutuamente en la ordenacion de la autoestima las representacion de las selfies personales

como son: autoconcepto, autoconfianza, rol, imagen corporal.
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Social Self, Identity and Credibility in the symbolic self-representation of
Body Image in Social Networks and its impact on Self-esteem

ABSTRACT

Social networks have become not only online spaces for interaction and entertainment, but also new
symbolic configurations built, some intentional and others involuntarily, where the individual moves
between the actual self, ideal self, the, and the duty self, these dynamics given by the social interactions
that take place there. The objective of this research is to analyze identity and credibility in relation to
the self-representation of body image in social networks and its impact on self-esteem. This study
focuses on the psychosocial field from the perspective of Mead's Symbolic Interactionism. It is based
on theoretical explorations and the review of empirical research that proposes results of the
representation of the social self in 3 components: cognitive component, affective component, and
behavioral component and how these components self-determine each other. Among the tendencies,
there is a more dynamic construction of the identity of the self and co-constructed by others in the
network, which has among its challenges the survival given by the credibility of the social group and,

therefore, its alignment to the code’s medium.
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INTRODUCTION

Social media has become the social space where everyday life is reflected, that is, they are social. At the
same time, new forms of being and existing in virtual societies are being configured, which in turn lead
to new forms of signification and communication of the self in its construction of identity and credibility
to be accepted in our social self. In this context, digital images, specifically those that represent the self,
play a leading role in interpersonal and intrapersonal communication and transmission of information,
becoming essential resources loaded with meaning in search of empathy, recognition, and social
acceptance. New scenarios present images as a powerful tool for information (Meza, 2018). However,
the use of these images at a physical distance from the observer becomes a risk, especially when we talk
about projecting self-image through body image and its meanings in the most active users, such as young
people. Cuervo (2016) proposes that body image finds its definition by analyzing the terms
independently, taking into consideration both words, arriving at the semantics of body image, which is
the representation of the body; that is, the way people see themselves physically.

The new ways of communicating and transmitting information in this interconnected digital era present
significant challenges in the care and development of young people, as affirmed by Pay4, because these
groups are among the most vulnerable in society, given that identity and self-esteem are configured
during this life stage (Paya, 2000). The formation of a digital culture, as studies on profiles of young
people on the social network Facebook in terms of gender stereotypes show, often unregulated and
unlegislated, can lead to many risks in shaping self-image during early stages. Some causes include the
search for forging their identity following stereotypes that do not necessarily comply with ethics,
aesthetics, and that above all alter values and identity (Renau, Carbonell, and Oberst, 2012).

The distance in conversations and identity construction, more modeled by fashions than by the values
specific to each culture, leads to confusion and getting lost in the projection of one of the entities that is
most loaded with meanings and symbolism, which is the body itself and its body image (Galarza and
Luz, 2004). Self-concept is basically the body image we have of ourselves. However, these dimensions
are formed from a myriad of variables and are particularly influenced by interactions with important

people in our lives (Lopez and Dominguez 1993). Online communication processes and interpretation

of virtual images on social networks are marked by constant changes that give the feeling of living at a




very high speed, where trends in styles reach their peak one day and fall suddenly the next (Garcia
Bedoya, 2013). It is essential to raise different aspects in the state of the art of identity, credibility, and
online culture phenomena to establish the main elements that aid in their understanding.

The present research aims to respond to the need to analyze self-image or identifying body image as an
object in the phenomenon of construction of identity and credibility from the theoretical perspective of
symbolic interactionism in its line of the self-construct from Mead's theory (Mead, 1934 cited by Rizo,
2004) and its repercussions on self-esteem. It is hoped that this analysis will establish some criteria that
can serve as a guide to the challenges and opportunities in managing body image for a healthier
relationship with our self-esteem. To achieve this, the following research questions are formulated:
RQ1. How does the individual manage identity in everyday life?

RQ2. What impact does authenticity have on social self-credibility?

RQ3. What meanings exist between body image and social media?

RQ4. How does symbolic interactionism explain perceptions of body image at cognitive, affective, and
compartmental components?

