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Abstract

Background: Measuring adolescents’ and youths’ per-
ception of their Cyber-Self can enhance the understand-
ing of how digital technology influences identity formation.
While psychological literature offers numerous measures of
the self, there is a notable lack of studies addressing the
measurement of the Cyber-Self. This study aims to eval-
uate the reliability, factorial- and criterion-related validity,
and measurement invariance of the Cyber-Self Scale (CSS)
across age and gender among the youth and adolescents in
Saudi Arabia.

Methods: The Cyber Relationship Motives (CRM)
and E-Emotional Questionnaire (EEQ) were administered
to students at UmmAl-Qura University (N = 335), aged 17–
31 years (39.7% male, 60.3% female; mean (M) = 21.75,
standard deviation (SD) = 2.17).

Results: The results indicated significant positive cor-
relations between the sub-components of the CRM and
EEQ.One itemwas selected based on two criteria: the high-
est correlation with other items and the highest correlation
with the general factor. A total of 12 items were identified
as the final form of the CSS, which demonstrated accept-
able internal consistency for both male and female partic-
ipants. Confirmatory factor analysis (CFA) revealed that
the CSS model fit the data well, with all 12 items meeting
the fit criteria for chi-square and root mean square error of
approximation (RMSEA).

Conclusion: The Arabic version of the CSS is suffi-
ciently reliable and valid for use among Arabic-speaking
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adolescents and youth. Further research is recommended
to examine its measurement invariance over extended peri-
ods.
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Introduction

Research in the field of cyberpsychology remains lim-
ited in both scope and number of studies. Current research,
particularly studies employing robust methodologies, is still
in its early stages [1]. Digitalization has transformed daily
life, leading to greater integration and reliance on virtual
environments—not only for social interaction but also for
accessing essential services such as food, clothing, edu-
cation, shopping, and electronic transactions. In an era
of rapid digitalization, the distinction between the cyber
and real worlds has become increasingly blurred [2]. The
widespread use of cyberspace is no longer an exception;
rather, it has evolved into a common, steadily growing phe-
nomenon. Recent advancements, such as the metaverse and
ChatGPT, exemplify the emergence of a new generation of
digital technologies [3,4].

The Internet offers a distinct platform for individuals
to express alternative selves [5]. The concept of ‘Flow’
in online environments suggests that the ease of Internet
use, combined with the enjoyment of the experience, can
lead users to lose themselves in virtual reality [6]. Early
research on the self in cyberspace focused on the theory
of self-presentation, highlighting the Internet as an anony-
mous space where individuals interact through multiple
selves [7]. This has given rise to what is often referred to as
the ‘era of alternative self-expression’, driven largely by the
use of virtual reality, particularly the metaverse. The meta-
verse seamlessly integrates virtual and real-world spaces,
offering a multi-sensory, engaging, and adventurous expe-

https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/


Elsaeed A. Dardara, et al. Development and Psychometric Validation of the Cyber-Self Scale (CSS) in Saudi ArabiaElsaeed A. Dardara, et al. Development and Psychometric Validation of the Cyber-Self Scale (CSS) in Saudi ArabiaElsaeed A. Dardara, et al. Development and Psychometric Validation of the Cyber-Self Scale (CSS) in Saudi Arabia

Actas Esp Psiquiatr 2025;53(1):62–70. https://doi.org/10.62641/aep.v53i1.1758 | ISSN:1578-2735
© 2025 The Author(s). This is an open access article under the CC BY 4.0 license.

63

rience for users [2]. Virtual reality, in particular, provides
a unique space for the expression of alternative selves, es-
pecially for individuals with social anxiety who may strug-
gle to express themselves in real life [5]. It allows such
individuals to redefine their identities and adopt virtual per-
sonas that reflect their personalities and represent their egos
in the real world [8,9]. In this context, the Cyber-Self be-
comes an alternative self, utilized in virtual reality envi-
ronments to enhance one’s identity through social network-
ing platforms [10]. Furthermore, some argue that, in the
metaverse, individuals can adopt unique, alternate identi-
ties represented by customizable avatars [11]. It can allow
for modifications in appearance, body image, and facial ex-
pressions [12]. With the advent of digitalization, some re-
searchers have proposed that the Cyber-Self constitutes a
fourth dimension of the self alongside the real, ideal, and
ought selves. This Cyber-Self is often referred to by var-
ious terms, including the digital self and the technical self
[13]. The Cyber-Self interacts with both the actual self and
others within cyberspace. Despite the increasing relevance
of the Cyber-Self, studies that measure it—particularly con-
cerning the motivational and emotional aspects of cyber
interactions—remain limited. In contrast, numerous mea-
sures of the real self are well-established in psychological
literature [14,15]. Understanding andmeasuring the Cyber-
Self is of particular importance in educational contexts, as
virtual learning environments offer greater flexibility and
wider accessibility at a lower cost [16,17]. Students may
identify with virtual environments or use them to escape
the real self in favor of the Cyber-Self. Thus, the practi-
cal significance of this study lies in its potential to inform
the development of guidance programs aimed at enhancing
psychological well-being [18,19].

