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enhancing overall life satisfaction [4, 5]. However, despite 
these advantages, problematic social media use remains a 
global issue [6], contributing to psychological distress [7], 
excessive screen time [8], and a sedentary lifestyle [9] all 
of which have been linked to poorer mental health out-
comes in certain populations [10]. This addiction nega-
tively impacts social interactions, work performance, 
psychosocial well-being, and interpersonal relationships 
[3, 4]. Additionally, the motivations behind social media 
use play a crucial role in shaping users’ perceptions of 
authenticity.

Authenticity consists of two key components: authen-
tic self-awareness and authentic self-expression [11]. he 
former refers to an individual’s ability to understand and 
explore their identity, while the latter—especially relevant 
in the context of social media—pertains to presenting 
oneself in a manner consistent with one’s self-perception 
[11]. Authenticity is considered essential for psychologi-
cal well-being and has been linked to improved mental 
health outcomes [12]. Presenting oneself authentically 
on social media has been associated with positive psy-
chological benefits, as it allows users greater control 
over self-expression [13]. Sharing spontaneous and 

Introduction
According to Statista 2025 approximately 67.9% of the 
global population, equating to 5.56  billion people, are 
internet users as of 2025 [1]. The rapid expansion of 
social networks, driven by the widespread use of smart-
phones and constant internet access, has made them an 
integral part of daily life for millions worldwide, increas-
ing the risk of addictive behaviors [2]. Social media addic-
tion is often defined by an uncontrollable urge that leads 
to excessive time consumption and inefficiency [3, 4].

The growing number of social media users is largely 
due to its various benefits, including providing social 
support, enabling easy access to information, and 
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Abstract
This study was conducted to examine the effect of social media addiction and phubbing on authenticity in adults. 
This study based on person-centered approach and cross-sectional design, was conducted with 1046 individuals 
living in Turkiye between February and August 2024. R programming language 4.1.3, G*Power 3.1 and SPSS-22 
program were used in the analysis of the study. With LPA it was found that there are 3 classes. It was found that 
individuals with high digital addiction had low levels of authenticity (p <.05). In our study, digital addiction was 
found to negatively affect the level of authenticity. It is recommended to examine the effect of digital addiction on 
autism and other psychological factors.
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informal aspects of daily life fosters better mental health 
[14], while authenticity in online interactions has been 
shown to predict greater life satisfaction, subjective well-
being, positive emotions, and lower levels of depression 
[15–17].

Three primary factors contribute to social media addic-
tion. The first is false self-presentation, where individu-
als alter their behavior or appearance to create a desired 
impression [18]. The second is FOMO (Fear of Missing 
Out), which refers to the anxiety of missing social inter-
actions or opportunities to engage with peers [19]. The 
third factor is phubbing, a behavior where individuals 
prioritize their smartphones over in-person conversa-
tions, exhibiting antisocial tendencies [20].

Phubbing, a term derived from the words “phone” and 
“snubbing,” describes the habit of ignoring others in favor 
of using a smartphone during face-to-face interactions 
[21]. This behavior disrupts interpersonal communica-
tion, affecting relationships across various social groups 
and age demographics. Research indicates that phubbing 
contributes to psychological distress and weakens social 
connections [22]. Studies have also found that phubbing 
reduces conversational intimacy [21, 23], as individuals 
distracted by their devices struggle to engage in mean-
ingful communication and behaviors that foster close-
ness [23]. Furthermore, its adverse effects extend beyond 
communication, impacting both the physical and psycho-
logical well-being of those who engage in or experience 
phubbing [21, 24].

Adolescents are increasingly incorporating social 
media into their daily lives while resisting parental 
restrictions. This life stage is characterized by emotional 
instability, increased risk-taking behaviors, and the onset 
of mental health disorders such as depression [10]. The 
aim of this study was to examine the implicit profiles 
of social media addiction and phubbing in adults and 
authenticity as a consequence.

Hypotheses
H0  Social media addiction and phubbing are not effective 
on authenticity by latent profile analysis.

H1  Social media addiction and phubbing affect authen-
ticity through latent profile analysis.

Method
Place and time of the research
This study based on person-centered approach and cross-
sectional design, was conducted with 1046 individuals 
living in Turkiye between February and August 2024.