METODOLOGIA

It could be said that social networks are a new construct of online communication driven by information
technologies, which are advancing day by day and with them are also adapting to new social and
personal behaviors. And the human being in his search always for the construction of his identity and
its repercussions in the credibility of himself, seeks how to interact with others, through the
representation of his body image which connects his physical image, the body, with the aim of being
recognized and accepted by others. This self-image, always loaded with its own meanings and that
culture, does not always faithfully follow what one is, but rather, on the contrary, seeks the standards or
models that are dictated as acceptable to be reproduced. Within this very complex phenomenon, the
present study exposes a documentary investigation in which the descriptors: identity, credibility, body
image, social self, social networks and self-esteem, which are reviewed from the perspective of symbolic

interactionism of the self and the components to consider are: cognitive, affective, and behavioral

(Rodriguez y Alvis, 2015):




Figure 1. Symbolic components in the processes of cognitive, affective, and behavioral.

COGNITIVE AFFECTIVE BEHAVIORAL
COMPONENT COMPONENT COMPONENT
«It lies in the « It consists of the * Understands the
interpretation of beliefs interpretation of the intentions and behavioral
and thoughts that the positive or negative predictions produced by
individual has with feeling that said object the object, its
respect to the object. It's produces. It is the interpretation and
the idea. It involves emotion that permeates meanings. As well as
processes involved with the idea, it involves specific actions on the
perception, evaluation, emotional intelligence. object.
cognition, explanation,
and memory.

Source: Own elaboration based on the dimensions of Rodriguez and Alvis (2015).

BACKGROUND

IDENTITY IN EVERYDAY LIFE

Social media interactions have effects on the new ways in which people define, construct, and validate
their identities (Barreneche, 2019). As sociolinguistics studies, traditionally in identity reproduction, in
variations and styles, individuals as social actors make use of linguistic and cultural resources to generate
different types of meanings both at a personal level (Coupland, 2007). In addition to this, the individual
as a social actor in the management of their Body Image in these virtual spaces tends outward and in
their identity projection, as presented in the book The Presentation of Self in Everyday Life, the author
argues that when presenting oneself, the individual manages impressions that they intentionally want to
transmit (Goffman,1959). Therefore, social media satisfy the need for the ideal self and act as catalysts
for interest groups by promoting group functions and influences: social inclusion, collaboration in self-
concept construction, sense of identification and belonging, informative influence, and social
recognition. In these spaces, to be seen and identified, the change now is that identity is socially co-
constructed in a kind of relational positionality, where it is embodied in a body (Body Image) and
embedded in a subjective culture that is other-directed and oriented towards others (Sibilia, 2008).

It is important to note that the relationship between credibility and identity in a person in the context of
representing their body image on social media can be complex and subjective. The way a person presents

their body image online can be intentional and carefully managed to build a desired identity or to project

a specific image, but it may affect the perception of their credibility. It is necessary at this point to




understand, as Lovink (2019) argues in his book "TRISTES POR DISENO": “social media are
reformatting our inner lives. As the platform and the individual become inseparable, social media
become identical to sociality itself" (Lovink, 2019. p. 2).

CREDIBILITY AS HONESTY OF THE SOCIAL PROFILE

Social media interactions have effects on the new ways in which individuals define, construct, and
validate their identities (Barreneche, 2019). As sociolinguistics studies have shown, in the reproduction
of identities, variations, and styles, individuals as social actors use linguistic and cultural resources to
generate different types of meanings, both on a personal level (Coupland, 2007). Moreover, the
individual as a social actor in managing their body image in these virtual spaces tends to project their
identity outwardly, as presented in the book The Presentation of Selfin Everyday Life. The author argues
that when presenting themselves, individuals manage impressions that they intentionally wish to convey
(Goftman,1959). Therefore, social media satisfy the need for the ideal self and act as catalysts for interest
groups, promoting group functions and influences: social inclusion, collaboration in building self-
concept, a sense of identification and belonging, informational influence, and social recognition. In these
spaces, the change now is that identity is co-constructed socially in a kind of relational positioning,
embodied in a body (body image) and embedded in a subjectively oriented culture directed towards
others and by others (Sibilia, 2008).

It is important to note that the relationship between credibility and identity in a person, in the context of
the representation of their body image on social media, can be complex and subjective. The way a person
presents their body image online can be intentional and carefully managed to construct a desired identity
or to project a specific image; however, it can also affect the perception of their credibility. At this point,
it is necessary to understand, as Lovink (2019) states in his book: "Social media are reformatting our
inner lives. As the platform and the individual become inseparable, social media become identical to
sociality itself" (Lovink, 2019:2).