Cyber Relationship Motives

Researchers have explored the motivations driving in-
dividuals to form online friendships. Some researchers
have hypothesized that these motivations include entertain-
ment, social integration, relationship maintenance, meet-
ing new people, and social compensation [20]. The present
study identifies eight primary motives for engaging in cy-
ber relationships: the need for adventure, the desire for in-
visibility, the inclination to meet new people, the ease of
communication, curiosity, emotional support, the desire to
escape from the real world, and the need for romantic rela-
tionships [21]. A study has also developed measures to as-
sess the motives behind cyber relationships among univer-
sity students, identifying key motivations such as identity
concealment, meeting new people, ease of communication,
curiosity, emotional support, social compensation, escape
from reality, and romantic interests [22].

E-Emotions

E-emotions refer to the emotional content experienced
during interactions in cyberspace, commonly termed elec-
tronic emotions. These emotions arise from mutual ex-
changes between individuals who communicate via elec-
tronic devices [15]. The present study identifies four key
components of E-emotions, as outlined by Zych et al.
(2017) [15], in relation to the Cyber-Self: expressing E-
emotions, perceiving E-emotions, facilitating the use of E-
emotions, and managing E-emotions.

Cyber-psychological theory suggests that the self pre-
sented on social networking sites is not the real self. Indi-
viduals in the cybersphere may perceive and present them-
selves as more socially desirable, but they may not be able
to fully achieve this [23]. According to virtual self-theory,
the self in virtual reality becomes a virtual entity, and its
representation is often inaccurate and prone to distortion
[24]. Similarly, the Looking-Glass theory posits that the
self is not innate but rather formed through social inter-
action, as individuals view themselves through the per-
spective of others. Adolescents, in particular, perceive cy-
berspace as a safer environment, enjoying the anonymity
it offers [7]. The Cyber-Self, therefore, emerges as an
alternate self, surfacing during interactions in cyberspace
through social networking sites [25]. The current study ad-
dresses the existing gap in research onCyber-Selfmeasures.
It examines the concept of the Cyber-Self, assuming the na-
ture of its formation and identifying factors that contribute
to its development. These factors are integrated into a gen-
eral factor (G factor) based on three hypotheses:

• H1: Significant correlations exist between cyber rela-
tionship motives and E-emotions.

• H2: If cyber relationship motives and E-emotions form
a general factor, this factor arises from the empirical
observation that independent and diverse scales show
positive correlations among cyber-motivations and E-
emotions.

• H3: Cyber relationship motives and E-emotions con-
verge into a single concept, referred to as the Cyber-Self.

Materials and Methods

Participants

The sample consisted of 335 students (60.3% female,
39.7% male) aged 17–31 (mean (M) = 21.75, standard de-
viation (SD) = 2.17) enrolled in applied and theoretical
courses at Umm Al-Qura University, Saudi Arabia.
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Instruments

Cyber Relationship Motives (CRM)

The CRM is a 24-item scale, rated on a five-point Lik-
ert scale ranging from 1 (strongly disagree) to 5 (strongly
agree). It measures various motives for engaging in cy-
ber relationships, including invisibility, the desire to meet
new people, ease of communication, curiosity, emotional
support, social compensation, escape into the virtual world,
and romance. The scale demonstrates high reliability, with
Cronbach’s alpha values ranging from 0.86 to 0.90. It also
exhibits satisfactory internal consistency, with values rang-
ing from 0.57 to 0.66 (p < 0.01) [22].