Population and sample of the study
The population of the study consisted of individuals liv-
ing in Turkey and aged 18 and over. The sample of the 

study was found to be 384 in the calculation made by the 
unknown sampling method. Following the study, a post 
hoc power analysis was conducted based on the results 
obtained from 1046 participants, revealing that the 
study’s power is 99% at a medium effect size and a 95% 
confidence level [25]. The STROBE guideline was used in 
the reporting of this research paper [26].

Inclusion criteria
Individuals who met the criteria of the study, whose 
native language was Turkish, who were studying at the 
relevant university and who voluntarily agreed to partici-
pate in the study.

Exclusion criteria
Those who left the questionnaire unfinished were not 
included in the study.

Data collection
Participants were informed in the online form that the 
confidentiality of the data would be protected, that per-
sonal information would not be requested, that the study 
was voluntary and that they could terminate the study 
at any time. The individuals to be included in the study 
were recruited on the basis of their consent and volun-
tariness. Students who agreed to participate in the study 
were asked to fill in the data collection forms, which took 
approximately 15 min.

Data collection tools
Data were collected using the ‘Introductory Information 
Form’, ‘Bergen Social Media Scale’, ‘General Phubbing 
Scale’, ‘Authenticity Scale’.

Introductory information form
It consists of questions about the demographic character-
istics of the individuals.

Bergen social media addiction scale
Bergen Social Media Addiction Scale was developed by 
Andreassen et al. [27] Its adaptation in Turkish language 
was conducted by Demirci in 2019 [28]. This scale was 
used because it has been used in many countries around 
the world and has high reliability. The scale consists of 
a single dimension and six items. Each item in the scale 
meets six basic addiction criteria: mental occupation, 
mood change, tolerance, withdrawal, conflict and failed 
quit attempt. The scale is answered on a five-point Likert-
type scale ranging from (1) very rarely to (5) quite often. 
The score that can be obtained from the scale varies 
between 6 and 30. There are no reverse items in the scale. 
An increase in the score on the scale indicates an increase 
in social media addiction. The internal consistency of the 
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scale was found to be 0.83 [28]. In our study, Cronbach’s 
alpha value of the scale was found to be 0.87.

General scale of phubbing (GSP)
This scale was first developed by Chotpitayasunondh 
and Douglas (2018a). The scale consists of 15 items and 
is measured on a seven-point Likert scale (1: Never, 7: 
Always). The scale consists of four subscales: Nomopho-
bia (NP), Interpersonal Conflict (IC), Self-Isolation (SI) 
and Problem Acceptance (PA). The measure has a good 
α Internal Reliability (IR) of 0.85 to 0.92 and convergent 
validity [29]. Turkish adaptation was made by Ergün et al. 
[30]. Ergun et al. found the Cronbach’s alpha value of the 
scale to be 0.91 [30]. In our study, Cronbach’s alpha value 
of the scale was found to be 0.95.

Authenticity scale
This scale was developed by Wood, Linley, Maltby, 
Baliousis, Joseph in 2008 to measure the authentic char-
acteristics of individuals [31]. The scale consists of 3 
dimensions: acceptance of external influence, self-alien-
ation and authenticity of life. The reliability of the scale 
was found to be 0.94. It consists of 12 items in total, 4 
items each as Self Alienation (2, 7, 10, 12), Acceptance of 
External Influences (3, 4, 5, 6) and Authentic Life (1, 8, 9, 
11). The Likert-type of the scale is graded on a 7-point 
scale. A minimum of 12 and a maximum of 84 points are 
calculated from the scale. There are no reverse scored 
items in the scale. In our study, Cronbach’s alpha value of 
the scale was found to be 0.80.