Credibility is an ethical attitude of the communicator that is built not only through knowledge and the
application of ethical codes, but also through the coherence between these codes and their own

principles, values, and beliefs, which are represented at an intrapersonal level. When an individual uses

image communication, they cannot avoid the connection with emotion, like any other human being, but




a solid honesty will prevent them from being carried away by subjective factors, let alone primary or
instinctive emotional reactions (Mufioz, 1994). Credibility and identity of a person are closely related
when representations of their body image are made on social media. The way a person represents their
body image on social media can influence the perception of their credibility and the construction of their
online identity (Méndez, 2018).

Perceived reliability and authenticity are closely related to credibility, which refers to the information
or image presented online. When a person represents their body image on social media, through selfies
or publications related to their physical appearance, the credibility of that representation is evaluated by
other users. At the same time, if a person posts photos of their body image that appear genuine and
authentic, they are more likely to be perceived as truthful in terms of their physical appearance online
(Hartmut, 2019). On the other hand, if it is perceived that a person uses filters, image editing, or other
techniques to alter their physical appearance, their credibility online may be compromised.

Finally, the congruence between the body image presented in selfies and the image perceived in other
contexts can also influence perceived credibility. If someone posts selfies that are consistent with how
they present themselves in other contexts of their life, such as at work or in their social circle, they are
more likely to be perceived as credible online. However, if there is a significant discrepancy between
the body image presented in selfies and the image perceived in other contexts, this could negatively
affect perceived credibility. (Torres, et al.,2021)

SELF AND BODY IMAGE

According to Connell and Wellborn (1991), the self-system is a series of evaluative processes where the
individual evaluates their status in particular contexts with respect to three fundamental psychological
needs: feeling competent, autonomy, and relatedness to others. Thus, the self conceptually precedes the
entities that we now know as self-concept and self-esteem. At the same time, the self as an object of
knowledge is related to the rational system, while the self as a subject is related to the experiential system
(Piaget). In his book Mind, Self, and Society, Mead wrote: "The self is the process of conscious

individuality that originates in the organism's response to its own behavior. This process involves the

mind's ability to take account of others, and to respond to them in terms of itself." (Mead, 1934, p. 135).




Regarding identity, the author stated: "Identity involves the perception of oneself as an object with
distinctive characteristics, which are distinguished from other objects, and which persist over time and
in different situations" (Mead, 1934, p. 161).

Individuals receive continuous information on their interactions and are impacted by the feedback from
the environment due to the symbolic load it has for them. Therefore, they do not pay the same attention
to all data. People function according to schemas that selectively filter information related to themselves
(the self). According to Higgins (1987), there are 3 selves: the actual self, who we are; the ideal self,
who we want to be; and the ought self, the representation of the characteristics we should have. In this
way, discrepancies between the actual self and the ideal self, provoke depressive emotions, while
discrepancies between the actual self and the ought self, drive emotions related to anxiety. Discrepancies
between the ideal self and the actual self, place depressions, while discrepancies between the actual self
and the ought self, set social manias. These self-schemas are selective mechanisms of attention and
processing of information, internal cognitive structures that organize information related to the self and
consequently have a relationship with the formation of self-concept and the feeling generated from it,
which is self-esteem (Higgins, Bond, Klein, and Strauman, 1986).

Self-schemas derive from the observation and subsequent representation of some constants of social life
or a person's behavior. Based on the reflection of their past and present behavior, the individual infers
their inner schemas or traits. Because of this, self-schemas function as abstract representations of the
individual's experiences; they have the function of filtering and organizing information related to them.
Body image is related to self-evaluation, which in turn encompasses perceptual, cognitive, and affective
factors, with respect to one's own body, directed at body allusion (L6épez and Dominguez, 1993). In
accordance with Chioino-Salomoén (2016), aesthetic manifestations and representations in body image
are fundamental to attracting success. In young people, it also becomes a way of promoting and building
their identity, which is directly related to what they want to project in their professional career or a
specific hobby. In this concept around Narcissus, in the new digital cultures of immediacy, impatient

societies promote indirect behaviors of exaggerated consumption, which trigger internal crises and a

need for personal fulfillment from the act of buying, described as brief moments of happiness with a




passing veil that dissipates rapidly, causing high egocentrism, low self-esteem, addictive and superficial
behaviors, according to Bauman's (2008) liquid modernity.