E-Emotional Questionnaire (EEQ)

Developed by Zych et al. (2017) [15], the EEQ mea-
sures the expression of feelings and emotions during cy-
berspace interactions. It contains 21 items, also rated on
a five-point Likert scale from 1 (strongly disagree) to 5
(strongly agree). The EEQ has a Cronbach’s alpha reliabil-
ity coefficient of 0.76 and shows strong internal consistency
over time [15].

Translation of CRM and EEQ to Arabic

Instrument adaptation: The original English versions
of the EEQ and CRM questionnaires were translated into
Arabic using a systematic process to ensure accuracy and
cultural appropriateness. First, the Arabic translations were
created by the authors, who were bilingual in Arabic and
English and familiar with cyber behaviour. These trans-
lations were then back-translated into English by two pro-
fessional bilinguals who were blind to the original English
versions to reduce bias and verify conceptual and linguis-
tic equivalence between the Arabic and English versions.
To further refine the translations, three bilingual experts
specializing in the English language reviewed the Arabic
versions. The translations were revised iteratively based
on their feedback until all items were deemed satisfactory.
Next, a professional English-Arabic translator, who had not
seen the original questionnaires, translated the final Arabic
versions back into English. The experts compared the origi-
nal and back-translated English versions to ensure that con-
ceptual and linguistic equivalence had been achieved. This
process was repeated until full equivalence was confirmed.
The final Arabic versions were pretested with a sample of
50 Arabic-speaking Saudi students to assess item clarity.
Students were interviewed and asked to rate the clarity of
the items. Based on their feedback, final adjustments were

made to the Arabic version. For cultural adaptation, four
items related to sexual experiences via social media were
removed from the CRM, as they were deemed inappropri-
ate for Saudi society. The remaining items were culturally
neutral and suitable for application within this context.

Data Collection Procedure

In this study, participation was voluntary, and all par-
ticipants were required to be Internet users for at least 5–6
hours per day and to have active social media accounts. The
participants completed the questionnaires in small groups
of 10–15 students within the classroom setting after their
lectures. Data collection took place between October 2020
and February 2021.

Data Analysis

Qualitative variables were described using frequen-
cies and percentages, while quantitative variables were
characterized through measures of central tendency (mean,
median), dispersion (standard deviation), and shape (skew-
ness, kurtosis), as appropriate. The Kolmogorov‒Smirnov
test, Q‒Q plots, and histograms were used to assess the
normality of the data distribution. Pearson correlation co-
efficients were used to examine the associations and rela-
tionships between the subscales of the EEQ and CRM. Ex-
ploratory factor analysis (EFA) was performed to identify
whether a general factor or group factors existed within
the Cyber-Self Scale (CSS). Subsequently, confirmatory
factor analysis (CFA) was conducted to evaluate the suit-
ability of the extracted model for the general factor of the
CSS. Model fit was assessed using chi-square, df, root
mean square error of approximation (RMSEA), Standard-
ized Root Mean Residual (SRMR), Comparative Fit Index
(CFT), and Tucker-Lewis Index (TLI). In addition, a t-test
was used to examine the ability of the CSS to distinguish be-
tween extreme groups, dividing the sample into two groups
based on the upper and lower quartiles and comparing the
means. To assess the internal consistency reliability of the
CSS, Cronbach’s alpha, and the Guttman Spilt-Half coeffi-
cient were calculated. A p-value of <0.05 was considered
indicative of statistical significance. The data analysis was
performed using IBM SPSS 22 with AMOS 22 (SPSS for
Windows ver.22.0; SPSS Inc., Chicago, IL, USA).

Results

Table 1 shows Pearson’s correlation coefficients be-
tween the motives of cyber relationships and E-emotions,
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Table 1. The straight correlation coefficient of the EEQ and CRM.

EEQ/CRM
Emotional
expression

Emotional
perception

Facilitating the
use of emotions

Understanding and
management of emotions

Invisibility 0.35∗ 0.29∗ 0.34∗ 0.32∗

The desire to meet new people 0.30∗ 0.28∗ 0.31∗ 0.28∗

Ease of communication 0.26∗ 0.32∗ 0.26∗ 0.22∗

Curiosity 0.27∗ 0.29∗ 0.31∗ 0.26∗

Emotional support 0.25∗ 0.25∗ 0.23∗ 0.28∗

Social compensation 0.29∗ 0.25∗ 0.34∗ 0.23∗

Resort to the virtual world 0.32∗ 0.35∗ 0.33∗ 0.24∗

Romance 0.44∗ 0.33∗ 0.38∗ 0.28∗

∗ The correlation coefficients between subscales of the EEQ and CRM are positive and significant (p< 0.01).
EEQ, E-Emotional Questionnaire; CRM, Cyber Relationship Motives.