Data analyze
The analysis of the study data was performed by using 
SPSS 22.0, and G*Power 3.1 Statistical package software. 
Post hoc power analysis uses the information on effect 
size, sample size and significance level obtained after 
a study has been completed to calculate the statistical 
power of the test. This power is defined as 1 - β and indi-
cates the probability that the study detected a true effect. 
Percentage, arithmetic mean, standard deviation, mini-
mum and maximum values were calculated using SPSS 
22.0. Necessary normality tests were performed in the 
process of analyzing the data and it was understood that 
the kurtosis and skewness of data between − 1.5 to + 1.5 
[32]. P value of 0.05 was considered statistically signifi-
cant. In the study, latent profile analysis was performed 
with R programming language 4.1.3. Latent Profile Anal-
ysis (LPA) is a statistical method used to identify differ-
ent subgroups within a population. Latent profile analysis 
allows to uncover hidden underlying patterns based on 
observed data of individuals. This method reveals sub-
groups by analyzing the patterns of individuals’ responses 
to various observable variables [33]. This method is 
particularly useful for understanding a heterogeneous 

community. By examining various characteristics, atti-
tudes, behaviors or responses of individuals to certain 
variables, LPA aims to determine which subgroup these 
individuals belong to within a larger community. This 
analysis treats each individual independently and classi-
fies them into groups based on common characteristics. 
For example, it can be used to identify subgroups in a 
group of students based on their learning styles, moti-
vation levels or academic achievement. Thus, the differ-
ences between individuals and the underlying reasons 
for these differences can be better understood, rather 
than the overall characteristics of the community. LPA 
can be applied in many fields such as health, education 
and psychology and provides important information for 
developing more targeted strategies in decision-making 
processes. It is a powerful method to explore the more 
complex structure of a community based on individual 
differences [34]. Rather than treating the population as 
a single entity, LPA identifies subgroups or profiles that 
bring together similar individuals by examining dif-
ferences in the behavior, attitudes or characteristics of 
individuals. The main goal of LPA is to uncover hidden 
structures that exist within a larger population by find-
ing similarities and differences between individuals’ 
responses or patterns of behavior. By identifying which 
group individuals belong to, this method makes it easier 
to understand each group’s unique needs, strengths and 
areas for improvemen [34–37]. Through their hidden 
profiles, researchers can develop a deeper understand-
ing of complex phenomena such as motivation, social 
media use, emotional labor strategies and online gaming 
addiction [33, 35, 38]. Mclust library [39], was used for 
LPA analysis and Tidylpa library [40] was used to access 
fit indices during the reporting phase. In model selec-
tion, statistical fit criteria such as AIC (Akaike Informa-
tion Criterion) and BIC (Bayesian Information Criterion) 
guide the determination of the best number of profiles. 
These criteria balance the fit and complexity of the 
model, helping to select models that explain better with 
fewer parameters.

Results
The first step of LPA analysis is to decide on the model.

At this stage, BIC values were obtained by iterating 
each model and each class for 4 models and 3 classes. 
Akogul & Erisoglu (2017) stated that other fit indices can 
also be considered in the evaluation step of the models 
[41]. However, Tein et al. (2013) stated in their review 
that BIC is the most widely used evaluation criterion in 
the literature [42]. BIC values are shown in Table 1.

The representation of each class up to 4 classes for EEI, 
VVI, EEE, VVV models is shown in Fig. 1.

Elbow plots of AIC, BIC, CAIC, SABIC, AWE, CLC 
and KIC values for deciding the number of classes after 
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determining the VVV model as the most appropriate are 
shown in Fig. 2 shows.

Figure 2 When the elbow plots are examined, the low-
est value according to the fit indices or the decrease in 

the slope of the decrease after a certain slope decrease 
is one of the criteria used to determine the number of 
classes. Low values of BIC and AIC indicate that the best 
model fit is realized [43]. Table  2 shows the extra indi-
ces and values used in the model evaluation. Figure  3; 
Tables 2 and 3, it is concluded that the best fitting class is 
the 3-class solution.

Tables  2 and 3 show the class sizes and class aver-
ages. Figure 4 shows the line graphs of indicators’ means 
by classes. As a result of LPA, class 3 has the highest 

Table 1  BIC values of all models
Class EEI VVI EEE VVV
1 -15818,00084 -15818,00084 -15386,88904 -15386,88904
2 -15368,11296 -15192,14551 -15105,91576 -15004,80653
3 -15161,21777 -15029,15014 -15128,92359 -14967,83397

Fig. 1  BIC values
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arithmetic mean for all indicators. Case-specific entropy 
contribution and (Maximum A Posteriori) MAP values 
are given in Fig. 5.

In the post hoc analysis (Games Howell) conducted 
according to the latent classes of individuals in our study, 
it was found that the authenticity level of individuals with 
high digital addiction was significantly lower than the 
individuals in the other group (p <.05) (Tables 3 & 4).