According to Goffman, when individuals present themselves to others through their physical image,
they incorporate and exemplify socially accredited values which serve as a guide for self-representation.
In relation to this, for online interaction to occur, individuals construct a representation of their physical
image that is socially desirable by composing the aspects that need to be visible in their self. For this
purpose, people first recognize a certain aesthetic and ethical code to which they must adhere to be
considered institutionalized. This code determines what is pertinent, appropriate, or desirable, and what
is not. In this sense, the physical image conforms to social convention and submits to the rules of
acceptance of social media, although this may affect credibility and identity in the future, risking the
relationship with self-concept and self-confidence in search of belonging (Thumim, 2012).

According to Aguado (2004), we all have a body from which we construct an image to which we
attribute meanings based on our worldview, defined by the author as "a living organism constituted by
a physical-symbolic structure that is capable of producing and reproducing meanings. This process of
meaning production implies a continuous interaction of the subject with other bodies within a specific
time-space" (Aguado, 2004, p.25).

Now, adolescents, particularly females, are more susceptible to social pressures, and additionally, they
believe that the image of their physique should match the stereotypes of aesthetic models (Cocca,
Blanco, Peinado, & Viciana, 2016). As Richetin, Xaiz, Maravita, and Perugini (2012) affirm, the body
image, body recognition, and self-esteem are highly interconnected concepts (Richetin et al., 2012, as
cited by Gil, 2017). Body Image (BI), according to Grogan (2008), is the notion of oneself based on the
photograph they make according to their thoughts and feelings about their own body, and this
psychological self-construct becomes a determining factor in changes in behavior and active lifestyles
(Gillison, Standage, & Skevington, 2011).

One of the most prominent resources of social media is the capture and exposure of the physical image,
the selfie, which, according to Broullon-Lozano, is an action performed: "Alone or accompanied, during

a trip or in daily life; on the network of networks, millions of users have given free rein to this

photographic practice called selfie, modern, narcissistic, exhibitionist" (Broullon-Lozano, 2015, p.216).




As highlighted by the Oxford dictionary in 2013, the word "selfie" was registered, referring practically
to a self-portrait taken by a camera (digital camera, cell phones, tablets, etc.). The Selfie Syndrome
reflects a combination of a wide range of neuropsychiatric disorders in different dimensions (cognitive,
affective, and behavioral), such as stress, obsession, need for recognition, obsessive-compulsive
behavior, anxiety, mania, bipolar disorder, and body dysmorphia (Rese, 2015). There are two broad
categories of selfies: individual and group (for research focused on the individual), however, there are
variations and combinations of them: natural, making faces, showing off the physique built in the gym,
with a partner, with famous people, with influential people, daily, on a plane, tanned legs, travel
chronicles, and future mothers (Gil, 2017).

In summary, the projection of the self's body image in social networks should be as faithful as possible
to the actual self, according to the self-conception of the profile creator, which would translate into
verisimilitude or credibility (Zhao et al., 2008). Failing to meet this condition runs the risk of friends or
followers on the social media rejecting the real self (Barreneche, 2019).

SYMBOLIC INTERACTIONISM AND SOCIAL SELF

From this approach, the ideas of the new online culture and its consequences, social interaction in the
desire to be ourselves often involves the premise of first being what others are, as a means of satisfying
the need to belong. In this way, social interaction takes place first and forms self-awareness of
understanding oneself only in relation to the reactions of others. This process involves being both the
subject and object of discovery, as explained by Mead's theory, where the me is contemplated and at the
same time observed by others, and the [ is self-contemplative and active (Blumer, 1982). According to
symbolic interactionism, the worlds exist for human beings and for the groups formed by these, they are
made up of objects, which are the result of symbolic interaction and are defined below:

“An object is anything that can be pointed to or to which reference can be made. The nature of an object
of each one of them consists in the meaning that it contains for the person who considers it as such. The
meaning determines the way in which a person sees the object, the way in which he is willing to act with
respect to it, and the way in which he is willing to talk about it” (Blumer, 1982:7).