Table 2. The first factor before rotation for the CRM (items #1–24) and EEQ (items #25–45).
Item Boys Girls Item Boys Girls Item Boys Girls

1 CRM 0.42 0.45 16 CRM 0.41 0.40 31 EEQ 0.55 0.47
2 CRM 0.42 0.37 17 CRM 0.50 0.44 32 EEQ 0.53 0.48
3 CRM 0.48 0.49 18 CRM 0.45 0.20 33 EEQ 0.63 0.47
4 CRM 0.46 0.40 19 CRM 0.49 0.38 34 EEQ 0.62 0.21
5 CRM 0.38 0.57 20 CRM 0.49 0.47 35 EEQ 0.48 0.55
6 CRM 0.45 0.54 21 CRM 0.47 0.50 36 EEQ 0.58 0.51
7 CRM 0.31 0.42 22 CRM 0.39 0.47 37 EEQ 0.50 0.43
8 CRM 0.40 0.39 23 CRM 0.43 0.44 38 EEQ 0.48 0.44
9 CRM 0.15 0.41 24 CRM 0.42 0.39 39 EEQ 0.46 0.42
10 CRM 0.29 0.43 25 EEQ 0.44 0.55 40 EEQ 0.42 0.39
11 CRM 0.35 0.57 26 EEQ 0.53 0.54 41 EEQ 0.40 0.16
12 CRM 0.31 0.52 27 EEQ 0.78 0.47 42 EEQ 0.28 0.20
13 CRM 0.39 0.52 28 EEQ 0.56 0.46 43 EEQ 0.37 0.25
14 CRM 0.36 0.44 29 EEQ 0.50 0.43 44 EEQ 0.32 0.51
15 CRM 0.25 0.49 30 EEQ 0.48 0.54 45 EEQ 0.21 0.15

Significantly acceptable coefficients are 0.03 or greater (40 for boys, and 39 for girls).

indicating that all correlations are positive and significant
(p < 0.01). This provides evidence for the presence of a
general factor, supporting H2.

To verify H2, we tested whether the sub-dimensions of
the CRM and EEQ scales were related to a G factor using
EFA with principal components analysis and the Kaiser cri-
terion. The EFA extracted 25 factors in total—12 for boys
and 13 for girls—with each factor having an Eigenvalue of
1. However, due to the difficulty in interpreting such many
factors, we only included the first factor for boys and girls
before rotation.

Table 2 shows several correlation coefficients deemed
acceptable, with a threshold of 0.30 or higher. As a result,
40 out of 45 items (88.9%) were accepted for boys (N =
133), and 39 items (86.6%) were accepted for girls (N =
202). To verify H3, which posits that the EEQ and CRM

can be reduced to a unified concept termed the Cyber-Self,
only one item was selected from each subscale of the EEQ
and CRM based on two criteria. The first criterion involved
selecting the item with the highest correlation with all other
items in the EEQ and CRM (see Table 2). The second crite-
rion required choosing the item with the highest correlation
with the first factor before rotation through EFA of the 45
items (see Table 3). This selection process resulted in a final
set of 12 items that represent the CSS. As shown in Table 3,
the 12 items showed high correlations with the EEQ and
CRM, all of which were positively significant (p < 0.01).

In Table 3, according to the first criterion for select-
ing CSS items, which is selecting the item with the highest
correlation with the CRM and EEQ, Pearson’s correlation
coefficients showed 12 items that were significantly related
(p < 0.01).
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Table 3. CSS items with the highest correlation with EEQ and CRM (items #45).