Discussion
The aim of this study was to examine the implicit profiles 
of social media addiction and phubbing in adults and 
authenticity as a consequence. In this part of the study, 
the findings are discussed in the light of the literature.

In our study, in the post hoc analysis (Games Howell) 
conducted according to the latent classes of individu-
als, it was found that the authenticity level of individuals 
with high digital addiction was significantly lower than 
the individuals in the other group (p <.05). Social media 
addiction is increasingly attracting attention as a phe-
nomenon that negatively affects individuals’ real-life 
social interactions and authenticity levels. Studies show 
that social media addiction negatively affects individuals’ 

social skills, emotional intelligence levels and overall life 
satisfaction. Especially among young people, social media 
addiction leads to weakened interpersonal relationships 
and lower levels of empathy [44–46].

Although social media addiction increases individuals’ 
search for social support, it has been revealed that this 
search causes weakening in family and friend relation-
ships. In Yıldız and Koçak’s study, it was stated that social 
media addiction increases with the increase in the dura-
tion of social media use and this increases the need for 
emotional support [45]. This situation causes individu-
als to move away from real social relationships and thus 
decreases their level of authenticity [44, 45].

The relationship between social media addiction and 
authenticity is a complex interplay that has garnered sig-
nificant attention in recent research. Social media addic-
tion, characterized by excessive engagement with social 
media platforms, has been shown to negatively impact 
individuals’ mental health and self-esteem, which in turn 
affects their perceived authenticity in online interactions. 
For instance, Hou et al. (2019) found that social media 
addiction is associated with reduced mental health, pri-
marily through its detrimental effect on self-esteem [47].

Fig. 2  Elbow plots of AIC, BIC, CAIC, SABIC, AWE, CLC and KIC values
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This decline in self-esteem can lead individuals to 
present curated versions of themselves online, further 
complicating their authenticity. The motivations behind 
social media use can influence the degree of authen-
ticity perceived by users. Reinecke and Trepte (2014) 
reported that individuals who presented their true selves 
on Facebook experienced higher levels of positive affect 
and lower levels of negative affect. Similarly, Grieve and 
Watkinson (2016) demonstrated that individuals who 
were more authentic on social networking sites (e.g., 
Facebook) experienced greater social connectedness and 
reduced stress [15, 17].

Altayef & Karacı (2019) highlighted that students using 
social media platforms for social interaction often expe-
rience higher levels of addiction, which correlates with 
attention deficits and lower academic performance [48]. 
This suggests that the compulsive nature of social media 
use may lead individuals to prioritize engagement over 
genuine self-presentation, thereby undermining their 
authenticity.

The concept of authenticity itself is multifaceted, 
encompassing both existential and object-based dimen-
sions. Zhu et al. (2023) discussed how social media can 
enhance perceptions of authenticity through rich experi-
ential features, which can influence users’ psychological 
mechanisms [49]. However, platforms like BeReal, which 
claim to promote authenticity, have sparked debates 
about the extent to which social media can genuinely 
facilitate authentic interactions. Reddy (2023) noted that 
while users may perceive certain platforms as authentic, 
there remains skepticism about the overall authenticity of 
social media as a medium [50].

The constant need for self-expression and approval of 
details on digital platforms diminishes individuals’ capac-
ity to explore the deeper layers of their subjective self 
[51]. The digital space tends to prioritize instantaneous 
and data-driven communication over meaningful and 
enduring relationships developed over time [52]. This 
undermines efforts to build a resilient self on solid foun-
dations and instead fosters a self-presentation shaped 
by social validation and popular culture dynamics [51]. 
Additionally, digital relationships draw individuals away 
from real-life experiences and face-to-face interactions, 
which compromises self-coherence and the expression of 
authenticity, while strengthening performative self-pre-
sentations [52, 53].

Another key dimension is the role of social media 
influencers, who often curate seemingly authentic perso-
nas. However, this performance can result in a paradox 
wherein authenticity is carefully constructed. Balaban 
and Szambolics (2022) argue that authenticity on social 
media is closely tied to perceived trust and original-
ity, yet the widespread use of filters and digital editing 
undermines this perception [54]. This tension reveals the Ta
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inherent contradiction between the ideal of authenticity 
and the reality of curated online identities.