Meaning is therefore also a social product, a construct that arises from the actions of individuals as they

interact (Diez, 2010). In processes of interpretation, individuals concentrate on things that have greater




meaning for them. In these processes of intrapersonal communication, actors select, verify, discard,
regroup, and transfer meanings in relation to the situation and the direction of their actions. Additionally,
recent research shows that body image is constituted by four primary components, including the
perceptual component, which refers to how an individual perceives their body in general or each part of
it; the cognitive component, which refers to the evaluations that individuals make regarding their body
or a specific part of it. The affective component, which considers the feelings or attitudes that individuals
experience in relation to their body; and the behavioral component, which expresses certain actions or
behaviors based on the perception and evaluation that the individual presents of their own body
(Vaquero, Alacid, Muyor, Lopez, 2013; Rodriguez and Alvis, 2015). In this same logic, Alfredo (2011)
also agrees when he states that:

"Social networks constitute new mediations that can have enormous potential in promoting behavioral
change because of their massive nature, the possibility of addressing segmented audiences by interests,
establishing direct links, and counting on their active participation and involvement through different
web 2.0 applications" (Alfredo, 2011: 48).

ANALYSIS

COGNITIVE COMPONENT

Self-concept can be seen as a reflection of one's perceptions of how they are viewed by others; it is a
kind of reflection of an individual's social life. Body image is related to perceptions, thoughts, and
feelings that a person has about their body. Consequently, alterations in body image would result from
a cognitive or perceptual alteration of the body (Grogan, 1999, cited in Mahon & Hevey, 2021). An
individual's general self-concept is composed of more specific self-concepts linked to domains and
contexts. If the general self-concept is valid for the different contexts in which a person moves, specific
self-concepts (academic-professional, affective-emotional, social, physical) will be activated and
become functional depending on the context.

The perception that significant others in a person's social environment have of themselves is what
nourishes self-concept (Lopez & Dominguez, 1993). Studies have shown significant correlations

between individuals' perceptions and how they are perceived by others (Miyamoto & Dornbusch, 1956).

Therefore, an individual's self-perception tends to be congruent with how significant others perceive




them. However, there is a problem of whether this correlation or congruence refers to the relationship
between our self-perception and how we think others perceive us, or to the relationship between our
self-perception and how others see us.

From both points of view, it has been found that there is greater congruence between self-perception and
how we think others perceive us than between self-perception and how others perceive us (Oyarbideand
& Guerra Plaza, 2001). Thus, at the level of meanings and cognitive interactions, the image that a person
has of themselves can be influenced by the number of /ikes and comments they receive on their selfie.
If the image receives many positive /ikes and comments, the person may feel that their self-image is
more positive and credible. However, if the image receives few /ikes and negative comments, the person
may feel that their self-image is less credible, and their self-esteem may decrease.

AFFECTIVE COMPONENT

The affective component regarding the representation of the self in body image consists of the
interpretation of the positive or negative feelings that are produced by interactions that occur when
posting their image on social media and the motivation for recognition if these spaces accredit these
identifiers. Returning to body image, it is the representation of the body that each individual constructs
in their mind. This representation contemplates two dimensions: body image as it is expressed and the
body schema, and these dimensions are influenced by the interaction of individuals with their
environment (Camacho et al., 2015). It is the emotionality that imbues the idea, involving emotional
intelligence. According to Ekman (1971), individuals exercise control over their facial expressions, to
intensify, neutralize, disguise, and mask the expression of their affects according to social convenience,
as Lovink affirms, the "selfie as a mask" to be able to survive:

"The irresistible attraction to swipe, update, and like seems stronger than ever...there's no more social
than in social media...those who delete Facebook are as realistic as those who delete roads" (Lovink,
2019:6)

From the perspective of selfies as personal marketing, the emotions experienced when sharing a selfie
on social media can influence the credibility of the social self (Bededetti, 2020). When a person feels

secure and confident about sharing an image, this can be conveyed through a selfie, and others can

perceive a more positive and credible self-image. Conversely, if the person feels insecure or




uncomfortable about sharing the image, this can also be conveyed through the selfie, and others may
perceive a less credible self-image.