Items

The highest
correlation

of the item with
EEQ and CRM

Boys Girls

1 CRM6 I can present the real me when I make friends online 0.51∗ 0.51∗

2 CRM11 Because I can find friends who share my interests 0.52∗ 0.52∗

3 CRM13 Because making friends online is easy 0.49∗ 0.46∗

4 CRM17 Because making friends online is new for me 0.44∗ 0.56∗

5 EEQ12 Because making friends online comforts my spirit 0.52∗ 0.53∗

6 EEQ3 Because I cannot find friends in other places 0.57∗ 0.56∗

7 CRM3 Because I want to forget my worries temporarily 0.52∗ 0.61∗

8 CRM7 My friends use the Internet to make friends, so I want to try it 0.45∗ 0.59∗

9 CRM20 I usually have emotions on Facebook, Tuenti, or Instagram 0.58∗ 0.48∗

10 EEQ7 My contacts let me know through Facebook, Tuenti, or Instagram if they are happy or sad 0.55∗ 0.44∗

11 CRM10 If I change the emotion expressed through Facebook, Tuenti, or Instagram I see new possibilities 0.56∗ 0.50∗

12 EEQ14 I usually understand why a contact on Facebook, Tuenti, or Instagram feels sad or happy 0.48∗ 0.43∗

∗ The 12 items with the highest significant correlation (p < 0.01) of the scales CRM and EEQ. CSS, Cyber-Self Scale.

The second criterion for selecting items to represent
the Cyber-Self was based on the EFA results. Table 4 shows
that, for the total sample, the itemwith the highest common-
ality with the first factor before rotation was chosen.

Table 4 presents the results of EFA, which demon-
strates the underlying factorial structure (p< 0.001). These
results indicate high commonality among the items. Ad-
ditionally, the tests of sphericity confirm that the scale is
suitable for further factorial analyses.

Confirmatory Factor Analysis (CFA)

The 12-item CFA as a single-factor solution proved to
be a valuable addition, particularly in situations where there
is uncertainty regarding the best model solution for a spe-
cific culture, such as the Saudi sample. Fig. 1 illustrates
the statistical analysis conducted using IBM SPSS 22 with
AMOS 22, which confirmed the model’s adequacy through
several goodness-of-fit indices. The CFA model yielded
acceptable fit indices (chi-square = 165.576, df = 54 (p <

0.001), RMSEA = 0.082, SRMR = 0.048, CFI = 0.784, TLI
= 0.734). The factor loadings from the CFA indicate that all
12 items demonstrate correlations close to or exceeding the
CFA correlations, reflecting a good model fit (see Fig. 1).

The Convergent validity analysis of CSS items was
supported. The CSS items were distinguished between con-
trasting groups using the quartiles of terminal comparison
in the total sample (see Table 5). The results show a signif-
icant difference between contrasting groups.

As shown in Table 5, the CSS’s discriminant valid-
ity was calculated between two extreme groups: the lower
quartiles and the upper quartiles. The t-test showed a sig-
nificant difference between the two groups to examine the
CSS’s ability to discriminate.

Due to the novelty of the CSS in the Arab environ-
ment, finding an equivalent scale posed challenges. After
discussions with professionals in psychology, the scales of
Facebook and Twitter [26] were chosen as criteria for com-
parison. Correlation coefficients between the CSS, Face-
book scale, and Twitter scale were calculated, yielding val-
ues of 0.90 and 0.92, respectively (p < 0.01).

Internal consistency reliability was assessed using
Cronbach’s alpha, yielding coefficients of 0.83 for boys and
0.85 for girls. In addition, a split-half reliability analysis
was conducted by dividing the items into two halves – one
containing odd items and the other containing even items.
The correlation coefficient between the two halves of the
CSS items was 0.89, with a Guttman Spilt-Half Coefficient
of 0.92, indicating a high level of reliability for the CSS.

Discussion

The primary objective of this study was to develop
an Arabic version of the CSS, derived from the CRM and
EEQ. The results indicated a significantly positive relation-
ship between the subscales of these measures, highlighting
an overlap between the constructs they assess. While the
study was correlational and does not establish causal rela-
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Table 4. The exploratory factor analysis EFA for the Cyber-Self-items.

Items factor

The highest correlations
of the item with
the first factor
before rotation

1 CRM6 I can present the real me when I make friends online 0.59
2 CRM11 Because I can find friends who share my interests 0.57
3 CRM13 Because making friends online is easy 0.55
4 CRM17 Because making friends online is new for me 0.53
5 EEQ12 Because making friends online comforts my spirit 0.52
6 EEQ3 Because I cannot find friends in other places 0.50
7 CRM3 Because I want to forget my worries temporarily 0.50
8 CRM7 My friends use the Internet to make friends, so I want to try it 0.50
9 CRM20 I usually have emotions on Facebook, Tuenti, or Instagram 0.48
10 EEQ7 My contacts let me know through Facebook, Tuenti, or Instagram if they are happy or sad 0.45
11 CRM10 If I change the emotion expressed through Facebook, Tuenti, or Instagram I see new possibilities 0.43
12 EEQ14 I usually understand why a contact on Facebook, Tuenti, or Instagram feels sad or happy 0.42
Eigenvalue 3.12
Variance explained by factor 26.02%

The EFA of the first factor for CSS before rotation. EFA, exploratory factor analysis.