In conclusion, the relationship between social media 
addiction and authenticity is characterized by a cycle 
where addiction undermines self-esteem and genuine 

self-presentation, while the constructed nature of online 
identities complicates perceptions of authenticity. As 
social media continues to evolve, understanding this 
dynamic will be essential for both users and researchers 
alike.

Phubbing, a term derived from the words “phone” and 
“sneer”, refers to the act of ignoring someone in favor of 
using a mobile device. This behavior has become promi-
nent with the rise of smartphones and has significant 
implications for social interactions and relationships. The 
relationship between increased phubbing and decreased 

Table 3  Class classification
Classes 1 2 3 Total
1 1046 (1) 1046
2 739 (0.71) 307 (0.29) 1046
3 324 (0.31) 551(0.53) 171(0.16) 1046

Fig. 3  Density and uncertainty distributions of classes
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authenticity in interpersonal interactions is multifaceted, 
involving psychological, social and emotional dimen-
sions. Research shows that phubbing can lead to feelings 
of discomfort and neglect among those being phubbed, 
which can threaten the quality of social interactions and 
relationships [55]. This phenomenon is particularly evi-
dent in romantic relationships, where partner phub-
bing can evoke feelings of jealousy and insecurity and 
ultimately reduce relationship satisfaction [56, 57]. The 
emotional disconnect caused by phubbing can erode 
the authenticity of interactions as individuals may feel 
less valued and more isolated in their relationships [58]. 

Table 4  Comparison of individuals’ latent classes and 
authenticity scale mean scores (N = 1046)

Authenticity scale
n X±SD Test and 

significance
Latent 
Classes

Class 1 64 63.39 ± 13.81 F = 49.080
p =.001Class 2 691 61.94 ± 12.01

Class 3 
(High digital 
addiction)

291 53.87 ± 11.65

η² ≈ 0.086
* One-Way ANOVA test

Fig. 5  Entropy and MAP values

 

Fig. 4  Line graph of indicators’ means by classes
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Moreover, the psychological underpinnings of phubbing 
reveal a correlation with anxiety and social discomfort. 
Individuals with higher levels of personality anxiety are 
potentially more prone to engage in phubbing behaviors 
as a maladaptive coping mechanism to alleviate their 
discomfort in social situations [59, 60]. This suggests 
that the act of phubbing may reflect not only a lack of 
attention to the current social context, but also a deeper 
struggle with personal emotional regulation, further dis-
tancing from genuine interaction with others [61]. The 
impact of phubbing extends beyond individual relation-
ships; it can also disrupt family ties and parent-child 
interactions. Studies have shown that parental phubbing 
can lead to social disconnection and negatively affect 
children’s emotional well-being, reinforcing the idea that 
phubbing contributes to a broader social malaise charac-
terized by reduced authenticity in familial relationships 
[62, 63]. This disconnect may be due to a perception of 
being devalued or ignored, which can hinder the devel-
opment of secure attachments and authentic commu-
nication within families [64]. In addition to emotional 
and relational consequences, increased phubbing is also 
linked to addictive behaviors associated with social media 
and mobile device use. Fear of missing out (FOMO) and 
problematic social media use have been identified as sig-
nificant predictors of phubbing behavior, suggesting that 
individuals may prioritize online interactions over face-
to-face connections [65, 66]. This prioritization can lead 
to a cycle where the authenticity of social interactions is 
further compromised as individuals become immersed in 
their devices rather than the meaningful exchanges tak-
ing place around them [67].

Conclusion
In our study, according to the latent classes of individu-
als, it was found that the authenticity level of individuals 
with high digital addiction was significantly lower than 
the individuals in the other group. Longitudinal studies 
on the effects of addiction are recommended.

Study limitations
The limitation of the cross-sectional study is that it 
reflects the results of the period in which it was con-
ducted since it was conducted in a certain period of time.
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Adults social media addiction and phubbing latent profiles and authenticity as outcome 
INSTRUCTIONS 

• Read through the article and answer the multiple-choice questions provided below. 

• Some questions may have more than one correct answer; in which case you must mark all the correct answers. 

Introduction 
 

Question 1: How is social media addiction often defined? 
 