BEHAVIORAL COMPONENT

The behavioral component includes the symbolic perceptions of self-confidence, which are the
behaviors and attitudes of thinking that one can do things well and that success will be achieved. This
includes self-efficacy, which is described as the relationship between achievement expectations and
personal realization. Studies on the self-esteem of female university students have focused on the
concept of success (Lopez and Dominguez, 1993).

Remaining active on social networks as part of the search for success and recognition motivates many
young people to constantly post and share parts of their lives through selfies, freezing moments, and
recreating experiences. Symbolic interactionism supports the idea that our behaviors have high
significance in relation to others and culture. In terms of self-confidence, regarding self-efficacy,
behaviors regarding the ethical and aesthetic manifestation of representations of the body image often
present narcissistic behaviors, and the consequences of these acts can cause us to lose sight of real
contexts. These behaviors also express aesthetic values, which forge value judgments associated with
the aesthetics of shapes, causing positive or negative reactions.

But what kind of attitudes are reflected in achievement or self-efficacy after the process of capturing the
selfie? One study presents it as a metaphor of a Greek tragedy where, in the search for success in
captivating an audience, as part of the process of self-confidence in social representations, the camera
of mobile devices becomes an intermediary to achieve success and acceptance materialized in the action
of capturing the digital portrait. However, it interferes with the connection between oneself and the
world. It is at this moment that the screen and image take center stage. To contain oneself in the best
framing of the body image, the subject moves from the ideal self to the ideal self-image identity (selfie)
without going through the process of achieving and developing it (Gémez, Farifia, and Solbakk, 2011).
This dimension at the intrapersonal level regarding the sense of survival, in which we lose the conscious

ability to observe the real context, can generate serious consequences, such as cases where individuals

have put themselves at risk for a like or comment. This happens when, by losing the sense of spatial




location given by concentration, attention is given to take the selfie, which results in some cases in
serious accidents with fatal consequences.

Social networks within the behavioral component at the interpersonal level co-create identity and
become an essential resource for communicating and belonging. They are the scenarios of commonality
and therefore become a form of socio-cultural construction and self-modeling, adding to this the
behaviors associated with expression, adjustment, sense of belonging, and representation of personal
and group self-image.

The practice of self-representation of body image as a digital identity device in online space has an
active behavior in the adjustment of social self within virtuality, due to constant feedback from the social
group. Therefore, it is suggested that the body image should always respond to the values and beliefs of
the group. These responses seek not to lose differentiation of oneself, but they cannot be disconnected
from the opinion of the network. Each reality in the representation of the body image is a social act,
constructed from social representation integrated by opinions, perceptions, and visions shared by people
about a fact or phenomenon.

Finally, regarding the positive contribution of self-esteem's impact at the cognitive, affective, and
behavioral levels, regarding the real self, symbolic interactions can be oriented towards the presentation
of the person's true image. People can share posts and photos that show real aspects of their lives, both
positive and negative. Symbolic interactions can be focused on sharing real and authentic experiences
and establishing emotional connections with others through them. Regarding the ought self, symbolic
interactions can be related to the introduction of an image that reflects the social values and norms that
are considered important. People can share posts that show their commitment to social and political
causes and allow them to be perceived as responsible and ethical individuals. Symbolic interactions can
be focused on reinforcing the image of a socially acceptable self and establishing connections with
others who share their values.

CONCLUSIONES

In summary, Mead's theory of symbolic interactionism and self-representations on social media can be

oriented towards constructing an idealized, real, or socially acceptable image of oneself. Symbolic

interactions can focus on obtaining positive feedback, establishing emotional connections with others,




building a social identity, and constructing shared meaning using symbols and signs relevant to the
social group to which one belongs.
As an individual substance of rational nature, a person exists in and for themselves, solely by virtue of
their own act of being, independent of any other substance or its qualities. This unique and unrepeatable
character suggests that body image, at cognitive, affective, and behavioral levels, should continue to
manage interactions in online spaces, seeking freedom and free will as essential foundations for
constructing an authentic identity without substantial divisions. This will consequently lead to
relationships of credibility of the social self, which constructs an authentic identity and turns social
media profiles and stories into an open window of the real self, while also reserving the private aspects
of one's life in the cyber space.
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