Table 5. Validity of discriminate of the CSS.

CSS Number of samples Mean Stander deviation
95% confidence interval

of the difference t-test Degree of freedom Sig.

Lower Upper

335 36.08 6.48 35.38 36.78 101.89 334 0.000

t-test value indicates discriminant validity of the CSS.

tionships, the correlations suggest commonalities between
the sub-dimensions of the CRM and EEQ, implying that
these scales measure a unified behavioral characteristic.
The findings supported H2, as a single factor extracted from
the CRM and EEQ items was significantly related before
rotation. This factor accounted for an acceptable amount of
explained variance for both male and female participants,
demonstrating that the sub-concepts of the CRM and EEQ
are characterized by redundancy and overlap, as indicated
by the strong correlations between items.

The 12 items related to this extracted factor de-
scribed self-perception, motivations, and emotions during
cyberspace interaction, aligning with the conceptualization
of the Cyber-Self. This outcome is especially relevant given
the limited research on emotional content in cyberspace
[14,15]. H3 suggested the possibility of creating a short
form of the CSS. This was achieved by selecting one item
from each sub-dimension of the CRM and EEQ based on
two criteria: the highest item correlation with the overall
scale and the highest correlation in the factor analysis be-
fore rotation. This process yielded 12 items that combined
the shared characteristics of motives and emotions in cy-

berspace interactions, forming the final version of the CSS.
The CSS addresses a gap in existing cyber behavior mea-
sures [15] and aligns with the modern psychological ap-
proach of breaking down phenomena into smaller compo-
nents.

The study demonstrated that the CSS, derived from the
CRM and EEQ, exhibits satisfactory reliability, with signif-
icant positive correlations between all 12 items and good in-
ternal consistency (Cronbach’s alpha). The CSS serves as a
practical tool for screening students with a high Cyber-Self
profile, particularly those who may exhibit signs of social
withdrawal or increased immersion in cyberspace, poten-
tially leading them to engage with harmful online content
(e.g., pornography or violent and dark websites). The find-
ings suggest that the Cyber-Self is a promising area of re-
search in cyberpsychology, particularly given society’s in-
creasing reliance on cyberculture and virtual applications
such as the metaverse and artificial intelligence.

Objective measures, including physiological monitor-
ing during virtual reality use, could enhance the effective-
ness of virtual psychotherapy. In addition, the CSS offers
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Fig. 1. Perceptual representation of the confirmatory factor analysis (CFA) model and factor loading (Through IBM SPSS 22
with AMOS 22, SPSS Inc., Chicago, IL, USA).

valuable insights during therapy sessions with the youth
and adolescents by helping therapists better understand and
assess their cyber-related feelings and motivations, facil-
itating more accurate diagnosis and intervention. Future
research should explore the development of new scales
to measure cyber behaviour, cyber personality, and cyber
well-being. Further studies may also investigate the rela-
tionship between the Cyber-Self and personality traits, as
well as online behaviours such as social media usage, cy-
berbullying, and online dating activities.

Several limitations should be noted. First, the data in
the current study were collected at a single point in time.
Future studies should test equivalence across different time
frames among populations from other countries. Second,
the 12-item Arabic version of the CSS has not been tested.
Future studies should examine whether this scale suffers
from a method effect with participants from a different cul-
ture. Third, the study will need to develop a comprehensive
model of the Cyber-Self. Given the novelty of the concept,
there has been limited progress in advancing its theoretical
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and empirical understanding. To accelerate this progress,
researchers in the field of Cyber-Self studies should co-
ordinate their efforts, ideally conducting cross-cultural re-
search, to establish a consensus on the construct more effi-
ciently.