A: A strong desire to connect with others 
B: An uncontrollable urge leading to excessive time 

consumption and inefficiency 
C: Social binging followed by periods of abstinence 
D: Compulsive checking of social media notifications 

 
Question 2: TRUE or FALSE: Despite the many advantages of 
social media use, problematic social media use remains a 
global issue contributing to psychological distress, excessive 
screen time and a sedentary lifestyle, all of which have been 
linked to poorer mental health outcomes in certain 
populations. 
 

A: TRUE 
B: FALSE  

 
Question 3: What are the two key components of 
authenticity? 
 

A: Self-esteem and self-confidence 
B: Self-awareness and self-expression 
C: Social interaction and “true” online presence 
D: Emotional stability and risk-taking 

 
Question 4: Which of the following is NOT listed as a primary 
factor contributing to social media addiction? 
 

A: False self-presentation 
B: FOMO (Fear of Missing Out) 
C: Phubbing 
D: Genuine self-expression 

 
Question 5: What impact does phubbing have on 
interpersonal communication? 
 

A: It enhances conversational intimacy 
B: It disrupts interpersonal communication and 

weakens social connections 
C:  It encourages more meaningful conversations 
D:  It has no significant effect on relationships 

 
 
 
 
 
 

 
Method 

Question 6: Which of the following addiction criteria is NOT 
met by each item in the Bergen Social Media Addiction 
Scale? 
 

A: Mental occupation  
B: Mood change  
C: Social isolation  
D: Withdrawal 

 
Question 7: Which of the following is NOT one of the three 
dimensions of the Authenticity Scale? 
 

A: Acceptance of external influence 
B: Self-alienation 
C: Authentic self-insight 
D: Authenticity of life 

 
Results 

 
Question 8: Which evaluation criterion is stated as the most 
widely used in the literature for model evaluation, according 
to Tein et al. (2013)? 
 

A: AIC (Akaike Information Criterion) 
B: CAIC (Consistent Akaike Information Criterion) 
C: BIC (Bayesian Information Criterion)  
D: AWE (Approximate Weight of Evidence) 

 
Question 9: In the post hoc analysis, what was found 
regarding the authenticity level of individuals with high 
digital addiction compared to other groups? 
 

A: It was significantly higher 
B: It was not significantly different 
C: It was significantly lower  
D: It showed no clear pattern 

 
Discussion 

 
Question 10: According to studies mentioned in the 
discussion, what does social media addiction negatively 
affect in especially young people? 
 

A: Their physical health and academic performance  
B: Weakened interpersonal relationships and lower 

levels of empathy 
C: Their social skills, emotional intelligence, and 

overall life satisfaction  
D: Their financial stability and career prospects  
E: Their creativity and problem-solving abilities 
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Question 11: What happens to individuals' level of 
authenticity when they move away from real social 
relationships due to increased social media use? 
 

A: It significantly increases as they are forced on a 
journey of self-actualisation 

B: It remains unchanged  
C: It decreases  
D: It becomes irrelevant 

 
Question 12: How can the decline in self-esteem, related to 
social media addiction, impact individuals' online self-
presentation? 
 

A: It, with time, facilitates more genuine self-
expression.  

B: It leads individuals to present curated versions 
of themselves online 

C: It results in a complete withdrawal from online 
platforms.  

D: It fosters stronger, more authentic online 
interactions. 

 
Question 13: Which of the following statements are TRUE?  
 
Phubbing ………………………….?  
 

A: Can lead to feelings of discomfort and neglect 
among those being phubbed  

B: In romantic relationships can evoke feelings of 
jealousy and insecurity  

C: Can reduce relationship satisfaction  
D: Can cause emotional disconnect   

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Question 14: What is identified as a significant predictor of 
phubbing behavior, suggesting a prioritization of online 
interactions over face-to-face connections? 
 

A: Increased conflict during face-to-face social events  
B: Fear of missing out (FOMO) and problematic social 

media use  
C: Weak interpersonal relationships  
D: Lower levels of emotional intelligence 

 
Study limitations 

 
Question 15: TRUE or FALSE: One of the limitations of the 
study is that its cross-sectional design means the results only 
reflect the period in which the study was conducted. 
 

A: TRUE 
B: FALSE  

 
 

THE END 
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