Conclusion

The present study highlights the need for further at-
tention to measure the Cyber-Self. However, no defini-
tive solution was reached using the CRM and EEQ scales,
the study will need to be revisited once a comprehensive
model of the Cyber-Self is developed. Given the novelty of
the concept, there has been limited progress in advancing
its theoretical and empirical understanding. To accelerate
this progress, researchers in cyber-psychology should co-
ordinate their efforts, ideally conducting cross-cultural re-
search, to establish a consensus on the construct more ef-
ficiently. This collaboration is crucial, particularly as the
integration of cyberspace into daily life continues to in-
crease, demanding a more immediate understanding of the
Cyber-Self. Delays, such as those experienced in reaching
an agreement on the factor structure of intelligence, should
be avoided in this emerging field, given the increasingly
pervasive nature of our digital life.

Availability of Data and Materials

The data and materials during this study are avail-
able from the corresponding author Dardara, Ph.D. (dard-
arae@mu.edu.eg).

Author Contributions

EAD designed the study, performed the research,
made the manuscript preparation, analyzed the data, and
made the first draft. KAAM provided help and advice on
the data collection. Both authors contributed to important
editorial changes in the manuscript, have reviewed, and ap-
proved the final manuscript, and agreed to be accountable
for all aspects of the work.

Ethics Approval and Consent to Participate

All procedures were approved by the 16 May 2020
Ethics Committee (Voice Presidency for Scientific Re-
search, Umm Al-Qura University, No. 4101130765). In-
formed consent was obtained from the participants and the
study was conducted by the Declaration of Helsinki.

Acknowledgment

Not applicable.

Funding

This research received no external funding.

Conflict of Interest

The authors declare no conflict of interest.

References

[1] Riva G, Bacchetta M, Cesa G, Conti S, Molinari E. Towards Cy-
berPsychology 273 G. Riva and C. Galimberti (Eds.). IOS Press,
2001. 2001; 2: 273.

[2] Zhang X, Chen Y, Hu L, Wang Y. The metaverse in education: Def-
inition, framework, features, potential applications, challenges, and
future research topics. Frontiers in Psychology. 2022; 13: 1016300.

[3] Salvagno M, Taccone FS, Gerli AG. Can artificial intelligence help
for scientific writing? Critical Care (London, England). 2023; 27:
75.

[4] Kasneci E, Seßler K, Küchemann S, Bannert M, Dementieva D, Fis-
cher F, et al. ChatGPT for good? On opportunities and challenges of
large language models for education. Learning and Individual Dif-
ferences. 2023; 103: 102274.

[5] Ahuja V, Alavi S. Cyberpsychology and cyber behavior of
adolescents-the need of the contemporary era. Procedia Computer
Science. 2017; 122: 671–676.

[6] Hoffman DL, Novak TP. Flow Online: Lessons Learned and Future
Prospects. Journal of Interactive Marketing. 2009; 23: 23–34.

[7] Zhao S. The Digital Self: Through the Looking Glass of Telecopre-
sent Others. Symbolic Interaction. 2005; 28: 387–405.

[8] Zhao Y, Jiang J, Chen Y, Liu R, Yang Y, Xue X, et al. Metaverse:
Perspectives from graphics, interactions, and visualization. Visual
Informatics. 2022; 6: 56–67.

[9] Shedlock K, Vos M. Modelling the Indigenous virtual self-using
fuzzy logic as a data filtering system. AlterNative: An International
Journal of Indigenous Peoples. 2021; 17: 224–235.

[10] Pendery D. The Asian Cyber-Self: A Study of Taiwanese University
Students and the Construction of Online Identity. Journal of Identity
& Migration Studies. 2020; 14.

[11] Park SM, Kim YG. A Metaverse: Taxonomy, Components, Appli-
cations, and Open Challenges. IEEE Access. 2022; 10: 4209–4251.

[12] Murphy D. Building a hybrid virtual agent for testing user empa-
thy and arousal in response to avatar (micro-)expressions. In Pro-
ceedings of the 23rd ACM Symposium on Virtual Reality Software
and Technology (pp. 1–2). Association for Computing Machinery:
Gothenburg, Sweden. 2017, November.

[13] Whitman CN, Gottdiener WH. The Cyber Self: Facebook as a Pre-

https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/


Elsaeed A. Dardara, et al. Development and Psychometric Validation of the Cyber-Self Scale (CSS) in Saudi ArabiaElsaeed A. Dardara, et al. Development and Psychometric Validation of the Cyber-Self Scale (CSS) in Saudi ArabiaElsaeed A. Dardara, et al. Development and Psychometric Validation of the Cyber-Self Scale (CSS) in Saudi Arabia

70 Actas Esp Psiquiatr 2025;53(1):62–70. https://doi.org/10.62641/aep.v53i1.1758 | ISSN:1578-2735
© 2025 The Author(s). This is an open access article under the CC BY 4.0 license.

dictor of Well-being. International Journal of Applied Psychoana-
lytic Studies. 2016; 13: 142–162.

[14] Kramer ADI, Guillory JE, Hancock JT. Experimental evidence of
massive-scale emotional contagion through social networks. Pro-
ceedings of the National Academy of Sciences of the United States
of America. 2014; 111: 8788–8790.

[15] Zych I, Ortega-Ruiz R, Marín-López I. Emotional content in cy-
berspace: Development and validation of E-motions Questionnaire
in adolescents and young people. Psicothema. 2017; 29: 563–569.

[16] DeweH, Gottwald JM, Bird LA, Brenton H, GilliesM, Cowie D.My
Virtual Self: The Role of Movement in Children’s Sense of Embod-
iment. IEEE Transactions on Visualization and Computer Graphics.
2022; 28: 4061–4072.

[17] Stover K, Cowley K, Gaunt G, George O, Henson K, Liu T, et al.
Comparison of On-Campus and Virtual Self-Assessment Outcomes
for Incoming Appalachian STEM Undergraduates’ First Research
Experience. Online Learning Journal. 2024; 28: 196–215.

[18] Ahmadi M, Oshvandi K, Tapak L, Hosseini SK, Azizi A. Comparing
the Effects of Face-to-Face and Virtual Self-Care Training Methods
on Self‐Care and Quality of Life among Patients with Heart Failure:
ARandomizedClinical Trial Study. Avicenna Journal of Nursing and
Midwifery Care. 2023; 31: 265–274.

[19] Fortuna P. Positive cyberpsychology as a field of study of the well-
being of people interacting with and via technology. Frontiers in Psy-

chology. 2023; 14: 1053482.

[20] Peter J, Valkenburg PM, Schouten AP. Developing a model of ado-
lescent friendship formation on the internet. Cyberpsychology &Be-
havior: the Impact of the Internet, Multimedia and Virtual Reality on
Behavior and Society. 2005; 8: 423–430.

[21] Peris R, Gimeno MA, Pinazo D, Ortet G, Carrero V, Sanchiz M, et
al. Online Chat Rooms: Virtual Spaces of Interaction for Socially
Oriented People. CyberPsychology & Behavior. 2002; 5: 43–51.

[22] Wang CC, Chang YT. Cyber relationship motives: Scale develop-
ment and validation. Social Behavior and Personality: an Interna-
tional Journal. 2010; 38: 289–300.

[23] Hinton D, Stevens-Gill D. Online Psychometric Assessment. In At-
trill A, Fullwood C (eds.) Applied Cyberpsychology: Practical Ap-
plications of Cyberpsychological Theory and Research (pp. 236–
255). Palgrave Macmillan UK: London. 2016.

[24] McClelland T. Against Virtual Selves. Erkenntnis. 2019; 84: 21–40.

[25] Bargh JA,McKenna KY, Fitzsimons GM. Can You See the RealMe?
Activation and Expression of the “True Self” on the Internet. Journal
of Social Issues. 2002; 58: 33–48.

[26] Ellison NB, Steinfield C, Lampe C. The Benefits of Facebook
“Friends:” Social Capital and College Students’ Use of Online So-
cial Network Sites. Journal of Computer-Mediated Communication.
2007; 12: 1143–1168.

https://creativecommons.org/licenses/by/4.0/
https://creativecommons.org/licenses/by/4.0/

	Abstract
	Keywords
	Introduction
	Cyber Relationship Motives
	E-Emotions

	Materials and Methods
	Participants
	Instruments 
	Cyber Relationship Motives (CRM)
	E-Emotional Questionnaire (EEQ)

	Translation of CRM and EEQ to Arabic 
	Data Collection Procedure
	Data Analysis

	Results
	Confirmatory Factor Analysis (CFA)

	Discussion
	Conclusion 
	Availability of Data and Materials
	Author Contributions
	Ethics Approval and Consent to Participate
	Acknowledgment
	Funding
	Conflict of Interest

